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Only Apex dealers have the Spiral Dasher. Only Apex dealers have a | 
washer in every price class—all four with this outstanding sales feature. 
No other washer can match Apex values—because no other washer can 
match Spiral Dasher performance. 





















On thousands of dealer sales floors the Spiral Dasher has proved to be 
the feature that closes sales. Anyone can see that it’s different from every 
other agitator. The aggressive salesman can quickly show why it’s better 
—why it gets clothes so much cleaner in so short a time. 


for Customer Satisfaction 


Spiral Dasher Washers turn customers into enthusiastic boosters. No 
other washer can cleanse delicate garments so safely, because no other 
washer has the Spiral Dasher’s gentle Silk Line cleansing action. 


for Trouble-Free Service 


Only Apex Spiral Dasher Washers have the exclusive Apex Free-Running 
Mechanism that means independent dasher and wringer operation, 
slower moving parts, longer washer life. 

















Now is the time to concentrate your sales efforts behind the washers 
that will keep you ahead of competition. Anyone can sell by giving away 
his profits. But the retailer who selects his lines carefully and then merchan- 
dises aggressively will stay on top. Get up and stay up on top with Apex! 


The Seah of Gully 
FOR MORE THAN THIRTY-FIVE YEARS 


Bint OR NEES 

1” Guaranteed by > 
Good Housekeeping 
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| te THE APEX ELECTRICAL MANUFACTURING COMPANY 
att nal CLEVELAND 10, OHIO 
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“BROADCASTING YEARS AGO! EVEN THOUGH THERE WERE tio 
NO RADIOS BACK IN THE OLD DAYS, SOME FOLKS WERE "WAY YZz=-7 

AHEAD O' THE TIMES « THEY PUT ON MIGHTY FINE SITTIN’ 

ROOM “PROGRAMS”... OVER THE NEW-FANGLED TELEPHONE . 
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. Copr. 1948 by United Feature Syndicate, Inc. 


NARD = TOPS IN VALUE SINCE 1881 


Sane folks always have been way ahead of the times. 
Leonard dealers, for instance. 

Ever since 1881, Leonard dealers have been way ahead... 
with profit advantages growing out of manufacturing vision 
dovetailed to those dealers’ own needs and opportunities. 

It was in 1881, you know, that Leonard demonstrated the 
simple common sense of putting dealer considerations first 
and foremost. Leonard did it with the historic “Leonard 
Cleanable”, the first truly customer-minded refrigerator. 

Each year since then, in consistently dealer-conscious, 
customer-conscious Leonard appliances, Leonard dealers 
have seen . . . and have benefited from . . . the strictest ad- 
herence to that simple original principle. 

You'll find that principle conspicuously present in 
Leonard’s 1949 refrigerator line. You'll find it clearly ex- 
pressed, for example, in the two great new 8.6 cubic foot models 
which, for downright value, are the talk of the industry. 

Today . . . more dramatically than ever . . . Leonard 
dealers are "way ahead of the times. That’s another way of 
saying that Leonard’s newest appliances—with their logical, 
easy “step-ups”, their extra features—give Leonard dealers 
new and greater opportunities. 


LEONARD DIVISION, NASH-KELVINATOR CORPORATION, DETROIT, MICHIGAN | 


The new Leonard “DL”, one ese ; 

of two 8.6 cu. ft. pace-setters , 

in refrigerator value for 1949 ee — ; 
[ F 0 N A 4 THE PROVEN FRANCHISE THAT BUILDS CUSTOMER 
: SATISFACTION THROUGH LASTING DEPENDABILITY 


























































ELECTRIC REFRIGERATORS, RANGES AND HOME FREEZERS 
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New Westinghouse Dia MAGIC Fan Shop Helps 
Retailers Set Up for Sizzling Summer Sales! 


At last, a floor or table display that will sell... sell | ATTRACTIVE... natural oak frames... pale gold rods... 
... Sell. It’s the DiaMAGIC Fan Shop. Versatile...  ©!orful, eye-catching display cards. 


requires a minimum of floor space . . . yet the three COMPACT .. . shows the complete fan line using less than a 4- 


sides, plus the sturdy shelves, give youa tremendous _—f00t square floor space. 


eye-catching Fan Fair. Easy to put together . . . the STURDY .. .. constructed for years and years of top-flight 


frames come assembled. Don’t miss this great value. display service. 

Get the details from your local Westingho 
— sa ieniaind VERSATILE ... year ’round display for fans, small appliances 

Distributor today. and hand vacs. 


Westinghouse Fans... backed by the largest National 


Advertising program ever to stir up a gale of sales 


WESTINGHOUSE ELECTRIC CORPORATION 
Springfield 2, Massachusetts 


TUNE IN: Ted Malone . . . every morning, 
Monday through Friday . . . ABC Network 
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Oven Roaster Range 


FEBRUARY, 


Tas big advantage of the Monarch 
second oven is its LOCATION. Here 
is the only built-in oven at con- 
venient counter-top level. Just lift 
the cover and there’s the food — 
no bending, no stooping! 


No other “second oven” offers the 
conveniences of this Monarch Sur- 
face Oven. It is a time-saver, a food- 
saver, a fuel-saver, a back-saver. It 
is 100% exclusive. 


Here then, is today’s most impres- 
sive and convincing electric range 
to demonstrate — most profitable 
to sell — and most enjoyable to use. 
Assure your °49 sales objective 
with the Monarch 2-Oven Electric 
Roaster Range. 


MONARCH MALLEABLE RANGE CO. 
3829 Lake Street Beaver Dam, Wis. 
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Television provides entertainment 


for all ages, and especially around 
the dinner hour it serves a double 
purpose in homes where there are 
children. Popular programs such as 
“Howdy Doody” keep the children 
quiet and occupied—out from under 
the heels of mother while she pre- 


pares the evening meal. 


Kodachrome by Dave Rosenfeld 
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ates "way past the single- 
shot class and loaded for real big 
game with KitchenAid in your 
arsenal. Even the popular 3-B 
KitchenAid offers the extra value 
that customers recognize for the 
extra dollars it costs—things like 
exclusive Planetary Action, greater 
power, more versatility. So even 
your minimum KitchenAid sale is 
more profitable. 


And that’s just the beginning! 
There are two larger KitchenAid 
mixers to sell up to—a complete 
range of labor-saving attachments 
—the KitchenAid Electric Coffee 
Mill to tie-in—and the KitchenAid 
Dishwasher on the way. KitchenAid 
means multiple sales! 

You're going to enjoy the greatest 
advertising support in our history, 
too—in Lapres’ Home JourNAL, 
Time, Betrer Homes & GARDENS, 
Country GENTLEMAN, and THE 
Brives Macazine. Great support 
for a great product! So, Johnny, get 
that gun! It’s going to be open season 
for KitchenAid sales all year long. 


Katche 


Give 

‘em 
BOTH 
Barrels! 








A 
PRODUCT OF 


ep 


nAid 


The Finest Made 


KitchenAid Division + THE HOBART MANUFACTURING CO. « TROY, OHIO 
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WASHINGTON CURRENTS 
By the Washington News Bureau, McGraw-Hill Publishing Co. 
INFLATION VS. DEFLATION 


The Federal Reserve Board, which has been getting out some 
really valuable studies on consumer spending, saving, buying 
plans, ete., thinks that inflation is getting weaker. But it isn’t 
sure that prices won’t take another jump upwards. 

On the deflation side, the Board’s latest survey pointed out: 

Businessmen are slower on building inventories. 

New private construction is going up—but at a slower rate. 

Number of private housing ‘‘starts’’ per month has actually 
fallen off. 

Farmer’s net income has fallen somewhat. 

Consumers are saving more from their earnings. 

On the inflation side: 

Government spending is going up: 

State and local governments are paying higher wages, 
hiring more employees, and are catching up on their 
building programs. 

Other findings reported by the FRB survey indicate that 
fewer people are now convinced that only good times lie ahead. 
On the other hand, FRB found no significant change in con- 
sumer demand for durable goods. 

About 40 percent of all families said they were making more 
money than they were a year ago; another 40 percent said 
they were making the same amount; and the remaining 20 per- 
cent claimed their income was less than the same time a year ago. 


O’MAHONEY IN THE DRIVER’S SEAT 


Senator Joseph O’Mahoney is going to have much to do with 
a lot of laws and Congressional activity that will reach into all 
levels of business. He now is head of the Joint Committee on the 
Economie Report—a Congressional group that hasn’t had a 
lot to say under the chairmanship of Senator Taft. Taft thought 
the committee’s job was mostly to watch out for signs of a 
depression—and then figure out what to do. 

But now that O’Mahoney’s running the show, he’s going to 
speak out for the New Dealers, westerners, and others who are 
generally inclined toward more government reins on the activities 
of big business. 

For instance, O’Mahoney will try to get through his law 
requiring corporations doing an interstate business to get a 
federal charter. 

He will put steam behind the Kefauver bill to check mergers 
resulting from a corporation buying out a competitor’s physical 
assets (it’s illegal now to merge by buying up a competitor's 
stock). 

He will agitate about the concentration of big industry-- 
and get the anti-trusters of the Department of Justice more 
money to bring more cases. 

And he will air the troubles that small business has in getting 
capital. 

O’Mahoney is the spokesman for the people in and out of 
Congress who think that the federal government should have 
a bigger hand in laying out the lines of the country’s economic 
needs—and then passing laws that prod business into that pattern. 


TAXES ARE GOING UP 


The Democrats are committed to a pay-as-you-go program 
for the federal government. That means that as the govern- 
ment budget gets bigger, the administration is going to get 
more taxes to balance off the increased spending. 

There’s been no federal deficit this current fiscal year. But 
the decisions to build up our own armed forces, to lend-lease 
military equipment to the countries of Western Europe, and to 
take up the New Deal kind of social programs at home will all 
add to the cost of running the government next year. 

For income, Truman and his advisors are looking to corporate 
profits—not excise taxes or personal incomes. This is part of 
the reason for the Senate committee’s look-see into corporate 
profits in Washington last December. 

Chances are that Congress won’t vote an excess profits tax, 
as has been seriously proposed. But it will vote something 
similar—probably a new higher tax rate for the biggest profit 
makers. 

The small businessman won’t be affected by all this. In fact, 
all the pressure will be for finding new ways that small business 
ean be helped by loosening up the tax laws rather than tighten- 
ing them to bring in more revenue. 

(Continued on page 10) 
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It's Automatic Washer's 
Great Hew 





Go ahead—take another look. This is a 
wringer washer—Automatic’s great new 
Press-Toe. The first really new development 


in wringer washers in years. 


But there’s no wringer in sight! All you see 
is a smoothly styled, gleaming white cabinet 
—counter high—with a smooth flat top that 


does double duty as an extra work surface. 


So where és the wringer? Inside—ou: of the 
way when not in use! It’s a disappearing, 


“now-you-see-it, now-you-don’t” wringer. 








To bring wringer into operating position, Press 
your Toe to a foot lever in back. Then—presto!— 
wringer, tub and mechanism are automatically 
raised, ready for work. When the washing’s done, 
wringer is swung into proper position, and entire 
unit is concealed in the cabinet again. 


vw Ww 
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inest wenger washer of all timef 
Think what this means. A handsome washer that can go into kitchen, utility room, 
basement—without looking like a washer! Mounted on smooth-rolling casters, it 
glides easily to wherever convenient—needs no bolting down, no plumbing 
connections. 

Add in exclusive “working” features—plus popular price—and you have the 


finest wringer washer value of all time. See your AUTOMATIC WASHER dis- 


tributor—or write for his name and full details. 


Pres -loe. 


AUTOMATIC WASHER COMPANY, NEWTON, IOWA 


Factories at Newton, la. and Mason City, la. 
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MAUREEN O0°HARA—famous 
Hollywood beauty now starring 
in “A Woman’s Secret,” an RKO- 
Radio picture—chooses the KM~ 
Pop-Up Toaster as “‘Star of the 
Month” for March. 





| od 
| 
i 
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—< ” 9 % > KM. Gad-A-Bout Iron 


KM. Electric Heater A 


“KM-— Double Table Range 
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isfivitiyy NEW! 


“Keep-warm 
feature... keeps 
toast warm fill 
it’s wanted. 


i 
IT’S LOADED 


WITH 


ROFITS! 


- 


Up Toaster... with New, Improved Features! 








BEAUTIFUL! — SILENT! 
Shining chrome, ea -= ye No ticking noise. 
C fo 


modern design. —— Completely auto- 
Compact. . . ta- ‘aia 
ble-size! 


matic. 





DEPENDABLE! 
Long life, trou- 
ble-free con- 
struction. 





FAST! - EASY TO CLEAN! 


Toast in any Hinged crumb tray 
shade ...in 50 makes cleaning 
seconds or less! simple. 











Display the ~%M~ Pop-Up Toaster and every ~%M~ 
appliance in your store . .. cash in on this tremend- 
ous national campaign featuring a famous Holly- 
wood star and her choice for the ~#M~ Star of the 
Month! The ~#m~ Pop-Up Toaster is pre-sold for you 
by Maureen O’Hara in big-circulation magazines — 
telling your customers why ~%M-~ is a star’s choice. 


Watch your profits grow when you tie up with 
“EM~’s great “Star of the Month” campaign—a 
famous Hollywood star, a new ~®%M~ star, and new 
profits for you— every month! 


“KM~ Jack Frost Fans “KM... Speed Mix 
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va 
“KM~ Corn Popper C 
‘ 





Special tie-in material available. Free 
mats for your local advertising, colorful 
counter display cards, window streamers! 
Write or wire your -&M~ Distributor! 











KNAPP-MONARCH CO. 


St. Louis 16, Missouri 
~KEM~ Appliances also manufactured in Canada. 


World-wide Distributors Exclusive Distributors in Canada 
Philco International Corp. Crown Electrical 
50 Broadway, New York Brantford, Ontario 


KM. Turn-Over Toaster 


KM~ Hair Dryer 


S Rey 
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“KM. Therm-A-Jug “KM. Steem-R-Dri 














Everhot gives you a widely diversified assortment of the appliances 
required daily in all homes from the most modest to the most luxurious. 
The shopper may not always find what she is looking for, but in the 
Everhot line she always finds something she wants. 





Everhot Reaster-oven 


One of the greatest staples 
in the appliance trade. 
Many patented exclusive 
self-selling features. 
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Everhot Rayvector 


The outstanding room 
heater for any room and 
any season. Circulating or 
radiant heat as desired. 








Everhot Fan and Heater 


A heater for room heating 
with Comfitrol cooling, 

Dual service in a single 

compact beautiful unit. 


Everhot Air Flo Heater 


A fan type unit. Smart 
styling, quick, light and 
efficient. Sells on sight. 








Everhot Timer Clock 


Useful with roasters, heat- 
ers, radios, coffee-makers, 
electric lights and other 
appliances. All electric 


movement. 





we 


Everhot Electric Blanket 


Finest quality, full size. 
Big intrinsic worth in a 
new appliance item of wide 
appeal and utility. Zipper 
Plastic Bag, no added cost. 








Everhot Reasterette 


Cooks a complete meal and 
goes to the table where it 
functions as a serving 
utensil. A year ‘round 
item, 








Everhot Rangette 


Does everything that can 
be done on a kitchen 
range, The only cooking 
unit in thousands of homes. 


THE SWARTZBAUGH MFG. COMPANY 


TOLEDO 6, OHIO » ESTABLISHED IN 1884 


€VERHOT 
PRODUCTS 


ROASTERS... HEATERS... APPLIANCES 
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DELIVERED PRICING 
LAW UNLIKELY 


All the agitation among manufac- 
turers and other businessmen over the 
question of whether or not it’s legal 
to absorb freight—raised by the Su- 
preme Court’s upholding of the Fed- 
eral Trade Commission ruling in the 
Cement Institute case—isn’t likely to 
be clarified by legislation this year. 

Senator Capehart’s committee heard 
more than a hundred witnesses from 
dozens of different industries ask for 
clarification. But the committee won’t 
be able to get a law through this 
Congress. Main reason: an organized 
Democratic opposition cropped up; 
and it will get even more organized 
and more opposed as soon as either 
the Senate or the House begins to hold 
hearings on particular bills aimed at 
clearing up the whole matter. 

In the meantime, surveys show that 
most manufacturers—outside of the 
cement and steel industries—are go- 
ing right ahead with whatever pric- 
ing practice they used before the con- 
troversy arose. 

Sinee there isn’t going to be any 
quick legislation that specifically per- 
mits a manufacturer to absorb 
freight, most companies seem to be 
falling back on two things: 

1. the fact that the Supreme Court’s 
decision was against price fixing by 
the cement industry and not against 
delivered pricing as such; and— 

2. the Federal Trade Commission’s 
official “policy statement” which indi- 


| eates that as long as price fixing by 
| agreement is not involved, most com- 


panies have nothing to gain by switch- 
ing to an f.o.b. mill policy now just 
to avoid the 100,000-to-1 chance that 
FTC might get after them. 


IS UNEMPLOYMENT 
INCREASING? 


Government figures seem to support 
the news stories you’ve been reading 
about factories cutting back their op- 
erations, laying off workers here and 
there. 

For instance, recent Bureau of 
Census figures have shown an increase 
in the number of people without jobs. 

And the U. S. Employment Service 
reports that more people each week 
are filing claims for unemployment 
insurance. 

But while the trend seems to be 
towards more unemployment, there are 
a couple of things you have to con- 
sider, according to the government ex- 
perts looking at the overall picture. 


1. Even with the slow, steady rise 
in unemployment in recent months, 
the total number of people out of 
work is only about 2 million. And 
this is barely a minimum. Even at 
the height of prosperity you will have 
about that many people out of work 
while they shift to new jobs. 

2. Employment, which has been in- 
creasing steadily since the end of the 
war, is now leveling off as backlogs 
of demand get filled and as new plants 
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and equipment bring an increase in 
worker productivity per worker. 

3. Seasonal patterns are returning 
to many industries—and this means 
a return to temporary layoffs. 

4. Furthermore, after long period 
of bottom-of-the-barrel demand for 
manpower, the downturn was bound 
to have an immediate effect ’way be- 
yond its real significance. 


QUANTITY DISCOUNT LAWS 


Congressman Wright Patman, 
champion of small business, returns to 
power this year as chairman of the 
House Small Business Committee. Al- 
ready Patman, whose name is synon- 
ymous with a law protecting the small 
retailer’s rights to quantity discounts, 
is out to get an amendment to the 
Robinson-Patman Act that will make 
it even tighter and tougher. 

Patman wants the law to require 
that sellers disclose completely the de- 
tails of all discounts they give—and 
he wants also to prohibit by law chain 
stores from deducting from their gross 
income the losses they incur as a re- 
sult of selling merchandise below cost 
to eliminate competitors. 


REFUNDS FROM PRICE FIXERS? 


Department of Justice anti-trusters 
are trying to make companies con- 
victed of price-fixing pay back to their 
customers money they’ve collected as 
a result of their violations of the law. 

The way things stand now, when 
two or more manufacturers are con- 
victed of price-fixing or collusion, the 
only financial penalties they face are 
relatively small fines. There really isn’t 
much of a financial deterrent. If a 
customer ever wanted to get back any 
of the money he’s been overcharged, 
he has to do it himself by suing the 
company involved. 

Now the Department of Justice is 
going to try to get the Federal courts 
—on their own—to direct companies 
found guilty of price fixing to pay 
back the overcharges. Which is a far 
different thing from having each cus- 
tomer file his own suit, because in 
actual practice, this never happens. 

The qualification is this: the anti- 
trusters are asking the return of only 
amounts of money which ean be easily 
determined from the company’s 
records. 

The case that will test this theory 
is against a group of mortgage 
bankers in Chicago—and the govern- 
ment is asking that the bankers, if 
found guilty, be ordered to refund 
certain fees which (so the government 
says) the companies agreed they would 
always charge the customer, and not 
absorb themselves, 

There’s another angle, too: the gov- 
ernment attorneys are bringing this 
suit under the 58-year old Sherman 
Act. It wasn’t until they studied 4 
Supreme Court decision in an OPA 
rent ease that they decided that maybe 
the Sherman Act gave the courts this 
refunding power. Up until now, they’d 
never even thought of asking this kind 
of penalty. 


1949—ELECTRICAL MERCHANDISING 





RS? 


sters 
con- 
heir 
as 
aw. 
hen 
on- 
the 


ire 


~ = a ee 























STEEL 
KITCHEN 
CABINETS 


auty and features 





Lyon Kitchen Cabinets have the be 
seli—the built-in quality that 


You can offer them as com- 
wide range 


that make them easy to 


makes for user satisfaction. 
plete kitchens, or as single package units in a 


of sizes and types- 
For information about LYON Kitchen Cabinets and 


Lyon sinks, get in touch with the Lyon Dealer or Dis- 


trict Office near you. 


for IMMEDIATE DELIVERY to LYON DEALERS 


nk Tops with Cabinets and Linoleum 
s with Cabinets. Lengths 66”, 
Deep x 36” High plus 4” 


Stainless Steel Si 
(steel base) Sink Top 
72”, 84”, 96”. All 25” 
Back. 


ion AND—DOUBLE-BOWL PORCELAIN SINKS g i } | 
WITH CABINETS—42", 54” AND 6€ —— 
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75 YEARS TO BE EXACT! Word of mouth is perhaps the strongest 


and most subtle of product endorsement. One customer tells another of 








Blackstone's traditional high quality and durability. Another tells a neigh- 


bor of its sleek beauty and trouble-free performance. Dealers too, area 








part of this word of mouth promotion. They know that turnover, for ex- 


ample, is never a problem. For satisfied customers and goodwill built up 
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by Blackstone create an ever present demand. Excellent returns on 


dealer investments are made possible by Blackstone’s highly competitive 
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prices and downright good value. 





Designed and built by America’s oldest washer manufacturer, Black- 
stone’s superiority stems from a wealth of washer-building experience 


which no other company can equal. The Blackstone Dealer Franchise 


-SBBeRBeaRnkRs 


provides one brand name, one standard of unexcelled quality for a com- ‘ a A rf ; vis 
plete line of Home Laundry Equipment. It’s no wonder Blackstone is rated 


Tops by customer and dealer alike. ( I de: 


BLACKSTONE CORPORATION, JAMESTOWN, N. Y. | sli 
America’s Oldest Washer Manufacturer 





The OE NG A900) | 9) Zianchise Backs You up 


WITH LONGER WASHER BUILDING EXPERIENCE bir 


+ 
1874-1949 str 
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THE NATIONAL APPLIANCE AND RADIO PICTURE 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 


THE EAST 


By Robert W. Armstrong 





ASTERN metropolitan dealers 

are becoming sourly angry about 
the wave of price cutting which 
threatens to undermine their profit 
structure and some of them regard 
it as the greatest evil extant in the 
industry. 
go cut trend has been widely 
publicized and discussed, so much so 
that anger against it is not unmixed 
with fear. That’s the way its fever 
spreads. Dealers who get scared of it 
are likely to succumb to it in a mis- 
taken effort at self protection. It 
might be a good idea for every dealer 
who is sincerely opposed to price 
cutting to put up a prominent sign 
in his store, reading something like 
this: “Please do not ask us for dis- 
counts on established prices. Dis- 
counts would make it impossible for 
us to guarantee maintenance and serv- 
ice on your purchases. Without that 
guarantee you wouldn’t be a satisfied 
customer.” 

No one, despite some earnest ef- 
forts by manufacturers, distributors 
and dealer groups, has yet come up 
with an iron clad way to stop price 
cuts. It’s not likely that anyone will. 
Probably the best way to fight it is 
for the individual dealer to maintain 
his own price structure and not let 
himself be stampeded into wholesale 
slashing just because a competitor 
down the street is stealing some cus- 
tomers. Some dealers report a por- 
tion of that stolen trade has returned 
to them. The consumers who bought 
at discount, it seems, couldn’t get any 
service when their new telesets or 
ranges went on the blink. They learned 
their lesson the hard way. So. too, 
will the merchants who persist in 
running a business on a 10 percent 
margin. 


Business at Christmas 


Christmas business was reportedly 
pretty good, although in many in- 
stances it was saved from a sharp de- 
cline from 1947 by big dollar volume 
in television. Dollar volume in white 
goods was actually less than it was 
last year. One Philadelphia dealer 
said, “Christmas was just about the 
same as last year. Radio and refrig- 
erator volume was very bad, but tele- 
vision sales increased.” A Washing- 
ton retailer found business off -about 
15 percent from 1947, blamed it on 
television price-cutting, not so much 
demand. 


Up in Buffalo, N. Y., business was 
slightly ahead of last year, according 
to one large retailer who sold 50 
radio console combinations in one pro- 
motion. Like other dealers, he found 
the appliances off. 

In Boston, sales volume was saved 
from a flop by:a. busy buying week just 
before Christmas. Rhode Island also 
80 off to a slow start, but finished 
strong, with radio-phonograph com- 
binations doing particularly well. 


“List prices are definitely too high 
all the way around,” one Philadelphia 
dealer says, summing up the general 
consensus of eastern opinion. “Prices 
shouldn’t go any higher,” says a New 
York distributor. “I think frankly the 
public will balk. Automatic washers 
are a good example of overpricing.” 

“Prices are too high, but I don’t 
see what can be done about it,” re- 
ports a Washington merchant. “The 
gravy money is gone and living costs 
are too high. Moreover, margins are 
too small. Why, I’ve got some radios 
here that retail for $19.19 and cost 
me $16.03.” ; 

The feeling is the same in New 
York. Says one dealer. “Something 
better be done about the entire ap- 
pliance price structure. Manufacturers 
ought to get together on it. It’s not 
healthy—too many franchises. distrib- 
tor tie-ins, peculiar allocation methods, 
inequitable dealer discounts. List 
prices are getting too high and out 
of hand.” 

Along with the question about 
prices, most dealers were asked about 
margins. By and large, their attitude 
was one of resignation and in many 
cases the question led to a discussion 
of price cutting. The feeling seems 
to be one of “How can we complain 
about margins when so many dealers 
are giving it away anyhow in the form 
of discounts ?” 


The Crystal Ball 


Judging from dealer comments, a 
majority of merchants are going into 
1949 business with a healthy psycho- 
logical outlook. They seem to be 
aware that business won’t drop in 
their laps, that most of the backlogs 
of demand have been met and that 
competition will be keen—but they still 
are convinced that it will be a pretty 
good year. “Business will continue to 
be good,” says one, “but it will require 
more selling.” Says another, “We're 
going to have to fight like the devil, 
but there will be business to be had.” 


THE SOUTH 


By Amasa B, Windham 





DEFINITE uncertainty stamps 

the attitude of appliance dealers 
toward the new year. Not a single 
contact on this reporter’s list would 
commit himself to a prophecy on the 
trend of business. Admittedly, this is 
an unhealthy attitude and perhaps is 
indicative of some fear on the dealers’ 
part. The record fails to support 
such an attitude however, despite the 
slight drop in sales for the final quar- 
ter of 1948. 

Ken Gilbert of the Louisville Gas 
& Electric Co. provides records which 
show a clear and steady increase in 
the month-to-month sale of almost 
every major appliance ; Hassell Qualls, 
dealer coordinator of the Chattanooga 
Electric Power Board; reports that 
appliance sales in his city topped the 
$10 million mark in early October 
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and no appreciable change was noted 
in the buying trend there; Birming- 
ham reported a three percent increase 
in the sale of appliances in December, 
1948, over the same month in 1947; in 
Nashville, where the sale of water 
heaters is a sure-fire indication of 
business, a greater number of this par- 
ticular appliance was sold (in Novem- 
ber and December) than refrigerators ; 
a New Orleans Public Service Co. 
survey made in late November showed 
a greater sale of radios there in 30 
days than in any month of the pre- 
vious 12. 


Attitude Hard To Understand 


Just why dealers should hold any 
fears for the coming year, therefore, 
is a bit hard to understand. And you 
can’t pin them down to concrete state- 
ments. One dealer in Atlanta mur- 
mured something about “it can’t last”, 
another in Charlotte presented an ar- 
gument which involved everything 
from Harry Truman and the Taft- 
Hartley Law to the Indonesian flareup, 
then admitted later he didn’t think 
much of his own argument; a dis- 
tributor in one of Texas’ big cities 
feared new buyers’ strikes might fol- 
low on the heels of price rises, which 
in turn would be bound to follow on 
the heels of wage rises. But nobody 
could or would say that 1949 would 
not be as good an appliance year as 
1948. The first quarter certainly 
should be the tip-off. 

As expected, the holiday trade closed 
out 1948 as the banner year of appli- 
ance selling throughout the South. 
During the first two weeks of Decem- 
ber, however, dealers and distributors 
alike were on the anxious seat. Both 
of these weeks saw a leveling off in 
business which caused sales to drop 
below the 1947 mark in almost every 
major city below the Mason-Dixon 
line. But as pointed out, Santa Claus 
was good and stock finally began mov- 
ing in a steady stream, topping new 
records as the last week of the year 
waned. 


Blanket Sales Improve 


One of the most improved sellers on 
the Christmas market was the electric 
blanket. Many a Southern tootsie, 
heretofore unwarmed, relaxed com- 
fortably under such a blanket this 
year as a result of sales campaigns 
everywhere and strong advertising by 
manufacturers. A very successful pro- 
motion was staged by New Orleans 
Public Service, Inc., with more than 
60 dealers participating. The utility 
went all out in advertising and in 
offering fine prizes to dealers’ sales- 
men. In Birmingham, Atlanta, Dallas 
and Houston also, excellent sales in 
blankets were reported. Other good 
holiday sellers were radios, toasters, 
mixers and coffee makers, 

Radio made a comeback in Decem- 
ber. In Louisville, one dealer esti- 
mated that more than a thousand sets 
were sold during the month there. 
Richmond estimated the sale at ap- 
proximately 800, while Birmingham, 
Memphis and Dallas all reported an 
increase in sales. Miami, swollen with 
tourists, also saw a pick-up in radio 


sales. Television set sales were steady, 
with Atlanta in the vanguard and New 
Orleans—a newcomer to the video 
ranks—-trailing closely. 


Power Shortage Studied 


The prospect of critical power short- 
age this winter raised its ugly head 
in some areas, Caught last year with 
its pantaloons at half mast, Florida 
was getting set this year. More than 
15,000 oil house heaters had been sold 
in the past 12 months, largely through 
the dealer campaign waged by the 
Florida Power & Light Co. Other 
cities and states of the South which 
suffered before, also were in better 
shape for improved power flow. 

The new year, in swaddling clothes, 
has wobbled off on his journey. Just 
what his batting average will be, re- 
mains to be seen. 


THE MIDWEST 


By Tom F. Blackburn 





UMPTY-DUMPTY has fallen 

off the price wall as this is 
written and all the king’s horses and 
all the king’s men are busy running an 
analysis to see just what happened. 

Take a certain Midwestern city as 
a microorganism, put a microscope on 
it, and you can see typical causes 
which led to Humpty Dumpty’s slide. 
All this, in addition to the new re- 
strictive Regulation W which went 
into effect Sept. 20th. 

This town had an adequate number 
of dealers selling appliances when the 
1942 shutdown came. These oldtimers 
didn’t go out of business, they diver- 
sified and carried on through the war. 
Naturally they expected the local dis- 
tributors to give them the breaks on 
the first deliveries of appliances. 

To their surprise, these dealers saw 
the distributors in the town setting up 
all sorts of new retail outlets. What 
might have been a decent volume for 
the old group was dishwater when 
spread out to satisfy twice as many 
retail outlets. The oldtimers, seeing 
their squawks didn’t register, shut 
their traps and politely accepted the 
merchandise that was handed out to 
them. They continued spreading out 
in paint, glassware, baggage and such 
items. This diversification continued 
until appliances were not the domi- 
nant merchandise in the house. 


Dealers are Soft 


The truth is these dealers have 
failed to advertise, have failed to put 
on salesmen and failed to get ready 
for the day of reckoning. When 
merchandise became abundant, the dis- 
tributors wanted to get busy with 
training schools and big promotions. 
To their surprise, they discovered the 
retailer was rather coy’ about the 
whole business. Their men were: not 
keen about showing up for sales train- 
ing. The puzzled distributors «just 
didn’t realize that they were no longer 

(Continued on page 16) 
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The 81270 is available in three beautiful finishes... mahogany, walnut « 
modern blond. You'll find to your satisfaction that it is another best-seller in the 
great line of faster-moving, more profitable RCA Victor instruments. 
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ONLY RCA VICTOR MAKES THE VICTROLA “"Victrola"—T. M. Reg. U. S. Pat. Off. DIVISION OF RADIO CORPORATION OF AMERICA 
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Here's why your profits 
are greater with this 


RCA VICTO 


tigher qualiy and ouistending selling points of 
ALL RCA VICTOR MasTlaments 7s keep Jutnover hgh. / 


See these 3. saleable Sestures ( 


Greater listening enjoyment — 


Your prospect 


BIG (6 Wf = SCHELN: Personalized Tone 
Control that 
enables him to 


select tone at 


the most pleas- 
Yes . . . 16-inch direct-view pictures . . . 126 square ing sound level for 


inches big! They’re 24 times bigger than average! his own ear. And he'll onesies the 
Just what your customers want for greater enjoy- _ newer, bigger speaker . . . largest ever used i in 
ment of their television set! an RCA Victor Eye Witness television table model. 


Automatic adjustment to pala \e © ° eeceoceoeeeeoeoee cee eee eee 
: ) Still another example of 


RCA Victor quality — the 
UNDERWRITERS’ SEAL OF APPROVAL! 


The full line of RCA Victor radio and television instruments* 
carries this testimonial to extra care in engineering. The 
Underwriters’ Laboratories has carefully checked and tested 
the safety factor of RCA Victor instruments. Another reason 


Whether the Hetencr i tuned to 2 station 5. or 50 why your customers prefer RCA Victor for their homes! 


miles away, the program will come in with equal 
clarity. Powerful new circuits adjust automatically to 


©Bartery cote ensmpted—U. L, dees net test andics enslasively eperated 
television signals of varying strength. 


by batteries. 
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RC A VICTOR— World Leader in Radio . . . First in Television 
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Gray taybaR 


APPLIANCE DEPARTMENT 


FOR MORE “DROP-/N" TRAFFIC 
FEATURE THESE “PICK-UP "/TEMS 


MONOWATT heater and extension cord 
sets, attachment caps, plug bodies, 


plate outlets, sockets, night lights. 


Everybody needs these at some time or 
other. Attractive, modern appearance 
of this dependable line assures fast 
turnover. 


G-E incandescent and fluorescent 
lamps. Profits on lamps are especially 
attractive. Powerful national ad- 
vertising by G. E. keeps demand high 
for these lamps. Feature ‘em! Sell 
bulbs in quantities -- in the dandy, 
handy G-E pack. 


STICKA friction tape. Graybar's own 
brand, made by the world's largest tape 
manufacturer. Doesn't ravel, stays put. 
Brings repeat purchases. Self-selling 
display unit does the work -- you col- 
lect the cash. 


Make your store headquarters for these 
articles that every home-owner buys. Dis- 
play these lines and get more customers to 
“drop in”. You'll have more opportunities 
to interest them in appliances and to build 
your prospect list. 

These are only a few of the many staple 
items kept in stock at the near-by Graybar 
warehouse. A phone call will bring you 
immediate delivery. 

Your local Graybar Appliance Specialist 
offers you assistance in all phases of mer- 
chandising — along with America’s fastest- 
selling, most profitable lines. Graybar Elec- 
tric Company, Inc. Exec. offices: Graybar 
Building, New York 17, N. Y. 4905 
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in the No. 1 place in the dealers’ 
affection. 

When Regulation W slapped on the 
brakes Sept. 20, a good dealer’s sales 
force could have taken it in their 
stride. They could have sold the pros- 
pect on lay-aways. They could have 
pushed out loaners to be used until the 
customer’s 20 percent was on the line. 
Instead there was nobody there pitch- 
ing and the whole thing ran into a 
brick wall. 

To prove the point, there was one 
distributor in this town who did not 
give the franchise to every Tom, Dick 
and Harry. He did dish the stuff out 
to his old-line dealers as it came in. 
Right now he has been holding a sales 
school and other distributors are 
amazed at the way dealers are even 
shutting up their stores to get over 
and. attend. It’s again proof that the 


‘heart is where the purse is. 


Another proof: Toledo, Ohio, which 
has been going through the same dog 
days, has one outfit which is not spread 
out too much. The day the yelling was 
loudest your correspondent called on 
this organization and found that dur- 
ing the noon hour eleven orders for 
washers had been brought in, five 
cash sales, three 30 days, three time 
payments. All had been combed out 
of the bulrushes by a sales crew that 
was making a decent living for itself. 


Poor Merchandise 


Another factor that has soured re- 
tailers has been the quality of the 
merchandise coming through. One 
Indianapolis retailer had to replace 
three electrical water heaters until he 
could get one that didn’t spring a leak. 
Despite the label that it had been in- 
spected under 300 Ibs. pressure, there 
was a hole in the tank of one as big 
as the lead in a pencil. Three trips 
had to be made by service men and 
when a water heater was put in that 
finally worked, there was not much 
profit left for the dealer in that sale. 
True, the distributor did replace the 
faulty heater but the dealer took a 
licking. Said he, “There is more 
money for me in selling $200 worth of 
paint than there is in selling a $300 
range.” 

Incidentally, in Middle West towns, 
name brand appliances are the only 
ones that are selling readily today. 
One dealer in a Midwest town re 
lates how he had to buy $11,000 worth 
of other merchandise not long ago to 
get a carload of any kind of water 
heaters. Today he will not even stock 
this brand. In Michigan ironers, 
radios and mixers did a good Christ- 
mas business for one distributor. 
Everything else seemed pretty slow. 

In manufacturing, it looks as if 
component parts are going to start 
coming through without any more 
high jinks. This is true even with 
steel. One firm bought, as a safety 
measure, some $50,000 worth 
enameling steel for delivery next year. 
This in addition to their regular 
quota. To their surprise, in Novem- 
ber the steel company wanted to start 
dropping it in their front yard. 

“Not unless you give us dating 
for next year,” said the manufac- 
turer. “You will shave to take it as 
we give it to you,” said the steel firm. 
“Then we cancel,” said the manufac- 

(Continued on page 24) 
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with the sensational new 


= GOLDEN JUBILEE 
DS ELECTRIC ROASTER 


A » Be) «Celebrating Nesco’s 50th Anniversary! 
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/NESCO 
Golden Subilee 


SO years of service 
to America’s Homemakers SF 
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...by the ROASTER PIONEER! 


NEW FROM TOP TO BOTTOM e@ BRILLIANT NEW FEATURES! 


BEAUTIFUL NEW CABINET! e 
EXTRA-VERSATILE AND 


IT 


NEW CONVENIENT 
TEMPERATURE “GUIDE DIAL" 


new dial has settings for Warm, Sim- 


Steam, Slow Bake, Roast, Bake and Brown. § ee 


cooking guide to the housewife because 
ie con see temperature ranges at a glance. 


new design, with gently rounded 


Provides massive, modern beauty that har- 


with the newest model kitchens. When 
on matching cabinet, cooking well is at 
counter-top heig 
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NEW “SEE-THRU" 


ACCESSORIES THAT MAKE 
COMPLETELY AUTOMATIC! 


5 Housewife can “check” 


GLASS WINDOW 

on cooking progress, 
without opening the cover, by looking through 
window mounted in the bright, easy-to-clean 
aluminum cover. Browning vent (rear) has set- 
tings for Preheat, Bake and Roast. 


NEW fe CABINET HAS 


REFRIGERATOR TYPE DOOR 
Cabinet accessory has two roomy storage shelves. 
Refrigerator-type door opens wide for easy ac- 
cess. Bracket for storing broiler-griddle is built 
into door. Cabinet is caster-mounted. 


NEW "PUSH BUTTON" 
COVER RELEASE 
To open, the housewife just pushes the button! 
Cover opens smoothly and quietly. To close, she 
merely pushes down on the new, wider finger 
plate. Quick, convenient, safe! 


NEW ELECTRIC CLOCK MAKES 
OPERATION AUTOMATIC 

A fine new electric clock accessory, easily in- 

stalled, provides fully automatic cooking.’ Turns 

roaster on and off at pre-set times. It is also a 

regular electric kitchen clock. 


NEW, THICK “WRAP- 
AROUND" INSULATION 
Bottom and sides are completely covered by a 
thick layer of efficient glass wool insulation. 
This material never deteriorates, never packs 

down. Saves current, keeps kitchen cool! 


NEW BROILER GRIDDLE IS 
ELECTRIC COOKING "MUST" 
Broiler-griddle accessory turns out delicious 
meats, hot cakes — makes toast, too. Conven- 
iently stored in door of cabinet. Heating element 
is self-cleaning. Griddle plate detachable. 


THE NESCO "GOLDEN JUBILEE" ELECTRIC ROASTERIS THE 


FINEST EVER BUILT AND A TOP MONEY- 


“Nescomatic-Cooking” is the crowning achievement of 
Nesco’s 16 spectacular years of pioneering and leader- 
ship in the roaster field. 

Nesco built the first electric roaster in 1932 — the first 
automatic thermostat and the first signal light in 1934 — 
the first broiler accessory in 1937 — the first matching cab- 
inet and the first hinged cover in 1940. Add to these Nes- 
co’s consistent top-quality construction and constant con- 
sumer education through aggressive national advertising 
and alert merchandising, and it’s easy to see the vital part 


MAKER FOR YOU! 


that Nesco has played in creating profitable roaster busi- 
ness for you and dealers everywhere. 

The brilliant new Nesco “Golden Jubilee” model is the 
finest roaster the industry has ever produced. Sold com- 
plete with accessories, it is today’s greatest value in com- 
pact, fully automatic cooking. Sold by itself, it still offers 
important exclusive advantages over all other roasters. 
Roast rack, cord set and recipe book are standard equip- 
ment as in the past. 

Get ready now to cash in on “Nescomatic Cooking!” 
Contact your Nesco distributor today! 





Powerful | Add leisure hours to your ag 


NATIONAL : ae a iy! 
ADVERTISING 


will ‘pre-sell” the NE SCO 
Golden Jubilee Roaster 
to your customers! 


Nesco advertising, consistent and well-read through the years, has built 











tremendous acceptance and demand for Nesco Roasters in virtually every 


community in America. 


The same powerful advertising backing, utilizing new techniques and 
designed to attract and sell women, will help you sell the new “Nesco- 
matic’ Golden Jubilee Roaster. This spring’s campaign will appear in 


these seven big national magazines. 


Circulation 
Good Housekeeping - - - - 3,010,852 
Ladies Home Journal - - . - 4,522,366 
McCalls - - - - - - 3,698,444 
Womans Home Companion - - - 3,754,580 
Better Homes & Gardens - - - 3,252,343 
House Beautiful - - - - - 508,830 
Today's Woman - - - - 887,195 


Total - - - 19,634,606 


‘Good Housekeeping 
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Portable! Compact! Vereatile'! 
NESCO 


GOLDEN JUBILEE ELECTRIC ROASTER 


Prepare golden brown roasts and fowl without tedious 

watching or basting . . . bake perfect pies, cakes and rolls 

every time .. . cook a complete meal that’s ready to serve 

. “ m: when you return home from ‘an afternoon out” ... do 
Effective SALES HELPS build traffic all these things and many more with this beautiful Nesco 
. Golden Jubilee Roaster. Accurate automatic thermostat 

and profits for you! and thick glass wool insulation assure finest results— 

y and save up to 40% on fuel, too! Matching cabinet and 

timer clock accessories optional. Order your Nesco today! 
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NEW TEMPERATURE NEW ‘‘PUSH-BUTTON"’ NEW AUTOMATIC 
**GUIDE-DIAL"* COVER LIFT ELECTRIC CLOCK 
Exclusive! Clearly morked Only Nesco has it! Just Turns current on and off au- 
dial helps you pick the cor push the button, the cover tomatically at pre-set times 
“ct temperature instantly opens smoothly and quietly Also serves as regular clock 
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Nesco products include electric casseroles; pressure pans; stainless steel utensils; 
enameled ware; decorated ware; galvanized ware; oil ranges and heaters. 


(NESCO. NATIONAL ENAMELING AND STAMPING COMPANY 
= uate Dept. M-4, 270 N. 12th Street, Milwaukee 1, Wisconsin 


0 Amenen's 


dun hil ¢ 


pispley 
CONTACT YOUR NESCO DISTRIBUTOR TODAY OR WRITE US! 


NATIONAL ENAMELING AND STAMPING COMPANY 
Executive Offices: 270 North 12th Street, Milwaukee 1, Wisconsin 


Sales Offices: Merchandise Mart, Chicago °® 200 Fifth Avenue Bldg., New York © Candler Bidg., Atlanta 
Ambassader Bidc oui e Western Merchandise Mart, San Francisco 





































Ww. W. Welch Co. 
Display a Hit 
At Furniture Mart 


The Welch “Arr-Fuiicut Thea- 
tre’ at the Furniture Mart in 
Chicago from January 3rd to 
Hysth was a smash hit. Dealers, 
Hdistributors and visitors alike 
3 greatly impressed by the 
‘gutstanding performance of this 
‘completely modern air circulator. 
Mts entirely new principle of 
quiet, draft-free air cooling met 
‘the unanimous approval of every- 
» one. That’s why so many dealers 
and distributors signed up to 
handle the Welch line for ’49. 
All agreed this will be the biggest 
year in Welch history. 







Exhibit Now on Tour! 


Because the striking “Arr-F LIGHT 
Theatre” was such an attention- 
tter at the Furniture Mart 
how, numerous requests have 
been received from dealers ask- 
ing if the display might be used 
locally for their own sales pro- 
motion. So the exhibit has now 
gone “on tour” around the coun- 
try. Engagements are being filled 
as fast as possible. Requests for 
hits use will be filled in order of 
Hreceipt of your letters. Just 
address W. W. Welch Company, 
MGlenn Building, Cincinnati 2 


A ? 
Ohio. 


Industry Leader 


The successful history of Arr- 
Fucut is based on outstand- 
; ing sales features such as these: 


Beautiful . . . Durable 
Patented Louvers 
Balanced Circulation 
Safer. . . Quieter 
Obsoletes Ordinary Fans 
Powerful . . . Portable 
Super Performance 
5-Year Guarantee 


Quick Facts 
About Air-Flight 


Patented louver rings, in addi- 
tion to directing the flow of cool- 
ing air to every part of the room, 
completely enclose the fan blades. 
Tiny tots and pets can’t bump 
ito or touch the fan blades— 
an outstanding safety feature... 
Powerful motor suspended en- 
tirely on rubber bushings, insur- 
ing vibrationless, silent operation 
at all speeds . . . Molded in 
sparkling, durable plastics that 
combine beauty with strength 
and blend with any decorative 
‘heme . . . 3 variable speeds pro- 
Vide the desired volume of cool- 
igair... Only 15 lbs. net weight 

Diameter 15”"—Height 14”. 
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Opportunity 






FOR AGGRESSIVE RETAILERS 

















#12-Mahogany and 
Buff Plastic 


e When you sell a popular Air-FLIGHT 
Circulator yoyr profit doesn’t end there. 
For if the sale is to a business man, in- 
variably he buys another for his home. 
Or if an Arr-F.icut Circulator is placed 
in the home, the man of the house also 
wants one for his office! 


It’s easy to make two sales instead of one 
when you handle this fast-moving Welch 
product. Tremendous public demand 
accounted for new ArIR-FLIGHT sales 
peaks in 1948. This year production fa- 
cilities are being doubled. Enthusiastic 
reports from dealers all over the country 
foretell the biggest year in Welch history! 


Now is the time to investigate the advan- 
tages of adding the famous Atr-FLIGHT 
Circulator to your line. Ask your Welch 
distributor to call today. 


PHONE, WIRE 
OR WRITE 


W. W. Welch Company 7 


General Offices: Glenn Bldg. 
Cincinnati y I Ohio 





to make a 


DOUBLE PROFIT 
with 
LIGHT 







Circulators 





#11-Black and 
Clear Plastic 
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CIRCULATORS 





THE MOST POWERFUL 
ADVERTISING IN 
UNIVERSAL HISTORY 
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BIG 9-POUND WASHER 
TO TRADE ‘EM UP 


This is, without question, the 
most impressive medium-priced 
washer on the market. Massive 
streamlining, an all- porcelain, 
21-gallon tub, de luxe white en- 
amel Lovell Wringer and over 
30 other outstanding Universal 
features make it easy to trade-up 
customers for higher-profit sales. 


NEW LOW-PRICED WASHER 
TO BRING ‘EM IN 


Here's the washer to get them into your store. 
With its Universal Triple-Vaned Sterilator, 
Lovell Gold-Stripe Wringer and 15-gallon all- 
porcelain tub, this value-packed Universal 
Washer tops anything competition is selling. 
It gives you a real “price leader” with quality 
features for advertising and "pull’em in” power. 


NATIONAL COAST-TO-COAST 
MAGAZINES RADIO 


Life—March National Audience Shows 
Better Homes & Gardens—March Week-After-Week on 
Sunset—March j AN NBC + CBS and other 
Saturday Evening Post—April Y 
Ladies’ Home Journal— March 
Parents’—April 
Household—May 
Farm Journal—June 


leading networks. 


PROMOTION 


Key-Market Newspaper 
Advertising 
Hard-Hitting 
Local Promotions 
—Product-By-Product, 
Market-By-Market 


Competitive “Packaged” 
Merchandising and 
Selling Campaigns 

In Every Market 
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WASHER PROGRAM x7? 


17S GEARED FOR COMPETITIVE SELLING 


EVERY ANGLE! 













NO. 4501 


$592: 


NO. 4503 


$179= 


TWO “STAND-OUT” UNIVERSAL IRONERS 


Get your full share of complete _ priced right for easy combina- 
home laundry business. Univer- tion sales. And nothing can 
sal gives you both the right touch the sensational Universal 
washer and the right ironer for 2-Speed Automatic Cabinet 
every customer. Universal's Ironer for performance and 
low-price Portable Ironer is _ sell-on-sight de luxe features. 





























AMAZING 2-SPEED WASHER 
WITH SUPER-SAFE WRINGER 


ETE LINE ANGLE / 
You can forget about competition—no other line rROM THE oe : 


has a headliner like this sensational Universal 
2-Speed Washer. There’s a gentle Low speed for 
fine pieces and REGULAR speed for heavy gar- UNIVERSAL OFFERS YOU 

ments. It’s first, too, with the sensational new THE GREATEST OPPORTUNITY 
super-safe “Control-O-Roll” Wringer. It’s the only 
different wringer-type washer. FOR VOLUME SALES AND PROFITS! 


harm Journal 













LUCITE TRANSPARA ) SEE YOUR UNIVERSAL DISTRIBUTOR 


DEMONSTRATION TUB OR MAIL THIS COUPON TO US TODAY! 
FOR AMAZING 


SELLING POWER ——— le — 


LANDERS, FRARY & CLARK 
Universal Transpara-Tub 
sells 2-Speed feature on 
sight. Also makes dramatic 
action display. Dealers us- 
ing it report sensational in- 
crease in 2-Speed sales. Ask 
your Universal Distributor 
about special low-cost offer. 





POINT-OF-SALE 
SUPPORT 


Window Displays 

















Interior Displays NEW BRITAIN, CONNECTICUT 


DEPT. W-EM 









Counter Cards 
Lucite 


Seaeicemiainn Gels | would like to have the complete story on your 


Senate Result-Getting Spring “Planned-Profit’’ Washer Program. 


Sales Training Program 











Newspaper Ad-Mats 
Direct Mail Material 


UNIVERSAL 
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Home-makers know. a good thing when they see it. 
at’s why the sales curve has shown a steady upward 
trend for more than a quarter-century. Behind the whole 
story you find increasing emphasis on quality, strictly 
Wmodern styling and service-free workmanship. 


>> That’s why, more and more, people are asking for 
Dominion Appliances — Family Favorites! If you want 
Miore details, see your nearest distributor, or, we'll gladly 
end you his name. 


THE LISTENING AUDIENCE ... . “Dominion 
Appliances” — reaches the ears of millions of 
listeners each week through “Audience Partici- 
pation” programs on four national hook-ups: 


“Ladies Be Seated” (ABC) 2:00-2:30 P.M. (CST) 

(rebroadcast) (ABC) 7:00-7:30 P.M. (PST) 
“Second Honeymoon” (ABC) 3:30-4:00 P.M. (EST) 
“Hint Hunt” (CBS) 3:00-3:30 P.M. (CST) 
“Meet the Missus” (CBS) 4:00-4:30 P.M. (PST) 
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TRADE MARK 


ELECTRIC CORPORATION 
MANSFIELD, OHIO 


istributors Across The Nation 

























































THE NATIONAL APPLIANCE 


AND RADIO PICTURE 
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turer. This would have been unbeliey- 
able 12 months ago, and to top this off, 
the firm’s regular source has called up 
saying they will deliver their full 
quota each month and maybe more 
next year. 


Struggle over Costs 


The struggle in factories these days 
is to get costs down. Manufacturers 
know there is going to be price com- 
petition and are readying themselves, 
One washer firm is planning to cut 
down the length of the skirt on its 
machines, in an effort to save steel, 
After all, the skirt is largely orna- 
mental, and merely covers up the legs, 

State Street, Chicago, reacted to 
the trend of the times in several ways, 
Goldblatt’s offered trade-in allow- 
ances up to $100 on refrigerators, $60 
for washers, $50 for ironers, $25 for 
cleaners. Sears Roebuck cut prices on 
its automatic washer. 

Television was offered by a num- 
ber of Chicago dealers on a carry- 
home, no installation charge basis, 
with an indoor aerial. That kind of a 
deal pulled, but the television picture 
was marred somewhat in Chicago by 
charges of price cutting. In Mil- 
waukee, where television is still in the 
look-see stage, this did not occur so 
commonly but there was complaint 
that small screens didn’t hit the spot 
with the Milwaukee public. 

Marshall Field & Co., Chicago, had 
a clearance of sample ranges, refrig- 
erators, small traffic appliances, 
usually damaged in some particular, 
or possibly reverts. Mandel’s sold a 
$330 G-E home freezer with $50 
worth of frozen food thrownin. Floor 
samples were offered as a reason for 
$40 to $50 reductions on Electro- 
master ranges at Carson, Pirie & 
Scott. Hudson Ross offered a $450 
Philco TV set for $350, listing it as a 
“floor sample.” 

Meantime the classified section of 
the Chicago Tribune had the theme 
favored by dealers, “Pay only balance 
due.” From warehouse clearances to 
private party deals, the trend to 
liquidation was marked as the old 
year sloughed into the new one. 


THE FAR WEST 


By Clotilde Grunsky 





ITH Christmas behind them, 
electrical dealers of the West 

are looking over their inventories and 
realizing that they have rather larger 
sums of capital tied up in merchandise 
than they would prefer. The last 
three months of the year, ordinarily 
high peaks in the year’s sales, were 
somewhat slow everywhere in the 
West. The national drop in pressure 
demand was augmented on the Pacific 
Coast by a series of strikes, most 
disastrous of which were the oil : 
shipping tie-ups. Both were over im 
time for Christmas, but they undoubt- 
edly helped to make buying definitely 
slower than last year. e 
One San Francisco dealer said his 
business was fair, but about 20 percent 
below last year in the field of major 
(Continued on page 28) 
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Maybe it's time to re-check your elec- 
tric water heater line, see what you've really got 

to sell. . . see if it will sell under present conditions—sell, 
and make you a fair profit too. ‘ 

Look at the Mertland features outlined below. Check every one 
carefully. Then add to this outline of good construction features, 
the knowledge and skill of the men who build them—water heater 
specialists with long experience in the field —the modern plants that 
translate their spécialized knowledge into quality results. Note the 
completeness of the Mertland line . . . there is a model for the cus- 
tomer's exact need, just right for any size family. Consider the 
Mertland finish— it's exceptionally good. Mertland models have 
snap, clean beautiful designs, the eye appeal you want. You can 
set your teeth into your sales story on Mertlands because the 
quality is there .. . and finally . . . Mertlands are priced for successful 


competitive selling and always allow you a fair profit. If 


ON ALL you don't know the whole Mertland story, drop 
MERTLAND i ki 

nae us a letter . . . no obligation to you. 
MODELS 


a se THE HEDGES LINE 


MAGNESIUM 
ANODIC M. M. HEDGES MANUEACTURING COMPANY, INC. 
ROD MEMBER OF NATIONAL ELECTRICAL MANUFACTURERS ASSOCIATION 
cen Aa TYLA Se Gas,  tCgcn @e we 8S &-8 
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CHECK THESE FEATURES for quality, 
durability, convenience and economy 


¢ Heavy gauge galvanized steel tank, hot dipped. Made 
and galvanized in Mertland’s ultra-modern tank and 
galvanizing plant. 

* Fully aut tic, adjustable, snap action temperature con- 
trol. * 

* Quick heating immersion type heating unit. 

¢ Working pressure guaranteed 150 Ibs. (Tested 300 Ibs.) 

* Mertiand Magnesium Anodic Rod Factory installed on 
Deluxe Models. 

¢ Thick, blanket type Fiberglas insulation all around tank. 

« Eight coats of white enamel baked on heavy steel jacket. 

« Inlet baffle evenly distributes incoming water. 

* Heavy gauge copper wiring. 

‘ Internal heat trap prevents hot water circulation through 
house system except when drawn. Saves fuel. 

¢ Wattages and voltages to your specifications. Can be 
furnished wired for limited demand. 

¢ Black base conceals mop marks; flush to floor. 





® There isa wholesaler near you who will be glad to give 
you the facts about Mertland. On request, we will be glad 
to give you his name and address. 


@ WATER HEATER SPECIALISTS 
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BRINGS YOU THE WORLD’S FINEST 





TV Model 811 








TV Model 840 


TV Model 814 
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Today’s greatest selling features in television and 
radio come from Electronics Park. G-E DAYLIGHT 
TELEVISION ... 80% brighter than ordinary televi- 
sion under the same conditions! Clearer by far! Your 
customers no longer have to sit in darkness. G-E 
ELECTRONIC REPRODUCER .. . the most beau- 
tiful record reproduction your customers ever heard. 
General Electric NATURAL COLOR TONE... 
amazing realism of tone on both radio and records 
that’s easier to sell. And—the finest in FM reception 
by the pioneer in FM—General Electric. 
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Radio-Phonograph 
Model 324 





| TELEVISION AND RADIO RECEIVERS 


Only Electronics Park, the world center of elec- 
tronic progress, could bring you such an array of 
advancements and selling features. Electronics Park— 
with its unmatched facilities, its modern laboratories 
and production lines, its famous scientists, electronic 
engineers and highly skilled technicians. You can 
depend on radio and television receivers perform- 
ance-engineered at Electronics Park! 

Call your G-E television and radio distributor for 
complete information or write General Electric Co., 
Receiver Division, Electronics Park, Syracuse, New York. 
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Table Model 115 


Clock-Radio 


Personal Portable Model 65 
FM Table Model 210 Model 145 
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Almost Five Miles of 
Duchess Washers to 
One Distributor in 1948 














THAT DUCHESS SELLS AST 


Placed side by side, the crated Duchess Washers shipped to this 


single distributor last year, would reach almost five miles — 4.8 





miles to be exact. 






One distributor, in a limited territory with two warehouses, 





ordered these miles of Duchess Washers. 







Here's tangible proof of Duchess acceptance, of Duchess values, 





of Duchess ability to outsell competition on any direct comparison. 





Duchess is built by the world’s largest manufacturer concentrat- 





ing production and sales on wringer-type washers only. Speciali- 





zation means constant product improvement. Manufacturing 





economies multiply through production volume to better discounts 








for you and lower selling prices. 






Advanced styling, plus features like the aluminum Triple Flex 
Spiral Agitator that washes ALL the clothes ALL the time, Silent 
Ball Bearing Transmission and Lovell Pressure Cleanser sell 
Duchess fast. 








If you haven't met the Duchess, make a date for good times now 
and in the future. 






YOU CAN'T BUY 

A BETTER WASHER 
See 

AT ANY PRICE 






















-*"" WASHERS 


APPLIANCE MANUFACTURING CO., ALLIANCE, OHIO 
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appliances. From the East Bay comes 
a report of 30 percent off in Christmas 
buying. “Only 45 to 50 percent of 
what I had expected it to be,” says 
a dealer farther down the state. San 
Diego says business was good, “if 
only we would not insist on comparing 
it with 1947”. Spokane: “Up to three 
weeks before Christmas store traffic 
seemed to be composed more of shop- 
pers than buyers. Inland Empire 
radio-appliance sales were 16 perecnt 
below 1947 for October, 5 percent 
below for November.” 


Small Appliance Sales Up 


General report is that things picked 
up somewhat after December 15 and 
in many places small appliance buying 
was above that of last year because 
of the better supply of wanted items. 
Electric bedding was a featured item 
in advertising (it forms a desired off- 
peak load for the utilities) and had a 
good sale. 

Significant was the number of “pre- 
Christmas” sales, as well as the pre- 
inventory floor clearances which fol- 
lowed the Christmas period. 

Radio buying was not as far down 
as most dealers had expected. In San 
Francisco, where the coming of tele- 
vision brought a new element into 
the picture, most stores were above 
last year’s levels in their combined 
sales. Many dealers said customers 
bought table models freely, but for 
larger cabinets seemed to prefer spend- 
ing their money in television. At 
least two of the major outlets, how- 
ever, report sales of phonograph and 
radio combinations good up to $300; 
beyond that, television took over. 
This confirms the experience of Los 
Angeles, where several of the major 
firms say that more expensive radio 
set sales have been keeping up remark- 
ably well and advise “Don’t sell radio 
short”. Better values for the cus- 
tomer in the radio field have helped. 


Records Aren't Setting Records 


Record sales took a seasonal spurt, 
but there is a general feeling among 
electrical people in this region that the 
post-war boom period in records is 
past. It is symptomatic that a number 
of firms on the coast are now in the 
process of closing out their record 
departments. “Records take up 40 per- 
cent of my store space and now pro- 
vide only 10 percent of my business 
volume,” explained one store owner. 

Comment from one dealer on Christ- 
mas buying was to the effect that unit 
sales were only about half what they 
were last year and that customers 
showed themselves acutely price con- 
scious. 


Survival of the Fittest? 


The Inland Empire Electrical Deal- 
ers Assn., commenting on the return 
to competitive conditions and the fact 
that few dealers have been able to 
lay up a reserve this fall to carry over 
the lean months which always come 
at the beginning of the year, suggest 
that, “The long-expected time when 
some of the less fit will cease to sur- 
vive may have arrived.” 

Incidentally, at least two wholesale 
firms have dropped out of the picture 
in the San Francisco bay area within 
recent months. 

The final arrival of television to San 
Francisco just before Christmas was 


FEBRUARY, 





heralded with enthusiasm and dealers 
report good early sales. Of great 
advantage was the fact that first 
broadcasts came at a time when the 
streets were thronged with Christmas 
shoppers and hence attracted unusually 
large audiences. Out of every group 
of watchers some identified themselves 
as propects and one or two actually 
bought sets. 


Tele Service Required 


Quite a few of the Bay area stores 
have set up complete television servic- 
ing departments. How important this 
is may be judged from Los Angeles 
experience, which indicates that the 
average television set requires six 
home calls during its first year in 
use. A complete servicing department 
requires an investment of from $6,000 
to $7,500. 

San Diego, where about 600 tele- 
vision sets have been sold on the basis 
of Los Angeles stations is making an 
interesting survey of all sets owned 
in the area, keeping a record of their 
performance for the benefit of dealers 
who can judge from the resulting map 
whether or not their prospects are 
located in an area where reception is 
good. 


Public Demand—For Discounts 


A serious problem is appearing in 
some sections of the West, where the 
public has taken to requesting dis- 
counts on all purchases. Los Angeles 
is perhaps the center of this activity, 
with “discount clubs” masquerading as 
legitimate cooperatives, and “discount 
brokers”, who openly advertise in the 
newspapers that they “can get it for 
you for less”. But even in the more 
conservative areas the customer has 
taken to asking for a discount before 
concluding the sale and threatening to 
shop where he can get one. Along 
with this, of course, go increasing 
trade-in demands. The better dealers 
are getting together, resolved to meet 
the situation by the argument of qual- 
ity merchandise and good service. 


No Power Shortage Seen 


A bright side to the California pic- 
ture is the early rainy season, which 
has obviated all fear of a power short- 
age this year. The Pacific Northwest 
is still on short rations, however, and 
the Casper, Wyoming, area this fall 
was added to those districts where 
customers were asked to curtail use of 
electricity for at least the next 12 
months and to avoid the addition of 
electric ranges, water heaters and 
other appliances using large amounts 
of electricity. Reason given was the 
20 percent annual increase in demand; 
relief is expected by December, 1949. 


How's the Turnover? 


One western jobber is reminding his 
dealers at this “first of the year m- 
ventory” period to check over their 
figures to determine what turnover 
they were able to enjoy during the 
past six months. The approved annual 
turnover for durable goods such as 
electrical appliances is about four times. 
If there is too large an investment in 
merchandise, the dealer should either 
increase his rate of sales or decrease 
his inventory. The attempt to do one 
or the other will form the chief occu- 
pation of most dealers during the next 
few months. End 
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NEW AND SENSATIONAL ! 





MOLDED IN RELIEF, Yet it’s absolutely smooth ! 
Sessions “Third Dimension’’ wall clock 








Beidid eid 


Fluted 
Gold Band 


Etched Gold 


Colored Numerals 


Molded 
Color Band 


Recessed Metal 
Dial and Hands 


Molded 
Color Case 





COLORFUL! 


Available in a range of 
bright, contrasting colors 
of case, band and 
numerals — combina- 
tions to please any 
customer] 


c 
| 
| 
| 


L 








Here’s a housewife’s dream if there ever was one — 
a beautiful kitchen clock with “inside” etched nu- 
merals and decorations, but with a surface smooth 
as glass. 

There’s simply not a crevice to catch dust, yet 
every part has “third dimension” workmanship and 
beauty. And there are many bright color combina- 
tions to harmonize with kitchen color schemes. 

Sessions Clocks are advertised in The Saturday 
Evening Post, Life, Good Housekeeping, Cosmo- 
politan, House Beautiful and other national con- 
sumer magazines — a total of about 19 million 


Protected under the Fair Trade Act 


* SUBJECT TO FEDERAL EXCISE TAX 


ELECTRICAL MERCHANDISING—FEBRUARY, 1949 

















No. 476W 
Retails $5.95* 


advertising messages helping you to sell Sessions. 
Better hop on the bandwagon with this new 
Sessions beauty! 


wnOT EVEN 4 a 


nt sun enn 
Corks Good Housekeeping 
Sor 4s aoveanste 0S 
. +> . 
JS essions (locks 


SELF-STARTING « ELECTRIC 
THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 





In Chicago: The Merchandise Mart Plaza; In San Francisco: Western Mer- 
chandise Mart; In Canada: Northern Electric Company, Montreal, P.Q. 


PAGE 29 


























hye 


BORG-WARNER QUALITY PRODUCTS 


A NEW YEAR 


Norge, “champion of independent distribution,” enters the new year with complete 


confidence that 1949 will witness the greatest sales triumphs in Norge’s 22-year history. 


A NEW LINE 


This confidence is the result of two things: first, the commanding position occupied by 
Norge in the minds of the public; second, the commanding character of the Norge line 
for 1949. 


A NEW FUTURE > 


The quality products pictured on the opposite page represent the best efforts of master 
designers, master engineers, master builders and masters of sales psychology. With 


these products, Norge dealers will realize, more than ever before, that Norge is the BIG 
DOLLAR value in appliances! 


SEE 


©1949, NORGE DIVISION, BORG-WARNER CORPORATION, DETROIT 26, MICHIGAN 
ADDISON INDUSTRIES, LTD., TORONTO, ONTARIO 
*REG. U. S. PAT. OFF, 


BEFORE YOU BUY 





3 


; AY. i COOLERS 
an & 
wa . ~ 





RIC WATER 
{EATERS 








CHEST-TYPE 
FREEZERS 





UPRIGHT FREEZERS 


| 
‘The best Dealers in town sell { ANerge . 














Pounded home to millions month-after-month, 
page-after-page in: - 


LIFE Dramatic new features 


you can demonstrate! 





SAT. EVE. POST a 


Revolutionary new 


LADIES’ HOME JOURNAL | <i: 


© Cyclonic Cleaning Power! 





e Light, easy to use! 


BETTER HOMES « GARDENS ‘==3" 


no extras to buy! 


GOOD HOUSEKEEPING — 


LOOK VACUUM CLEANER 
Lae CORPORATION, Vacuum Cleaner Division, 76 Broadway, Brooklyn 11, New York 


PLUS. ..THE MOST COMPLETE MERCHANDISING PROGRAM IN THE INDUSTRY! 
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Sell coot comfort at lou cost for extra profit in 1949 
NEW HUNTER PACKAGE ATTIC FAN 


Is easy to sell hecause it’s easy to install 





~ 





—— 


IT’S A COMPLETE PACKAGE! 
Fan, Motor, and Shutter all in one unit 








) ’ 
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Keto l w 
f- ae cr < $e Pairs JUST THINK OF IT! 
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i AE 6 ¢ A A apt h 9500 CFM (with shutter) 
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e> Pn from a fan only 38” x 40”. 
al Performance guaranteed. 
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Hunter engineers designed this compact new unit for top performance and easy installation .. 





The Hunter Package Fan eliminates the biggest drawback to attic 


fan sales . . . expensive and troublesome installation. To install the 
Package Fan, one electrical connection and a ceiling opening 
38” x 40” is all that’s required. No trapdoor or suction-box needed. 


FAMOUS HUNTER FEATURES —The Package Fan is built 
of heavy-gauge steel, machined to close tolerances. Heavy-duty 
motor and factory-lubricated ball bearings give years of trouble-free 
service. Quiet operation is assured by perfectly balanced blades, 
flexible suspension arms, and rubber cushion mounting. 


Yltld/ AUNTER 


PACKAGE ATTIC FAN ee 


Manufactured by 


Hunter Fan & Ventilating Co., Inc., Memphis, Tenn. 


f e Exclusive Fan Makers Since 1576 
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WIDE-OPEN MARKET—The market for the Hunter Package 
Fan is far less developed than for any other electrical home appli- 
ance. Sales potential is estimated at 3,000,000 . . . for existing 
homes, only. You will make more sales, easier, with the Package 
Fan, because it can be sold “installed” cheaper than any fan of 
comparable quality on the market. Mail coupon for full details. 
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Another sensational G-E first 











pr Nes) 








PAGE 34 FEBRUARY, 1949—ELECTRICAL MERCHANDISING 






ISING 








COMPLETE LINE OF DE LUXE BLANKETS 


1. Two-control model, 80 by 86 inches, for double bed sleepers who like 
different degrees of sleeping comfort. 


2. One-control model, 80 by 86 inches, for three-quarter or double-size beds. 


3. One-control model, 66 by 86 inches, for twin-size beds. 


vi 


... First to pioneer electrically controlled 
blankets . . . First with the Two-Control Auto- 
matic Blanket . . . First with the Twin-bed Size 
... And now, first again with the most SUPER- 
LUXURIOUS BLANKET EVER OFFERED! 


R YOUR CUSTOMERS who want the finest of the 
Fine in automatic blankets—the real top drawer 
in luxury — General Electric brings you the great 
new DE LUXE AUTOMATIC BLANKET! 


Designed the way you wanted it! 


This new blanket beauty has been made in direct 
answer to customers’ and dealers’ requests. The re- 
sult of brilliant General Electric engineering. 

And just look at all these new, asked-for luxuries 
it offers... 


1. Lovelier to see and feel . . . fluffy, downy all-wool 
face. Ornamental cross-stitch binding. 


2. Generous over-all size. Full 80-inch width. 

3. Handsome new control with feather-touch switch. 
Eliminates all thermostats from the blanket. 

4. Prewarms automatically! Simply turn blanket on 
—bed is cozy in just a few minutes. (No need to set 
control to “high” to prewarm bed.) 

5. Comes in luxurious new gift box. 


6. Greatest gift possibilities of any item offered in 
a long, long time. 


7. Wonderful display possibilities. Safety features 
can be demonstrated, right in your store. 


Now’s the time to cash in! 


This beautiful new General Electric De Luxe Auto- 
matic Blanket is here just in time to get a big share 
of that first-quarter blanket business! (Past records 
show that over 16% of blanket sales are made in the 
first three months of the year.) 


Just in time for a big gift-selling season, too! 
Easter, Mother’s Day, Father’s Day are coming up. 
Birthdays, weddings, anniversaries are always around! 


Send for sales promotion material! 


We're right behind you, tohelp you cash in BIG on 
this new arrival in General Electric’s Automatic 
Blanket line. 


A complete line of sales promotion material is 
ready for you. Including store and window displays, 
newspaper mats, direct mail pieces, publicity ideas, 
radio spots—everything you need to help you MAKE 
MORE SALEs! 


Remember—nearly a million people are now sleep- 
ing under General Electric Automatic Blankets! 
There'll be many, many more sold before this year 
is out—so get in there early, and get your share! 


For sales helps, for all the details on the new De 
Luxe Automatic Blanket, get in touch with your 
General Electric distributor, today. General Electric 
Company, Appliance and Merchandise Department, 
Bridgeport 2, Conn, 








Still available—the famous standard line! 


The new General Electric De Luxe Automatic 
Blanket is not to take the place of—but to add 
an EXTRA BIG PLUS to — the great G-E standard 
Automatic Blanket line. 

These standard models are today far and away 
the most outstanding sellers in the blanket field. 
And we'll keep right on making them—for your 
sales and your profits! 

Remember—General Electric now offers the 
most complete line of electric bed covering in the 
industry —six blanket models, each available in 
four colors! 








FIRST IN SLEEPING COMFORT SINCE 1936 


AUTOMATIC BLANKETS 


GENERAL @@) ELECT 
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Set a new high in sales. Meet this summer's swelter-season 
with Signal's complete line . . . tops in quality and perform- 
ance, moderate in price. 


7 


z]2; dea 
Big, hard-working breezes 


Commercial Kitchens, Restaurants, Tav- 
erns, Laundries and Garages are kept 
clear of smoke, fumes and unsavory 
odors by hard-working Signal Exhaust 
and Vent Fans. Each model is available 
in a number of sizes to meet varying 
requirements. 


Model V-316 — Ball Bearing Model V-520 — Challenger 
Bucket Blade Exhaust Fans Vent Fans 


Model 1251 Sig- 

nal Oscillator Fans 

—16", stream- 

< : e lined design, 3- 
ee | j ; speed, adjustable. 


Cooling, comfortable breezes 





In homes, offices, schools, stores— where 





ever there are people—Summer swelter- 
ing is out when Signal’s comforting, cool 
breezes come in. Signal’s complete line 
anticipates every customer's needs. 


Soft, caressing breezes 


In the nursery or bedroom where soft 
breezes are conducive to sleep, Signal 
scores again . . . offering cooling circula- 
tion, quiet as a kitten. 


Model CF-24 Sig- 
nal Air Circulator 
—24", 3-speed, 
adjustable Pedes- 


tal Model. 





Model 361 Cool- 
spot Oscillator 
Fans-12", stream- 
lined, 3-speed, ad- 
justable. 


Model V-50-A 
Kitchen Vent Fan 
—10", quiet, avu- 
tomatic, weather- 
proof. 


Model 562-Coolspot 


Oscillator Fans—10”, 
streamlined, quiet, ad- 


justable, 


Windsor green finish. 


AND... Signal is a profitable line! 


e Signal’s National Promotion saves selling time for you 
by pre-conditioning and pre-selling your customers. 


Model P-1251- 
Pedestal Oscillator 
Fans—16”", 3-speed, 
adjustable. 


e Signal’s complete line makes sales (it's the limited 
line, with limited price appeals, that limits sales). 


e Signal’s margin of profit makes ringing cash registers 


a pleasure. 


today get full details on Signal’s complete 
line from your Signal Distributor, or write direct to: 


FEBRUARY, 


Signal Electric Manufacturing Compa-y 
Dept. A-1 Menominee, Michigan 
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A SOLID SALES STRUCTU 





“*ECONOMY”’ 
WASHER 


3-Ib. capacity ... 
UNMATCHED QUALITY — in every detail of design and construction, washes everything 
from lowest priced to luxury models. Backed by fifty years of 


" manufacturing the ‘world’s finest’’ . . . and most beautiful. 


ee D . SIMPLIFIED SELLING — your sales force can do a concen- 
$x () trated job, know a single complete line more thoroughly, 
. sell it easier and more profitably. 


-.. Stores easily... 
built to big washer 
standards. Finest of 
all small washers. 








Ll T Vv — fewer service calls, with 
'D) a single line of parts to stock, a single group of 
related machines to sell. 








it's WHIRLPOOL for lower selling costs, more volume, 
bigger profits. Ask us for full information NOW! 
AUTOMATIC WASHER 


Re-uses sudsy, heated water . . . non- 
bolt-down . . . agitator action . . 
every “wanted” feature. 


AUTOMATIC DRYER 
Perfect match, perfect follow-up sale 
for automatic washer. Fully automatic 
. «+ gas or electric elements. 








DE LUXE IRONER 
With every feature for convenience, 
beauty and economy that makes 
housewives enthusiastic buyers! 


STANDARD IRONER 
Table-top cover; large 26” x6” roll; 
knee and hand controls, sales fea- 
tures galore to build sales. 


ECONOMY IRONER 
Lower in price, with fewer “extras” 
— but same fine construction 
and WHIRLPOOL quality. 








Model 40 
DE LUXE 
SUPREME 


With automatic 
timer, every WHIRL- 
POOL luxury fea- 
ture. A stand-out 
for eye-appeal on 
your sales floor. 








Model 30 
DE LUXE 


Massive beauty, 
““Flow-Line” styling, 
generous chrome 
trim, highest wash- 
ability — marvelous 
value in every way. 





Model 20 
STANDARD 


Giant 9-lb. capacity, 
sturdy hi-leg de- 
sign, many other 
De Luxe features. 
Low in price. 





Model 10 
LEADER 


A price-leader to 
attract prospects, 
with WHIRLPOOL 
quality and wash- 
ability throughout. 





NINETEEN HUNDRED CORPORATION sx. sosepxH micuican, u-s. A. 





For 50 Years Manufacturers of the World's Finest Home Laundry Equipment 


AKIADA | ta Tor + Teli 
L\INADA } | 
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98.5% have radios—And over half of them 

58°; have two or more sets conveniently 
located in attractively decorated rooms like 
this living room of the Bishops on the East- 
ern Shore of Maryland. 





83.7% have washing machines—T he 
Wilsons of Tennessee are shopping here for 
the next appliance on their list —an ironer 
to go with their washing machine. electric 
range, refrigerator and zero freezer. 


75.5% have mechanical refrig- 
erators—And thousands are 
buying zero freezers like this 
big one which keeps Mrs. Barrie 
prepared for any ‘eatin’ crisis.” 





















HESE pietures of Country Gentleman 

homes show you what happens when 
electricity comes into the farm house. 
Electric power brings running water 
and a stream of the modern appliances 
that mean better living. 


With rural electrification spreading rap- 
idly, farm people are modernizing their 
homes faster than any other group in 
the population. They are eager and able 
to buy after eight years of record pros- 
perity, climaxed by last year’s whop- 
ping $41 billion plus income. 


FEBRUARY, 





Over 90% of Country Gentleman families 
have electricity—They are well ahead of 
average U. S. farm families in electrifying 
homes—and in buying electrical equip- 
ment, as this modern kitchen of Mrs. 
Eva Paul demonstrates. 


Here is your best opportunity for profit- 
able sales expansion for all types of 
electrical equipment. 


The “cream” families of. Rural America 
are Country Gentleman’s 2,300,000 sub- 
scribers. They are concentrated among 
the “top half” group which gets 90% of 
the nation’s entire farm income. And 
no other kind of magazine reaches them 
effectively. 


That helps explain why Country Gen- 
tleman has soared to 12th place among 
all magazines in advertising revenue. 


imp We 


turn to Country Gentleman 
for Better Farming, Better Living 
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in Stewart-Warner Radio-Phonographs ! 
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Off-on-reject 


The new “micro-groove”’ record has revolution- If) ’ 
ized the radio-phonograph . . . made it almost imdow 





overnight into a great new instrument. 


And once more it’s Stewart-Warner that gives you IE I F / | 

all its benefits with PLUS value. The new Stewart- N 
Warner 2-speed changer gives you up to 4 hours of b 

continuous entertainment from the new records... 


yet is quickly and easily changed to play standard 
discs in the usual way. 


y Stewart. Warp 
er 


°N 
ew Instant Tuning: 





. e N (SJ 
Ww . 
—\ Stewart-Warner 2-speed changer replace- Wi de rP i Ctu r F 
\ ment units will be available for Stewart- * N e es! 
Warner combinations now equipped with wH Ome St 
single-speed changers. Ask your distributor A l es! 
for full information. 


C , 
oP ANION-Styieg t 
° 


i Warner 
adie. Phonograph 
s 


Stewart. 


Give 

Ss 

YOU a New Picty, 
e 


of Tele Vision Sales 
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There’s a big volume appliance market, immediately 
available for intensive and profitable cultivation. It is a vast 
army of potential time-payment buyers. They will be your 
best “partners” in 1949, 


Everywhere the signs point toa diminishing ratio of the fast, 
lush cash business of the past. Indications are that the 
better part of ten million or more appliances will be bought 
in 1949 by people who want time to pay. 


Your Commercial Credit representative has plans that 
appeal to these buyers, with all necessary safeguards for 
you. Why not consult with him? A’phone call or letter will 
get you his prompt attention and assistance. 


COMMERCIAL CREDIT CORPORATION 


A Subsidiary of 
Commercial Credit Company, Baltimore + Capital and Surplus $90,000,000 


MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES AND CANADA 
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PRs EERE. eh or 
_ ou’ll make a lot more monéy on “Toastmaster” Toasters T NEW SUPERFLEX toast timer 
: ’ guarantees perfect toast every é 
than on any other brand. One reason is you'll sell a lot : i: 
: time. It automatically compen- ox 
more of them—with the least sales cost. sates for anunusually wide range wes *., 
We think you'll agree that rapid turnover and minimum of voltage variation. | a 3 = -. 
selling expense spring from demand. And where, in the aa 
entire appliance business, can you find a product that so 2 NEW HINGED CRUMB TRAY t 
many people are so eager to buy? (After several years of ewings open ot fhe pulh of « 
. ' . button for easy cleaning. No 
peak production, too!) tricky catch, nothing to remove 
But that’s only part of the profit-picture. The “Toast- and mislay. 
master” Toasters you sell—stay sold! They don’t come back I. ? 
} on service complaints that cut into profits, that put a crimp mo 3 NEW EASY-LIFT HANDLES 
§ in customer good will. are large and finger-fitting. 
a . - a Safe, sure-grip, alwa It 
Lastly, and of no little importance, the “Toastmaster = mapeberngh agieoeriag = 
; ; : 7 the touch. An exclusive “Toast- 
Toaster is a traffic builder. Customers who come in to buy ; master” feature. 
it are exposed to other merchandise you have for sale. It ™##th- a 
gives you the extra profit of added store prestige. Yes, your 
» outlook as a ““Toastmaster’’* retailer is certainly bright. | () ST M f ST F R 
We intend to keep it that way by continuing to build the 
best product of its kind and backing it with the best pro- Automatic Pop-Up Toaster 
motion. *ToasTMASTER” is a registered trademark of McGraw Electric 
Company. Copr. 1949, Toastmaster Propucts Division, 
McGraw Electric Company, Elgin, Ill. 
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CASCO @allRak’ 
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Tool ’n’ Rak cradles a complete shopful 
of motor-driven tools! Keeps accessories 
and power tool fingertip handy — ready 
for instant use! 


Tool ’n’ Rak takes the clutter off a work- 
bench—hangs up out of the way with 
other essential tools! 


Never before such a practical package! 
Styled in enduring solid hardwoods, 
beautifully finished! Just the right size— 
73%" wide; 12” high! 


SOLD ONLY THROUGH RETAIL STORES! 


Sg om? ° \ a. 
er ers ao “airs oy, wa fice 
= om 





CAS c o 


Here’s the latest addition to the famous Casco Power Tool line — the line 
that is setting astounding sales records for 20,000 Casco retailers! It’s the 
Power Tool package that the genuine home craftsman has long awaited. 
Thousands actually asked for it! Your market is ready-made—and growing 
even bigger as the greatest advertising drive in Casco’s history hits the pages 
of SATURDAY EVENING POST, LOOK, COLLIER’S, POPULAR 
SCIENCE, POPULAR MECHANICS! Telling millions of home craftsmen 
and hobbyists all about it! How it can cut home repair bills! How it can 
earn extra dollars for every Tool ’n’ Rak owner! It’s new! It’s different! 
There’s nothing like it! It all adds up to volume profits for you! 


DON’T MISS THE NEW MARKET OPENED UP BY THIS 
(. EXCLUSIVE CASCO POWER TOOL! 


y i 


ENS 


‘NEW TOOL ‘N’ RAK COMPLETES wo iS CASCO POWER TOOL LINE 


CASCO ’ 
ELECTROMATIC |; 
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| more good reasons why 


pulon dealers 


will be out front in ’49 





Two beautiful AM-FM radio-phonograph consoles with 
SPARTON’S NEW Micro-Groove (LP) Record-Changer at 
its best . . . enticingly priced 





7 ' 
\ ~ 
\ 



















Modern as tomorrow, with plenty of eye appeal ani 
buy appeal built in. FM reception as well as standarj 
AM. Gorgeous blonde finish. Best of all, it has Spar. 
ton’s new, single-arm, long-playing record-changer, 
Think of it! You sell this modern beauty for only 
$219.95*, yet make a handsome profit. Model 1072, 





‘ 
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; 
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That’s right—these two top models in the Sparton 1949 line have 
Sparton’s new, single-arm, long-playing record-changer. One arm 
does the work of two! And that makes these outstanding Spartons 
greater-than-ever values for your customers... faster sellers for you. 


How can Sparton give dealers such values at these money-saving 
prices? Here’s the answer: Under its famous, time-tested SCMP— 


A 


Sparton Cooperative Merchandising Plan—Sparton eliminates 
“middleman costs”, cuts distribution costs, sells direct to one dealer 
in acommunity. That means you can offer more radio for less money. 


It’s the best deal in the business—for you and your customers. If 
you’re not a Sparton dealer, better see if the exclusive Sparton 





franchise in your area is still available. 


*All prices slightly higher 
| f West of Rockies 


RADIO-TELEVISION’S RICHEST FRANCHISE 
SPARTON RADIO-TELEVISION 


DIVISION OF 
THE SPARKS-WITHINGTON CO., JACKSON, MICHIGAN 
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a tested wales Leader { 


This lovely AM-FM radio-phonograph console—con- 
panion to Sparton TV—is every inch a value. Has loads 
of wanted features. AND—it comes with Sparton’ 
sensational single-arm, long-playing record-changer 
Customers have choice of two lustrous, hand-rubbed 
veneer finishes. Model 1040, mahogany; Model 104l, 
blonde. At $219.95*, you'll find plenty of takers. 








_ 





















Sparton’s 
single-arm 
long-playing 
record-changer 


STANDARD 
Cuil you tn on radios newetl advance! 

And what features! A single tone arm does the work of two! A flip es 

switch on the tone arm changes from fast to slow speed, brings the prope 


needle into position. Plays both standard and long-playing records, changé 
records automatically, smoothly, quietly. 








ELEC 
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COMFORT CONTROL 
LINE 


SUPER AIRFLOW MODEL 
(MP-312-RF) 


This powerful air circulator delivers a treme 
dous volume of air for cooling a 
that can be controlled at will. | 


usual features include three 


finger tip tilting for directional « 


Here's another a d $ / perfect air circulation without d 


elelisli-te Mm) oh celge! 


DELUXE MODEL (MP-212-A) 
ze) @m altel ilile Mee lale Mm ele) lure! 
The perfect popular device for convenient 
Ao Lauillale Molle macrolilale Mm —tulerelod Alle Muilotab J of the 
features of the “Super” model. Engineered 
and priced to meet the requirements of the 
volume market, its sturdy onstruction with 
built-in safety features makes it a value far 


roholoh2-MniL Mma elit 


Sparton's 
-changer. 
d-rubbed 


MCL 


MIMAR OSCILLATING 12-INCH 
FAN (HO-412) 
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NOW ANOTHER DOW DEVELOPMENT 








node lnstallation . \ } | 
Makes A =coWOM / cA ! \ > 


Water Heaters SS 


THE DOW MAGNESIUM 


LINK-ROU 4G 






15,000,000 Water Heater Owners Are 


Looking for The Dow Magnesium Link-Rod | Low Cost Corrosion Protection 


Every owner of an unprotected water heater will be \\ for Every 
looking for this low-cost protection—and there are ' Ww 
15,000,000 of them! Count your best customers in this 1 ater 
group and you'll see why the Dow Link-Rod offers you Heater 

a sales opportunity—a profit opportunity you can’t —» 

afford to miss. Step-up sales—stock-up on Dow Mag- 

nesium Link-Rods today! Here’s the original 


Dow Magnesium 
Link-Rod —jthe 
flexible rod that 
can be installed 
in any heater, no 
matter how cramped the quarters. Low 
ceilings don’t bother the Dow Link-Rod 
The links are built on a flexible steel wire 
and can be fed into the tank section by sec- 
tion. Tank-tilting and complicated dis- 
mantling are eliminated. The Dow Link- 
Rod is easy to install —easier to sell. 


Made of the Finer Dow Magnesium Used by 
Leading Water Heater Manufacturers 


You've heard about the Dow Magnesium Rod—the rod that’s 
being used by many prominent water heater manufacturers as 
standard equipment in their heaters. The Dow Link-Rod is made 
of the same high quality Dow extruded Magnesium—accepted 
for its dependable performance. The design and development of 
this scientific, low-cost heater protection is another important 
contribution of The Dow Chemical Company—known and 
respected by your best customers. 








ee 





Here’s how to get your share of this big new market 


You'll want your supply of Dow Link Anodes right away. Start ai V7 
by writing us today. We will gladly put you in touch with a well- _ 


known dependable fabricator of Dow Magnesium Link Anodes. 











CHEMICALS INDISPENSABLE 


AERA COREION TO INDUSTRY AND AGRICULTURE 


THE DOW CHEMICAL COMPANY . MIDLAND, MICHIGAN 
New York ® Boston ©* Philadelphia © Washingt © Cleveland © Detroit © Chicago 
St. Lovis * Houston © San Francisco ® Los Angeles © Seattle 
Dow Chemical of Canada, Limited, Toronto, Canada 

















AM 
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View -the Sky's the Limit (x 


on How Much You Can Make! aes an 



































New Record-Breaking Production Now Assures Every 
_ American Kitchens Dealer Unlimited Delivery! 


The bottle neck has been broken! So get set for the material and make the most of this great national 
‘3 biggest, best, most profitable year you’ve ever had! advertising campaign! 
es a . ag yrsders day tee ee CASH IN ON THE NEW AMERICAN KITCHENS DI OSER! 
et teh Yes ae been alle to clap up pee rn oe Don’t overlook the big profits on the new American 
ge p Kitchens Disposer! Dealers coast to coast are push- 
fever pitch—to try to catch up with the demand for. a tc be thi ted di 
American Kitchens (the line continuous independ- ne 6S a ee ee rfec / — 
ent eureure chow mane wet want). Bo, ot leat poser is far easier to sell. Patented ‘‘knee-action 
you can sell, sell, SELL—without worrying about center pivot in pulverizer arms 











esis Tnaitniititeanal provides positive protection 
q . against jamming! Amazing 
BIG SPRING AD CAMPAIGN ON WAY! self-selling Demonstrator avail- 


Watch for American Kitchens’ big full-page, full- able through your 
color ads breaking next month in the country’s top’ distributor. Ask ,/ A. 
magazines! Ask your distributor about free tie-in himaboutit today! 4£=== 









@ 





mETCHERS 
STYLED IN STEEL 
AMERICAN CENTRAL DIVISION + AVCO MANUFACTURING CORPORATION + CONNERSVILLE, INDIANA 
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America’s Choice 


CHEVROLET 
ADVANCE-DESIGN TRUCKS 


for All-Around Value! 


Only the Leader—Chevrolet has all these features: 


Ask the experts— 
if you ask the drivers, they'll say: 


“Chevrolet Advance-Design Trucks can and 
will take it day after day, month after month. 
They’re easy to handle . . . built with driver 
safety and comfort in mind.”’ 


The mechanics insist: 


“Chevrolet trucks last longer because they’re 
designed, engineered and built for the job. 
They’re easier to work on. . . built with an eye 
to economical maintenance.’’ 


The owners will tell you: 

“Only Chevrolet has the TRIPLE ECONOMY 
of low cost operation . . . low cost upkeep... 
and the lowest prices in the entire truck field.’’ 


CHEVROLET MOTOR DIVISION, General Motors 
Corporation, DETROIT 2, MICHIGAN 


NEW CHEVROLET 4-SPEED 
SYNCHRO-MESH TRUCK 
TRANSMISSION 
A special feature in one-ton and 


heavier duty models that assures new 
operating ease and efficiency. 


THE CAB THAT “BREATHES” 
Here are the trucks with the famous 
cab that “breathes”! Outside air is 
drawn in and used air is forced out! 
Heated in cold weather.* 


FLEXI-MOUNTED CAB 
Chevrolet's Advance-Design Cab is 
mounted on rubber, cushioned against 
road shocks, torsion and vibration. 


IMPROVED 
VALVE-IN-HEAD ENGINE 
The world’s most economical engine for 
its size now has greater durability and 
operating efficiency. 


SPLINED REAR AXLE 
HUB CONNECTION 


Greater strength and durability in 
heavy-duty models with this exclusive 
Advance-Design feature. 


PLUS Uniweld, all-steel cab construc- 
tion « New, heavier springs « Full- 
floating hypoid rear axles on %-ton 
and heavier duty models « All-round 
visibility with rear corner windows* « 
Specially designed brakes « Hydrovac 
power brakes on two-ton models * 
Ball-bearing steering e Double-line 
pre-selective power shift in 2-speed 
axle at extra cost on two-ton models 
e Wide base wheels « Standard cab- 
to-axle-length dimensions « Multiple 
color options. 


*Heating and ventilating system and rear corner windows 
with de luxe equipment optional at extra cost. 


CHOOSE CHEVROLET TRUCKS FOR TRANSPORTATION UNLIMITED 
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The advertisers listed below know that your business—and theirs— 
depend upon brand-mindedSTORE TRAFFIC. 


They know, too, that 47.2%* of your customers read Ladies’ Home Journal. 
That’s why they spend more advertising dollars in each issue of the Journal than 


in any other magazine—to help you sell their products quickly and profitably. 


FOR YOUR PART > STOCK p PROMOTE , DISPLAY 2 ADVERTISE THESE 
FAMOUS BRANDS ADVERTISED IN THE FEBRUARY, 1949, ISSUE OF LADIES’ HOME JOURNAL. 


' *On the average, for 2885 women shoppers interviewed at 28 electrical appliance stores in 28 cities and towns across the country. 
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Ladies’ Home 
for & tore” Wf taffic 


ADMIRAL DUAL-TEMP REFRIGERATORS 

DEXTER TWIN TUB 

EASY SPINDRIER 

FRIGIDAIRE AUTOMATIC WASHERS 

G-E REFRIGERATORS 

HOTPOINT ELECTRIC RANGE 

NORGE WASHER 

TELECHRON ELECTRIC CLOCKS 

ZENITH RADIO-PHONOGRAPH AND TELEVISION 
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Greatest promotion in lamp aaa on 
brighten your April profit picture! 


Get set to clean up as never before: E Lamp promo- 
tion—the first of its kind pecorino “TIME” ! 


What a promotion! It’s timed for March 21 to April 30, 


So eee te aoe ded fies in very 
big banner. It’s loaded with extra co. under one, 


Watch for these ads: 

Life— March 28, April 18 

Look—April 26 

Better Homes and Gar- 
dens—April 

Saturday Evening Post— 
April 2 


Listen to the Fred Waring 
Show Thursday nights on 
NBC 


Look for our ads in Sunday 


Supplements, in leading 


newspapers and in Nancy 
Sasser’s Buy-Lines. 


Biggest, brightest ad campaign ever —starting in March! 


General Electric’s tremendous, coast-to-coast kicks off the campaign, which includes full- 
advertising campaign will pre-sell families in color pages in Life, Look and Better Homes 
your neighborhood, bring crowds of “Bright- and Gardens. What's more, “Brighten-Up 
en-Up Time” customers into your store! G.E. Time” will be plugged on General Electric’s 
is pulling out all the stops to tell the“ Brighten- big network radio program —The Fred War- 
Up Time” message good and loud! A 2-page, ing Show—and in 81 newspapers all over the 
full-color ad in The Saturday Evening Post country through the Nancy Sasser column! 


aw 
aie 5 > Gt 
* ‘ 


Stbck up For your greatest lamp sales e 
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Sure-fire dealer package 
new high in sales-power! 


- Never before a point-of-sale packa i is! 
a helps — your store with “Digeate Thao 
cs in related items. Clinches extra sales. I ; 
pright, exciting display material, like the large pepo 
eft, sure-fire promotion ideas, a great giveaway booklet 
dealer tie-in ads and commercials. Make the most of thi ‘ 
nationwide advertising campaign by using a// mt 
sales helps! alain 


You can’t miss with a feature item 
like this! 


Mass displays of General Electric’s new 4-lamp pack- 
age have already set new records in lamp sales all over 
the country. As the feature item of your“Brighten-Up 
Time” promotion, the 4-lamp package makes the sky 
the limit on increased sales! Easy to display, easy to 
sell. And remember, it sells four lamps instead of one! 


Here’s your all-time golden opportunity to line your pockets with profits! 
SO STOCK UP ON THE FULL G-E LINE! Call your G-E distributor today! 


5 hia hes NS 
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Check the specifications of these new _- models for city mains 
or L. P. gas, and mentally you'll stack them up against a host of other 
good gas ranges. But when your attention passes from construction 
features to price, then Mr. Dealer, you’ll find you can’t make compar- 
isons ... for here are gas ranges in a price range all their own. 


This is appliance merchandising you can logically expect from 
Preway, one of the big three in the manufacture of oil-burning space 
heaters, a major producer of kerosene ranges, and now pacing the low- 
price field in L. P. and city main gas. 


If you're in the market for a gas range that has both the new look and 


the new price tag needed for selling today . . . then these Preway models 
are for you. Write 


) 
PRENTISS WABERS | 











GPE) SECOND STREET, N., WISCONSIN RAPIDS, WIS. ) a 320) 0 Oey eS Co. 
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MAGIC MIRROR TELEVISION 


with the clearest picture of them all ! 


2-SPEED PHONOGRAPH 


plays 4 hours of recorded music automatically ' 


FM-AM DYNAMAGIC RADIO | 


most compact FM-AM chassis ever designed 
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eoeALL COMBINED IN ONE COMPACT CONSOLE 
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; .. for the price of | 


many consoles with | 
television alone! 
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4H15—Another great value from J} 
Admiral that brings complete | 
home entertainment within the 
means of millions. Magic Mirror 
Television with big 52 sq. in. di- 
rect view picture screen super- 
powered to give dependable per- | 
formance even in “fringe” areas. 
Guaranteed to outperform any set, | 
anywhere, any time! Complete 
station coverage. 2-Speed Phono- 
graph plays all 7”, 10” and 12” 
L.P. (Long Playing) records auto- 
matically .. . 4 hours of uninter- 
rupted music. Plays standard rec- 
ords automatically, too. FM-AM 
Dynamagic Radio . . . most com- 
pact FM-AM chassis ever de- 
signed . .. Push-pull audio . . . first 
time in a popular priced model! 
Smartly modern cabinet no 
larger than average radio-phono- 
graph console! 


$ 399” 


SOME PRICES SLIGHTLY HIGHER 
IN SOUTH & WEST 
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NOTE—AIll prices quoted 
(except 19A12, 4H126 and 
4H18) are for walnut con- 
soles. Mahogany and 
blonde slightly higher. 
Fed. tax extra on all tele- 
vision sets. Prices subject 
to change without notice. 
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"7—The last word in complete home enter- 8D15 —Here’s quality and low price 4H126—Admiral “triple thrill” . . . the ulti- 


hent! Magic Mirror Television with big 52 sq. teamed to give you America’s greatest value. mate in complete home entertainment. Magic 
direct-view picture screen. 2-Speed Phonograph 2-speed phonograph automatically plays Mirror Television with big 16” direct-view 
- Plays either standard or 7”, 10” or either standard or 7”, 10” or 12” L.P. records. tube providing 125 sq. in. of picture screen. 

- Tecords. FM-AM Dynamagic Radio .. . Static-free “ratio detector” F.M. $1999 2-Speed Phonograph automatically plays 


compact built. In walnut. $ 449% either standard or 7”, 10” or 12” L.P. records. 


























new 1949 


admiral 


ELECTRIC RANGE 


America’s most beautiful electric range. Now . . . simplified 
automatic cooking with just three controls to set. Large, 
flexible oven provides seventeen different rack positions. 
FLEX-O-HEAT “no-skip” controls give the exact amount of 
heat desired. Deep-well cooker also serves as extra surface 
burner. See the new 1949 Admiral Electric Range at your dis- 
tributor, today. 


Fdmiral C. oyporation 


CHICAGO 47, I§tLtinors 











First choice of those who want the finest 
. .. because only DUAL-TEMP offers all these 
time-saving, food-saving features: 


Built-in HOME FREEZER really quick-freezes 
at 15° below zero. Stores up to 70 lbs. of 
frozen food safely for months. 


Huge MOIST COLD COMPARTMENT never 
requires defrosting. High humidity (85%) 
keeps food fresh and moist without cover- 
ing dishes. 


Ultra-violet ray STERILAMP kills germs, 
helps preserve food longer. Excess mois- 
ture is removed by MOISTROL ... the self- 
emptying drip tray. 


These and many other features give 
DUAL-TEMP distinction beyond comparison. 
See the new 1949 pDUAL-TEMP at your 
Admiral distributor’s. 





























BIG UTILITIES ADD 
EUREKA WALKING 
DEMONSTRATION 


| SENSATIONAL SELLING IDEA 
ty INSTALLED IN 55 STORES 
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TODAY, IT TAKES THIS KIND OF SELLING! 


These aggressive UTILITY merchandisers know that 
‘ive it takes a hard-hitting selling plan like this exciting, 
=. new store demonstration to get business, TODAY. 


our 

Test it yourself—IN YOUR STORE—and you’ll find 
the Eureka Automatic “WALKING” Cleaner Demon- 
stration makes sales, at good profit prices and makes 
them quick, right on the spot. 


Mail coupon NOW — for full information on how to , “Tee 
make money—big money—selling cleaners, TODAY! MAIL COUPON T ODAY. 
NO OTHER CLEANER CAN MAKE THIS Ath ae ee tee 


SELLING DEMONSTRATION! 


EUREHA! | : 
-_ YWelkes 2 prac 


EUREKA DIVISION 
EUREKA WILLIAMS CORP. 
BLOOMINGTON, ILLINOIS 


Yes! We are interested in the New Eureka Automatic 
Store Demonstration. 













City. State 





Store N 





EUREKA Division, EUREKA WILLIAMS CORPORATION 
Bloomington, Illinois 


ACT TODAY! IT MEANS CLEANER SALES FOR YOU! 
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America’s Newest and 


Most Beautifull 


Electric Ranges 


From Top to Tee, COOLERATOR Ranges are styled, featured and 
priced to get you more than your share of the rich Range Market. 








Seth Ben Lo 


AT YOUR COOLERATOR DISTRIBUTOR f 





This big 8 cu. ft. Coolerator Space-Saver 
is loaded with self-apparent features that 
will close more sales for you. It’s inches 
lower—narrower—than other 8 ft. models. 
Actually holds 25 to 30% more food than 
the old box it will replace—fits in any 
kitchen. Right or left hand doors give the 
homemaker the complete flexibility needed 
for efficient kitchen planning. This Deluxe 
Coolerator is a giant in performance. Pro- 
vides every type of cold that’s ever needed. 
There’s 18 degrees below freezing in the 40 
lb. Freezer-Locker — quick chilling in the 
handy Chill-R-Ator, Flavor-Saving cold in 














the spacious food compartment— moist cold 
in the full-width Crisp-O-Lator. You'll offer 
more in features, size, and price for quicker 
sales in the big replacement and small 
home market with Coolerator’s Little Giant. 


THE BANNER LINE IS 
THE ALL-STAR LINE FOR °49 
Each range, refrigerator and freezer is fea- 
tured and priced for quick sales action— 
with a sound step-up from model to model 
for attractive, extra-profit sales. Each of 
the nine models in the Coolerator Line has 
a definite reason for being on your show- 
room floor. Each because of its size, fea- 
tures and price, appeals to a certain type 
of buyer. Your_sales and profits will grow 
faster with the Line that’s growing fastest. 


THE COOLERATOR COMPANY + DULUTH 1, MINNESOTA 


Coclerator 
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SPEAKERS and COMMITTEEMEN at the 
opening clinic where 900 dealers and 
salesmen learned more about home freez- 
ers and their market potential. Left to 
right: John Hanson, Dept of Water & 
Power; $. B. Maher, G-E Appliances, Inc.; 
Ed Barnes, Nosh-Kelvinator; J. Clark 
Chamberlain, San Diego; Frederick Green, 
Whiting Corp.; Archie Marsden, G-E Ap- 
pliances Inc. and chairman of the dis- 
tributors’ committee; Mercedes Gaffney, 
Dept. of Water & Power; Wm. J. ‘’Bill’’ 
Quinn, So. Calif. Radio & Elec. Appl. 
Assn. 


BREAKING the FREEZER JAM 


OME freezers now are being 

sold by the appliance dealers of 

metropolitan Los Angeles at a 
rate faster than ever before—yet six 
months ago they were piling up in the 
distributors’ warehouses and on the 
dealers’ floors. Today, as one member 
of the industry there describes it, 
“freezers are no longer considered a 
problem in Los Angeles, they are 
recognized as a tremendous sales op- 
portunity.” 

Of course, such a change in the sales 

of a relatively new major appliance 
didn’t just happen. It was planned. 
Home freezers are moving at a fast 
and profitable rate in the southern 
California area because of an industry- 
wide effort, a campaign that involved 
the work and financial help of 11 
freezer distributors, two electric utili- 
ties, one dealer association, and the 
cooperation of 1,482 appliance dealers 
and salesmen over the period from 
July 7 to September 30, 1948: 
: Why these members of the industry 
joined forces to develop a freezer sales 
building campaign was stated clearly 
and simply in a committee report which 
showed that the Los Angeles market 
had “plenty of freezers and too few 
sales,” It was a situation not unlike 
that in many other large city markets 
where a study of the Los Angeles 
campaign and its success should en- 
courage similar action. It was a situa- 
tion that needed cooperative action be- 
cause the record showed that individual 
efforts no longer were sufficient. 


CHANDISING 


Once dubbed “white caskets” by disconsolate 


Los Angeles dealers, home freezers are now 


recognized as a “tremendous sales opportu- 
nity” as the result of a cooperative distributor 


program which reached a new high in promo- 


tional efficiency 





By HOWARD J. EMERSON 


The dust accumulating on the “white 
caskets” and the “cold holes”, or just 
plain “white elephants”, as the Los 
Angeles dealers were beginning to call 
their freezer stock, was due for removal 
once S. B. Mayer, manager of General 
Electric Appliances, Inc., called a meet- 
ing of freezer manufacturers, distribu- 
tors, and utility and dealer association 
representatives. Away from the com- 
petitive influence of their trade names, 
22 members of the industry began to 
get a general view of the freezer mar- 
ket, began to look at it as a patient that 
was not sick but merely suffering from 
prolonged “‘sales deficiency”. 

They decided what to do. Everyone 
at the meeting was in accord that a 
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cooperative movement was needed to: 


1. Educate the retail appliance dealer, his 
salesmen and their wives. 

2. Hold a series of home freezer clinics in all 
communities, with plenty of publicity, to 
educate the public on the use of home 
freezers, after the educational program 
for dealers and salesmen had progressed 
to a satisfactory point. 

3.Get all manufacturers and distributors 
to initiate programs for their employees, 
dealers, dealers’ salesmen, making it pos- 
sible for all the industry to have first- 
hand information on the great value the 
freezer has in the home. 


They decided who would do it. They 


chose an active committee, consisting 
of six men representing home freezer 


distributors or manufacturers, one man 
from each of the utilities, and the man- 
ager of the dealer association. The 
next step was of tremendous impor- 
tance to the campaign—warranting 
emphasis for the industry in any other 
city which decides on similar promo- 
tional effort. The Los Angeles group 
decided on a full-time chairman for its 
committee, and selected one that had 
previous experience with that type of 
promotion, The first step was good 
judgment, the second was plain good 
luck. In few cities could a committee 
get the chairman that Los Angeles had 
dropped in its lap. Through the gen- 
erosity of General Electric Appliances, 
Inc., the services of W. A. “Archie” 
Marsden were made available on loan. 

As the so-called “Manufacturers and 
Distributors Home Freezer Commit- 
tee” was ready to work, it consisted of 
Archie Marsden, G-E Appliances, 
chairman; John Pollon, Amana; D. A. 
McMullen, Crosley; Shorty Sherman, 
Deepfreeze; Ed Barnes, Kelvinator; 
Paul R. Buehler, Norge; John Hanson, 
L. A. Dept. Water & Power; Henry 
Rice, So. Calif. Edison; and Wm. A 3 
Quinn, So. Calif. Radio & Appl. Assn. 


A Program and Financing 


The committee decided how to do it. 
They decided to initiate their program 
to “educate the dealer, the salesmen, 
and their wives” through a series of 
“clinics”, seven-in all. While these 
clinics were underway, the first stab at 

(Continued on next page) 
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Members of the industry began to look at the freezer as a 





was not sick, but merely suffering from prolonged 


the consumer would come through the 
creation of a “freezer week” and the 
whole industry would join in support- 
ing the intensive freezer promotion 
scheduled for the city’s All-Electrical 
Exposition at the Pan-Pacific Audi- 
torium. 

The division of work during the 
campaign was defined along logical 
lines. And it is likely that few things 
had more to do with the success of the 
freezer campaign than the assignment 
of specific jobs to the people or groups 
best able to handle them. The dis- 
tributors financed the committee’s oper- 
ation, purchased the freezer week ban- 
ners for their dealers, made use of their 
promotion departments and their out- 
side salesmen to get the dealers to 
cooperate by attending the clinics and 
making use of the banners. They 
shared, too, by making freezers avail- 
able to the clinics, to the exposition, 
and to other promotional displays, and 
by making available a variety of litera- 
ture on freezing and on their own 
models. Many distributors sent men to 
speak at clinics. 

The utilities had their jobs, too, and 
the cooperation of the city-owned elec- 
tric utility, called the Department of 
Water and Power, and the utility serv- 
ing the surrounding areas, the So. 
Calif. Edison Co., were quick to offer 
aid and assistance. 

No small factor in the success of the 
Los Angeles freezer campaign was the 
work of the So. Calif. Radio & Elec. 
Appl. Assn. under the direction of 
managing director Bill Quinn. Through 
close work with the distributors’ com- 
mittee the association was able to rep- 
resent the dealer thinking in all plans, 
as well as to serve as a coordinating 
organization carrying out much of the 
work of one of its sponsors, the depart- 
ment of Water and Power, and for the 
distributors, all of whom are members. 
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The psychological effect of having the 
clinics sponsored by the association, 
and opened by the managing director, 
did much to take the “commercial as- 
pects” out of the promotion and helped 
enlist more support from the average 
suspicious type of dealer. But the most 
effective work of the association was 
the sponsoring of a “freezer island” 
display at the All-Electrical Exposi- 
tion, where at a cost of several thou- 
sands of dollars, most every type of 
freezer was displayed along with regu- 
lar demonstrations on the art of freez- 
ing and storing foods. Many thousands 
of live freezer prospects were secured 


patient that 
“sales deficiency.”’ 


for dealers at a time when the dis- 
tributors campaign was training the 
dealer and his salesmen to sell these 
prospects. 


Dealer and Salesman Training 


Although other promotions and sales 
helps were used as supplementary parts 
of the distributors’ freezer campaign, 
the clinics were the basic effort in the 
first step, that to “further the educa- 
tion of dealers and their salespeople 
on the need and use of home freezers.” 
Seven clinics were sponsored during 
the campaign, six of them for the deal- 
ers, their salesmen and their wives, and 


a special one for home economists, 

The campaign was opened with a 
clinic at the Embassy Auditorium on 
July 21, 1948. It was announced to 
all dealers through a bulletin from the 
association. Attendance was aided by 
the efforts of distributors’ salesmen 
and the dealer contact men of the 
utility in their personal calls. A letter 
from Marsden of the committee to all 
distributors asked their aid in getting 
dealers to attend, and put special 
emphasis on the distributors and their 
salesmen attending, and getting there 
in time “to greet your dealers as they 
arrive.” 

Presented in the section of Los 
Angeles containing the largest concen- 
tration of appliance dealers in Southern 
California, the first clinic drew an at- 
tendance of 900 dealers, salesmen and 
wives. The program was a pattern 
for all future clinics. Following an 
introduction from Bill Quinn of the 
association, which took the commercial- 
ism out of the sponsoring, the program 
entailed : 

1. A description of the purposes of 
the clinics. 

2. A discussion of home freezer sales 
opportunities, in terms of profits for 
dealers and salesmen. 

3. An analysis of the savings that can 
be obtained from the use of a home 
ireezer, 

4. A thorough demonstration on the 
practical uses of a freezer in the home. 

5. An outline of the $40,000 con- 
sumer advertising campaign in pro- 
gress by the Department of Water and 
Power was described by John B. Han- 
son, advertising manager of the munici- 
pal utility. 

6. A question and answer period was 
handled by visiting specialist J. Clark 
Chamberlain, secretary of the Bureau 
of Radio & Electrical Appliances of 
San Diego, who was able to bring to 
the Los Angeles dealers experiences 
from his successful freezer campaigns 
in that neighboring city to the south. 
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They initiated their program to “‘educate the dealer, the salesmen 
and their wives’ through a series of “clinics, seven in all. 
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The advisability of holding training 
meetings outside of the midtown area 
of any large city is proven in the at- 
tendance figures. Although it might be 
felt that the distributors hit the jack- 
pot on their first effort, getting 900 
dealers and salesmen to the meeting at 
the downtown Embassy Auditorium, 
they would have been throwing their 
entire effort into the training of de- 
partment store and large furniture and 
homeware stores, had they not con- 
tinued the program out into the neigh- 
borhoods and surrounding towns where 
their products are handled by the 
middle-size and small specialty appli- 
ance retailers. The meeting in North 
Hollywood drew 110, the one in Po- 
mona 140, in Alhambra 122, Santa 
Ana 84, Santa Monica 64, and in 
Ventura 62. It must be remembered 
that the attendance at the midtown 
meeting contained few dealers, many 
salesmen, while the outlying meetings 
had a much larger percentage of deal- 
ers. 

The Los Angeles freezer committee 
extended its program beyond the deal- 
ers. While the group of dealer clinics 
was underway, and during the week 
of the All-Electric Exposition, the 
committee organized a “Frozen Food 
Panel for Home Economists”. In co- 
operation with the home economists 
division of the Department of Water 
and Power, 35 home economists from 
all the home freezer distributors and 
manufacturers attended a “round table 
discussion to find ways and means of 
furthering consumer interest in the use 
of food freezers in the home.” 


Supplementary Results 


To consider such a cooperative cam- 
paign as the one in Los Angeles, or its 
predecessors in San Diego, as a means 
only of training dealers and salesmen 
in an understanding of their product 
and in the technique of retail selling, 
would be a definite case of “selling 
short”. Properly organized, such a 
campaign can produce many other 
tangible and intangible results. These 
were evidenced in Los Angeles, and 
could have been increased. 

While a better knowledge of freezers 
and more selling information could 
have helped the Los Angeles retailers 
to increase their freezer sales volume, 
more important perhaps was the effect 
the clinics had in increasing the re- 
tailers’ desire to sell freezers. These 
clinics gave the dealers and the sales- 
men an enthusiasm for freezers, made 
them anxious to get to their stores and 
start getting this extra freezer volume. 
One cannot overlook the fact that one 
basic reason for the poor freezer sales 
record in Los Angeles was the dealers’ 
lack of enthusiasm. The clinics spon- 
sored by the distributors did a tremen- 
dous job of engendering a spirit among 
dealers and their salesmen. Few deal- 
éts or salesmen could attend a clinic, 
see a hundred or more similar dealers 
interested in freezers without feeling 

there must be something to this 
freezer business.” 

_*here is no doubt, according to the 
distributors who sponsored the Los 
Angeles clinics, the utilities who co- 
operated, and the dealers who have 

interviewed by this writer, that 





the freezer clinics help create a much 
better feeling of comradeship among 
all who are interested in the sales of 
home freezers. Important was the 
presence of distributors and distribu- 
tors’ salesmen at the clinics where they 
could greet their dealers and show that 
they too were interested in this co- 
operative effort. Important, too, was 
the non-commercial aspect of the train- 
ing program. Dealers and their sales- 
men were able to feel that the develop- 
ment of more home freezer sales was 
an industry effort in which each had a 
part and from which each could make 
his own profit. Helping in creating 
that feeling of course, was the use of 
the dealers’ association and the facili- 





their dealers and dealers’ salesmen. 
Although the distributors’ committee 
had decided to approach the problem 
of building more freezer sales in the 
metropolitan Los Angeles area by 
product and sales training at retail 
level before making any major effort 
to reach the consumer, there was effort 
underway or initiated by other groups. 
The municipal utility continued with its 
$40,000 newspaper advertising cam- 
paign, a series of four advertisements 
published between July 1 and August 31 
in seven daily newspapers. The dis- 
tributors’ committee made its only 
consumer effort through the support 
of “freezer demonstration week” for 
which it produced 2,500 large window 


on their own products. Although the 
125 retail salesmen were scheduled to 
attend only a two-hour demonstration, 
with home economist Miss Gaffney of 
the utility helping; they stayed an extra 
two hours, finally breaking the meeting 
at 11:30 p. m. During the next three 
days, these salesmen sold 54 home 
freezers, an increase of more than 100 
percent above the normal for that 
length of time. 


What Others Did 


Other distributors were active. The 
U. S. Grant Co. had a meeting of its 
dealers to explain the features of its 
line of Whiting freezers. Thomas Dis- 
tributing Co. held a meeting for 167 





3 It was obvious that what was once a very poor market for freezers 
had seen the light now that the initial effort had been made. 


ties of the two utilities. Result of this 
comradeship was a willingness on the 
part of distributors and their men to 
work with dealers on sales problems, to 
consider the over-all promotion oi 
home freezing rather than the moving 
of a particular model. Dealers began 
to pay more attention to their distribu- 
tor’s brand promotion and to the co- 
operative advertising that was offered. 

Although there was little effort to 
use the clinics to obtain material for 
future use by the distributors or the 
utilities, the use of a registration card 
brought some interesting and disturb- 
ing data. One of the questions asked 
dealers and dealers’ salesmen was: “I 
do—do not—own and use a home 


freezer.” The results were tabulated 
and mailed to all distributors, as 
follows: 

No. Percent 

Meeting Attending using a freezer 
North Hollywood. 110 40% 
Pomona ........ 140 28% 
Alhambra ...... 122 40% 
_ Santa Ana...... 84 2% 
Santa Monica ... 64 37% 
Ventura ........ 62 56% 


Obviously, these figures showed the 
distributors that their first job after 
the clinics were over was to increase 
the number of freezers in the homes of 
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banners at a cost of less than 8¢ each. 

Nash-Kelvinator sales agency, work- 
ing with the Washington Furniture 
Co., a frozen food products company, 
and Mrs. Maude Chamberlain of the 
LA utility, held a home freezer pro- 
motion at that furniture store. Both 
morning and afternoon demonstrations 
were given over a period of four days. 
As a result, 36 home freezers were sold 
during the four day period, where:s 
the normal sales would have been two 
units for that period of time. 


How One Dealer Made Out 


Retailer D. C. Culbreath circularized 
his freezer prospects with a notice that 
a home freezer demonstration would be 
held the evening of August 31. Before 
Patricia Feagan, home economist for 
the utility, started a one hour demon- 
stration, 119 seats were filled, all stand- 
ing room was taken, and more than 
30 people were turned away. Before 
the group left the store, eight home 
freezers were sold, and 10 others com- 
mitted themselves to purchases in the 
very near future. 

A slightly different type of meeting 
was held by the Sears Roebuck Co., but 
it was indicative of many meetings held 
by other dealers and distributors who 
followed the clinics with sales meetings 


dealers and salesmen to show them how 
to apply the knowledge from the clinics 
to the sales of International Harvester 
freezers. Gough Industries held a ses- 
sion for frozen food processors and 
locker plant operators (75 attended) to 
invite their cooperation in showing the 
possibilities of selling frozen foods to 
homes using a freezer. 

Many other home freezer promotion 
efforts were not brought to public at- 
tention, but it was obvious by the end 
of September that what was once a 
very poor market for home freezers 
had seen the light, that what had tran- 
spired during these three months was 
nothing to what the manufacturers, dis- 
tributors, dealers, utilities and the as- 
sociation could do to build freezer sales 
now that the initial effort had been 


made. i 


Los Angeles Is Convinced 


In the picture is a long range, inten- 
sive consumer education plan, the num- 
ber two plan in the distributors’ first 
report. All phases of the industry will 
take part, and the dealer this time will 
be wholeheartedly behind the effort, for 
today the Los Angeles area appliance 
dealer likes home freezers, knows them 
well, and is selling them successfully 
and profitably. End 
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KNOW-HOW 





is increased when United Electric Service sends one of its 
demonstrators to a store to show the dealer—and his cus- 


tomers—what a washer can do. 


AKING a tip ereat 

southern cavalry general, G. F. 

“Fritz” Becker of Monroe, La., 
believes in “fustest with the 
mostest,” Mr. Becker, president and 
manager of United Electric 
Service, has been setting a pace in sell- 
ing Bendix automatic washers for 
more than a dozen years. Now a dis- 
tributor, his firm is showing several 


trom a 


being 


general 


score dealers how to ring up heavy 
sales and high profits by taking ad- 
vantage of the fact that every house- 
wife is a washer prospect. 

Mr. Becker not only gets in on the 
ground floor, he comes up through the 
basement. For example, when Bendix 
produced the world’s first automatic 
washer on September 27, 1937, Mr. 
Becker climbed right on the band 
wagon; he not only obtained that par- 
ticular machine, but he had it on dis- 
play and in operation at a parish fair in 
Monroe the next morning at 9 o’clock! 
His dealers throughout 28 parishes in 
Louisiana today point with pride to the 
fact that the machine was used by home 
economic classes in the Ruston, La., 
High School until August, 1947, when 
Bendix got it back for a souvenir piece. 
United Electric Service not only sold 
the first automatic washer ever made, 
it has been steadily selling them ever 
since by building up a clientele of first- 
class dealers who can faithfully depend 
upon the distributing firm for merchan- 
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dising leadership and “know how” in 
building their sales. 


Driving Force Means Success 


The basis of United Electric Serv- 
ice’s success in the appliance field (the 
firm does an annual busines of almost 
three million dollars) is the driving 
force which Mr. Becker and his asso- 
ciates supply for their dealers. For a 
dozen years now, every Bendix dealer 
in the firm’s territory has been sold and 
resold on the idea that the automatic 
washer is here to stay and the dealers 
sell their customers on the same 
thought. This program of “do it auto- 
matically” has been dramatized from 
the red hills to the bayous and today 
United Electric Service’s dealers are 
keeping their cash registers jingling by 
“using the user,” by demonstrations 
and by aggressive selling, 

Original ideas in merchandising, ad- 
vertising and promotion have always 
marked the firm’s contribution to this 
happy state of business. An examina- 
tion of the methods by which United 
inspires its dealers to sell the automatic 
washer to a populace largely dominated 
by the low income group presents a re- 
vealing study of intelligent and unusual 
merchandising methods. 

There is the specially built laundry 
trailer, for instance. It looks like an ice 
cream wagon, but it’s one of the most 
effective ideas imaginable. Otis Flour- 
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KNOW-HOW 


helps keep dealer enthusiasm at a high pitch. Here G. F. 
Becker (right), head of United Electric Service, presents 


dealer Pat McHenry with a check for prize-winning selling. 


noy, the firm’s sales manager, had the 
trailer built to specifications. On it 
were mounted two model washers and 
an ironer with other units necessary to 
supply the washers with hot and cold 
water. The finished job was a traveling 
demonstration set-up as complete as the 
display room in the store’s head- 
quarters. Mr. Flournoy proceeded to 
take his trailer out into the territory 
giving actual demonstrations on the 
spot to prospective dealers and, in this 
manner, set up a dealer organization. 


Trailer Does Selling Job 


Nowadays the trailer is used to do a 
selling job on prospective customers. 
Dealers are advised several weeks in 
advance as to the dates the trailer will 
visit their town. The dealer then runs a 
series of ads in the local paper calling 
this to the attention of the public. The 
response is always good, according to 
Mr. Becker. It is by thus bringing 
prospective customers face to face with 
the product that United Electric Serv- 
ice augments the successful Bendix 
operation they enjoy today. 

In 1940 the importance of customer 
education in the use of modern appli- 
ances was studied, and as a result the 
company organized a home service de- 
partment. Mr. Becker believes his firm 
was one of the first distributing units 
in the South to set up such an organi- 
zation. The home service director as- 
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sisted dealers in setting up and training 
their own home service personnel. It 
wasn’t long before each new owner of 
a Bendix automatic washer was getting 
a personal visit from the dealer home 
service director and shown the proper 
way to use the machine and educated in 
modern methods of handling wash- 
ability problems. 

’ “Being a pioneer in home service,” 
Mr. Becker says, “United Electric 
Service has always paid much attention 
to this factor in selling washers. Mrs. 
Ernestine Flaherty, our home service 
director, trains home service girls for 
our dealer organization so they will be 
able to give an effective presentation of 
each product. A great deal of Mrs. 
Flaherty’s time is spent out in the terri- 
tory assisting the dealers with home 
laundry forums, which involve group 
demonstrations, and in conducting 
cooking schools in dealer stores. She 1s 
also aptly qualified to help dealer home 
service directors with various wash- 
ability problems they encounter in the 
field, such as stain removal, analysis of 
water conditions, types of soap and 
detergent and other matters.” 


Monthly Letter Published 


Not the least effective of Mrs. Fla- 
herty’s methods of assisting dealer 
home service personnel is the publica- 
tion of her own monthly Bendix news 
letter, which she calls “Along The 
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The first automatic washer ever made by Bendix was sold by United Electric By A. B. 


Service of Monroe, La., and this distributor has been helping dealers sell them WINDHAM 


ever since with demonstrations, a home service department, promotions and service 


Clothesline.” Completely sold on the 
idea of home service as a selling factor, 
Mr. Becker requires each of his Bendix 
dealers in the 28 north Louisiana 
parishes to maintain a home service 
expert to guarantee post-sale demon- 
strations in the home. 

“T believe I can say without hesita- 
tion that this policy is responsible for 
more sales, more satisfaction and more 
complaint eliminations than any other 
we have tried,” says Mr. Becker, with 
a ready second from Mrs. Flaherty. “A 
recent survey showed that almost 60 
percent of Bendix owners bought the 
machine as a result of a contact with a 
Bendix washer user. 

“That’s a startling figure and it was 
made possible, according to the manu- 
facturers, because of distributor home 
service departments seeing that Bendix 
customers were Satisfied. Our home 
service personnel now gets training 
which includes emphasis on sales as 
well as on post sale demonstrations. I 
don’t mean that they take orders or act 
as saleswomen, They are taught to sell 
by demonstrating so effectively that 
they create the desire for washers, 
dryers or ironers. They talk the lan- 
guage of women, the group in which 


















love G. fF. the greatest number of potential sales d : ’ : e . like thi 
oo rests, and they are accomplishing an KNOW-HOW stimulates consumer interest in cooking—and resulting range sales. seentzese — — i A is 
ae outstanding job of educating the con- recent one in Shreveport, La., are held. Dealers are the primary beneficiaries of such promotions. 
sumer.” 

1 training Special Billboard Sensation 
sonnel, It No method is too good for Mr. 
owner of Becker to advertise the line he han- 
as getting dles. One smart idea, carried out with 
aler home typical Becker thoroughness, was the 
he proper inclusion of an air-condtioned home 
ducated in service-sales meeting auditorium with 
ng wash- a seating capacity of 150, in the new 

a building erected by the firm in July, 
: service, 1947. The stage of the auditorium has 
| Electric curtains and ingenious lighting, and 
1 attention can be used to dramatize almost any 
hers. Mrs. desired arrangement at sales meetings 
ne service or demonstrations. But the stage also 
» girls for converts into a modern, streamlined 
rey will be kitchen in which most of the major 
entation of appliances handled by the company 
1 of Mrs have been installed. — 
1 the terri- The auditorium is a two-way one 
vith home and by simply reversing the chairs, the 
lve group audience now faces an area containing 
conducting desks, blackboards and wall sections for 
res. She 1s charts—an ideal setup for sales forums 
saler home or a broadcast. The big auditorium, ac- 
ous wash- cording to Mr. Becker, is constantly in 
ater in the use for sales forums, service schools, 
analysis 0! training purposes and company meet- 
soap and ings, 
. 

Departments Well Coordinated 
shed Th i : . . 
€ entire United Electric Service 

Mrs. Fla- organization is a smoothly coordinated 
ing dealer machine and its component parts—the 
he publica- sales department, the advertising and both dealers’ and consumers’, got a big lift from the constant use of this specially equipped trailer 
sndix news Promotion department, the service de- KNOW-HOW which is still being sent on demonstration tours throughout the territory, bringing buyers face to 
\long The (Continued on page 168) RE ee So 
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SIXTEEN 
DOLLAR 
PROMOTION 


Columbus, Ohio, dealers and LIFE 


magazine put it over—and get more 


than their money's worth in sales 


Dealers in Columbus, Ohio, are still a little awed 
by the completeness of the promotion which they 
planned last March and ran for a full week in 
October—at a total cost to each of $16.32. 

For Life magazine it was just another in a long 
series of retail promotions designed to convince 
advertisers that its pages are the best place to put 
their messages, and to tell consumers that products 
advertised in it are the best. But for the 115 
participating electrical dealers it was a once-in-a- 
lifetime achievement in sales building cooperation. 

Initial enthusiasm was created at a March meet- 
ing of the Columbus Electrical Dealers Assn. when 
a Life retail representative made a routine presen- 
tation of the “Advertised in Life” promotion and 
told members how they could take advantage of 
the magazine’s local selling force. Any further 
action was stalled by the dealers’ wary respect for 
the organized planning, efficient execution, finan- 
cial contribution and just plain hard work that 
would be necessary to make the promotion go over. 

Four months later, when another Life representa- 
tive made a check-up call on Frank Massaro, 
association president, nothing had been done. But 
this time a meeting of the group’s executives was 
called and they set October 3-9 as the campaign 
dates and picked a list of 54 products to feature. 
Present at this discussion was Stanley Dennis, 
executive secretary of the association and sales 
promotion manager for the Columbus & Southern 
Ohio Electric Co., who not only believed the cam- 
paign could work, but was willing to carry a major 
share of the burden in making it work. 

Subsequent meetings were held to enlist the 
support of the newspapers and appliance distribu- 
tors. Dennis, accompanied by a Life-man, made 
personal calls on all local distributors and got 
promises of cooperation from 15 out of 16. 

The next step was to present the program to ten 
leading dealers and add the prestige of their sup- 
port to the distributors’. With this group behind it, 
MILDLY SURPRISED at the billboard appearance of his store, F. J. Ridgley was one of 115 Columbus deal- the existence of the campaign was assured. A 
ers who participated in the “Advertised in Life’’ promotion staged with half of local dealers’ association. series of letters to the area’s 200 dealers followed. 
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CAMPAIGN SPARKPLUG Stanley Dennis, association secretary, and Frank Mas- 
saro, president, were sold on the promotion by Life-men like Russ Clements (right). 


Dennis and Lee Bukey of the utility, accompanied 
by men from the magazine, took to the road to get 
dealer registrations and collect the fees. On each 
registration dealers noted the products they wanted 
to promote, and back at EDA offices individual 
display kits were prepared according to the ex- 
pressed preferences. 

Attendance at the association’s first fall meeting, 
three days before the starting gun of the promo- 
tion, hit a record 105. Representatives from Life, 


MOUNTING 
by Dennis (c 


taking out insurance against any possible failure of 
the three mimeographed bulletins, reminder cards, 
telegrams and personal visits that each dealer had 
received, went over the campaign again. 

On October 3 and 4 the EDA broke its own two 
big color advertisements in the local papers. In 
the week that followed dealers tied-in with 25 ads 
of their own. 

Objectives of the promotion, as told to dealers, 
were: (1) to identify dealers as outlets for national 


ad reprints and assembling display kits for individual dealers was one of many jobs done 
enter) and helpers at Columbus and Southern Ohio Electric Co. offices prior to campaign. 
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SOME CAMPAIGN spadework was done by Lee Bukey (right) of the utility, 
who called on dealer C. C. Robinson to register him and show display pieces. 


brands, (2) to tell Life readers that Columbus deal- 
ers are the best local source for Life advertised 
appliances, (3) to impress suppliers with the alert- 
ness of local dealers, and (4) to stimulate sales. 
At week’s end dealers had paid out $16.32 each 
for the promotion, exclusive of their own acvertis- 
ing, and distributors had contributed a similar 
amount for each participating dealer. Life was 
happy with placard-plastered Columbus. And 
merchants were happy with increased sales. 


— 
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BUILD-UP culminated in week of intense activity result- 
ing in sales like this one at the F. & R. Lazarus Co. 
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LIQUIDATE 


Their Sales Resistance! 


Den Arlen of Knapp-Monarch, master of the subtle 
art of liquidizer demonstration, makes whipping up 


sales as easy as making a carrot juice frosted 


By TOM F. BLACKBURN 


N old lady watched Don Arlen Che business of successfully demon- 
strating and selling liquidizers calls for 
an understanding of the psychology of 
the people you are going to meet. Be- 
cause of the machine's ability to liquid- 
ze a vegetable and permit the customer 
to drink it, this appliance attracts food 
taddists in large numbers. The one 
etfective way to operate, Mr. Arlen 
points out, is to proceed to manufacture 


spoon up some sugar when he 

was making a carrot drink dur- 

ing a recent liquidizer demonstration, 
ind interrupted him with, “So, you’re 
trying to fix it up so it will taste good !” 
“That,” declared Mr. Arlen, “is why 

[ now always add my sugar in a salt 
shaker. People think that salting a 
thing is legitimate, but that adding a 
prepared food gives it a fictitious good- —a‘l the things one turns out and not use 
ness.’ ay material that will short cut the 


yee) 








ARLEN IN ACTION at last year’s Atlantic City Housewares Show proved that 
he follows his own advice on demonstrating liquidizers. You need, he says, 
four machines to do an adequate job and keep the crowd interested. 


process. The reason for this is that the 
crowd gets suspicious and thinks the 
credit is due to the prepared food 
rather than to the raw materials. 
With the carrot juice project, which 


n do the old lady interrupted, the plain 
ca ‘ truth was that carrot juice alone 

ou \ doesn’t have an appetizing appearance 
tor. Ye" 


what | 


and is not good to drink without a little 
added sugar. The smart operator adds 
a few beets to give it a tempting red 
color and a little sugar, even though 
shaken in from a salt cellar. 





Four Machines Needed For Demos 


This successful demonstrator oi 

liquidizers, who works for Knapp- 

aa: Monarch, declares that one needs four 
a machines for demonstration. They 
i3 permit you to switch rapidly from one 
3 machine to another without interrupt- 





ing conversation, and in the meantime 








GRINDING UP dry foods like crackers 
is an important part of any demonstra- 
tion. It shows the machine's versatility. 


STIRRING during a demonstration is 
much better done with a stalk of celery 
—unless you don’t mind losing a spoon. 








GRINNING EXPECTANTLY, Arlen prepares the coup de grace to sales re- 
sistance. Those eggs are going whole into the liquidizer and the shells will 
disappear. The effect on spectators is gratifying. 


FINAL FILLIP to a good demonstration is the freezing of a sherbet. Just put 
in some ice, lime juice, sugar and coloring. The results make convincing free 
samples and really help to liquidate sales resistance. 





v7 
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your assistant can empty the used ma- 
chine and make it ready for a repeat. 
Drinks made from vegetables have a 
particular flamboyance and one of the 
best Arlen techniques is to demonstrate 
the making of 14 pints of orange juice 
from one orange. The machine liquid- 
izes the orange much more completely 
than squeezers can and, with the addi- 
tion of sugar and a little water, that 
one orange will make enough juice for 
the entire family. It is a very im 
pressive sight and one that sweeps 
liquidizers right off the counter to 
eager customers. 

“Remember,” says Mr. Arlen, “when 
you are peeling your orange some 
woman is always going to ask, ‘Do 
you have to peel that orange?’ 

“No, but we use it for several pur- 
poses which we will show you later, 
is your reply. Afterwards take the 

(Continued on page 169) 
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HE credit man, with his con- 
[sant juggled cards, his habit 

of saying yes or no, seems like 
a mysterious person. How he arrives 
at his decisions bothers hard working 
salesmen no end. 

Actually the job is rather simple. 

It must be remembered that a good 
portion of our population is so idiotic 
that it will pledge more of its income 
than it can possibly pay out on. Strong 
backed and weak minded men and 
women will buy recklessly, taking no 
thought of the fact that out of their 
salaries must come rent, coal, food, 
clothes for the kiddies and gasoline 
for the family car before any payment 
can be made on the new refrigerator. 

These same citizens will go out 
and buy jewelry on time, insurance, 
furniture and then button-headedly 
ask to add on a new appliance. The 
result mounts up to about 125 per- 
cent of their salary. 

The idea in getting credit in- 
formation is to discover (1) how 
much money a man makes; (2) what 
his necessary living expenses are; (3) 
what other gadgets he is making 
monthly payments on; (4) how much 
dough he has left for the device you 
are selling him. If the prospect doesn’t 
have from 30 to 50 percent salary free, 
better skip the deal. 

That is, unless you are thinking of 
picking up the appliance and making 


a resale profit on it, in case the buyer 
stumbles. 


Serial Numbers a Help 


Jewelry and furniture selling organi- 
zations take much bigger chances than 
do the appliance people. For appli- 
ances are usually protected by serial 
numbers, and by a slower deprecia- 
tion rate. In case a dealer has to pick 
up a washer, the chances are that he 
can get enough out of the job to wash 
out the sale. 

That nearly everybody is bitten by 
the bee to buy on time is evidenced 
by the experience of the Credit Bureau 
of Milwaukee. With a city of some 
600,000 people, the Credit Bureau has 
Some 350,000 names on its books. 
There are 1,402 members of the 
Credit Bureaus of America, and they 
Will pass information about people all 
over the country where requested. It’s 
4 good idea for a dealer to belong to 
one if it is available, as it can give 


AN HE PAY FOR IT! 





The rapid expansion of time buying makes it important for every 


dealer to know when to grant and when to withhold consumer credit 


him a quick look-see without wasting 
any of his time. 

Credit bureaus do not tell you what 
to do. They simply give the dealer 
a low-down on the prospect. 

In its files the Milwaukee Credit 
Bureau keeps records on anything that 
happens to a person that makes the 
newspapers or the courts. An auto- 
mobile crackup or election to the Elks 
goes down in a customer’s file. 

Because they have so many more 
jobs to do the credit bureau can make 
a closer survey than the dealer. They 
can collate the experience of various 
firms on the man, 


Who Supplies the Low Down 


When a customer makes his first 
application, an investigator calls the 
applicant’s employer to verify employ- 
ment and earnings, sees the landlord 
to see if the applicant pays his rent 
on time. Sometimes a few of the 
neighborhood dealers are interviewed, 
as are next door neighbors. Some- 
times checks are made with the police 
department. Having access to dope 
gathered by credit bureaus in other 
cities, this is sometimes drawn on if 
the applicant has come from out of 
town. Things that the credit bureau 
considers important data on a pros- 
pect are: 


1. How long has the applicant been at this 
address? 

2. Is the applicant considered a permanent 
resident? : 

3. Is the applicant single, married, widowed 
or divorced? 

. Name of employer or business. 

. Nature of occupation, how long? 

. Last employer, position, how long em- 
ployed? 

. Is applicant of good reputation? 

. Income. Estimate of wage, salary, com- 
mission. 

9. Other known sources of income? 

10. Does applicant own, rent or room? 


ou > 


com 


Because people don’t like to wait, 
credit bureaus usually work at a high 
rate of speed. One thing that helps 
them is the University of Illinois 
American Credit Rating of Leading 
Occupations establishing credit rating 
reliability. Under the University’s 
scale, occupations and ratings are: 


School teachers 
Office workers 
Doctors 
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Railroad trainmen ............ 84.5 
ia oct ay sense 83.7 
Retail sales people ........... 81.8 
DR Scnataciaies bares hous 81.6 
PU: MRE oss ooo sce cnens 73.9 
OR ee re 66.0 
Traveling salesmen ........... 64.0 
Male factory workers ......... 63.3 
Female factory workers ...... 60.0 
Firemen and policemen ....... 62.1 
College Stites: oacicccccvcecs 60.0 
Car MRCRIIEE. oo scccsccccess: 56,9 
NE SIN oiniccccceocviecens 54. 
CN °c iranncunavntdesas 50.0 
FEUCTIVOTE. ccccccdccccvcccse 46.1 
Automobile salesmen ......... 43.9 
BE: .cunuatanemeennhex se 41.3 
Restaurant workers .......... 37.4 
Painters and decorators ...... 30.5 


The damage suits, the police records, 
the way an applicant has behaved with 
other debts, all are indices as to what 
may be expected out of him. How- 
ever, in the long run, the customer’s 
ability to pay is what finally determines 
his credit rating. The saying that 
you can’t get blood out of a turnip is 
a true one. A man with an income 
sufficient to cover the debts can be 
collected from. 

While it is estimated that not more 
than one percent of people buying on 
time are deadbeats and skips, never- 
theless, these defalcations can cut a 
chunk out of a dealer’s profit. Ex- 
perience tables have shown that if a 
customer will pull a fast one once, he 
will do it again. A lot of dealers are 
burned by accepting contracts that 
their credit agencies hoisted warning 
signals on. 

On the other hand, finance houses 
are notorious in accepting deals with- 
out checkup where they have recourse 
on the dealer, and bouncing them back 
on him after the three months period 
is up. For a cost of $2.50 to $10 
apiece you may get together the data 
for a credit report. 

With the new “Regulation W” back 
in effect again as of Sept. 20, this time 
backed by law, time payment selling 
may be seen as looming more impor- 
tant in the country’s financial fog. 

Any man on the sales floor today 
knows that the ordinary man is run- 
ning out of spending money and if we 
are to do a big business in the future 
it must be done on time. Last year 
the National Electrical Retailers Assn. 
declared that bad debt losses accounted 
for only 20c per $100 of net sales. 


Obviously with tighter times this is 
going to go whooping. 

Giving credit to individuals is more 
risky than giving it to firms. A busi- 
ness can continue to operate only by 
paying bills, but individuals can get 
along very well without meeting this 
snicety. 


Ask the Prospect these Questions 


The best way for a dealer to operate 
is to go at a prospective customer on a 
businesslike basis, and extract the 
following information from him: 


1. Where do you live? 

2. Where do you work? 

3. How much do you earn? 

4. When are you paid? 

5. Do you have a charge account in 
other stores? 

6. Do you have a bank account? 

7. Do you own real estate? 

8. Can you furnish suitable 
ences? 


refer- 


If the prospect balks on any of these 
it is a red flag right under your nose 
and it’s time to call a halt on the pro- 
ceedings. That is why it isn’t smart 
to have a salesman who closes the deal 
get the credit information. He fs so 
eager to get the order he will always 
weaken and gloss over these points. 
Always make a swish when signing 
up the order. 

If you impress on the prospect you 
mean business and expect your pay- 
ments on the line, on time, the chances 
are he or she will come through on 
time. If they sense they can push you 
around, they will do so and pay other 
creditors first who put the heat on 
them. 

One of the silliest things a dealer 
can do is to depend on the law of 
averages to take care of him. He will 
become known as a soft touch in no 
time at all, and one fine day all his 
bad debts will come home to roest 
like the roof falling in. 

When the U. S. government is so 
scared that it tightens credit controls 
by law, it should be a danger signal 
to the dealer to tighten up his own 
credit business and that means don’t 
miss getting a report on everybody 
you sell, don’t fail to get the informa- 
tion out of the customer while he is 
hot, and don’t fail to impress on him 
that payments must be laid on the 
line, or else. That’s the way to stay in 
business. End 
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LEAVING THEIR SERVICE TRUCK at the curb, partner Jack Lane and service- 2 AS THE CHASSIS IS REMOVED for repairs, Lane talks television to Mrs. Moore 
man Curt Petch answer Mrs. Ray Moore’s call for radio service. Keystone of the and arouses her interest to the point where she is willing to talk to a salesman. 
operation is the use ot two men, one a salesman, in making the call. (Ordinarily the salesman makes the original entry with the serviceman.) 


MAKING HIMSELF generally useful, Jack Lane applies some conscientious elbow grease to a television console cabinet while salesman Ralph LaParin gives Mrs. Moore 
a heart-to-heart television sales pitch. In most instances, one of the two salesmen who accompany the truck makes cold canvasses in the surrounding neighborhood 
where the truck is engaged in a repair job. 
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Door-to-Door Service on 


RADIO and TELEVISION 


A completely equipped traveling service shop opens the door to television sales in Burlin- 


game, Calif., for Jack Lane and Ken Onyon of Peninsula Refrigeration and Appliance Co. 


ADIO service has been a head- 
R ache producer for most dealers— 

and they look forward with some 
apprehension to the problems which 
television will bring in its wake. 

Ken Onyon and Jack Lane of the 
Peninsula Refrigeration and Appliance 
Co. located at Burlingame, Calif., 
started their operations with service 
and are taking it out into the field as 
a means of developing sales. 

Center of this operation is the mobile 
home service truck which was designed 
for Onyon and Lane with the idea that 
it could handle practically every prob- 
lem of television and radio installation 
and service right in the field. The 
truck was ready even before the firm’s 
store at Burlingame opened on last 
October 7, and was developing business 
out in the field from the very start. 


By CLOTILDE GRUNSKY TAYLOR 


Photographs by Howard Emerson 


The setup is an unusual one. Look- 
ing forward to the selling opportunities 
in the television field when San Fran- 
cisco would come on the air with one 
or more video stations, Ken Onyon 
cast about for the best way to handle 
this business. His own background of 
12 years in the appliance field in the 
peninsula area made him thoroughly 
familiar with possibilities here and he 
selected Burlingame as a desirable 
center of activities. Associated with 
him is Jack Lane, whose four and a 
half years in the Signal Corps was 
followed by practical application of his 
radio work, and who is the originator 


of the idea of a mobile radio repair 
truck adapted to civilian needs. 

At about the same time, the Penin- 
sula Refrigeration and Appliance Co. 
with stores at Palo Alto and San Mateo 
set out to locate someone who could 
take over their development of the 
radio and television market. The two 
got together, with the result that Onyon 
and Lane have opened their Burlin- 
game headquarters as a division of the 
Peninsula company. They are special- 
ists in radio and television, and will 
also handle appliances on concession in 
the entire upper peninsula area. They 
expect to take over the San Mateo 


store, later using it as headquarters for 
used equipment. Service work in other 
fields will be handed over without 
charge to the well organized service 
department already functioning from 
the Palo Alto headquarters, which, in 
turn, will refer radio and television 
work to them. 


Service Comes First 


The field repair truck was complete 
and functioning for some time before 
the store was open. This, in Mr. 
Onyon’s opinion, was the correct order 
of procedure. The partners hired a 
radio and television engineer, Eugene 
Beeman, who has helped in the design 
of the truck and who handles the tech- 
nical end of the business. He has 
taught television and attended the De- 

(Continued on page 104) 
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IMPORTANCE OF MOBILE UNIT to television owners is emphasized by LaParin, 
who takes Mrs. Moore out to see the completeness of equipment. Meanwhile, 
technician Petch works on her radio at the well-equipped service bench. 
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REPAIRS COMPLETED, Lane closes truck, Petch enters data for records and La- 
Parin makes final arrangements for a store demonstration of television. Crew 
will now cold canvass neighborhood or follow leads obtained from Mrs. Moore. 
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Cubbyhole Cooking 


























WHEN ROOM IS LACKING, the coffee maker can be taken to the living room. 
Space heaters are useful in crowded apartments, too. 
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LACK OF SPACE has forced kitchenette dwellers to cook at the dining table. Note the coffee pot, the toaster on the radiator. 





Don’t overlook the families with tiny 
kitchens when you plug table appliances 


apartment threw a dinner the 

other evening. She had to set 
her plates on the floor. She baked a pie 
and was forced to scrub off a stair step 
and use it as a rolling board. 

“T didn’t dare let any of my guests 
in the kitchen to see how I manage,” 
she confided. “They couldn’t have come 
in even if they wanted to—there wasn’t 
any room.” 

Her kitchen is 6x3 ft. in size. Its 
limitations can be compared favorably 
to the cooking facilities of a million 
other GI brides and their postwar fam- 
ilies. A breakdown of the Chicago Real 
Estate Board’s list for Chicago showed 
these sizes of apartments: 


A NEWLYWED ina tiny Chicago 





sae suiinewae 37,677 
I ince as i weesnemacsa 67,680 
| eee 87,898 
SSS DR Bopaeieresry ee 262,064 
DP ciionsweceween 237,713 
Pi vaceGhaatieenens 184,774 
RSP = Foren 36,388 
a ee 28,894 

Be aenadwandes 943,191 
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The old folks who sit around com- 
placently in their eight room houses 
have na idea of what a change has hap- 
pened to the retailing point of view. 
Cramped space can affect a family’s 
buying a dozen different ways, and it is 
the younger generation that is affected 
most by the change. 


Food Habits Hit the Most 


Because appliances deal with food in 
most cases, it has been the food habits 
that have attracted the most attention. 
Some of the changes that have made 
their way into the picture are as fol- 
lows: 

1. Disappearance of bread products 
employing yeast from the small family 
home. Coffee cakes served by small 
families are nearly always bought at 
the bakery simply because there is no 
place in the tiny kitchen to set bread 
dough to rise. 

2. The popularity of frozen pies, bis- 
cuit doughs and cookies which can be 
baked at home. Truth is, the young 
housewife has no place to roll out her 

(Continued on page 166) 
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Snare Time 
DEALER 


Seventy-five service calls a 
morth have built a profita- 
ble sales and service busi- 
ness for C. E. Frederickson 
of Hoosick Falls, N. Y., who 
does it all after a full day's 
work for the New York 
Power & Light Co. 





THE CONVERTED BARN which is Frederickson’s display room and service shop was 


CROWDED floor space is ordinarily no problem for Frederickson (right) because he usually orders his appliances after selling them. 


financed out of his part-time service calls over a five year period. 





UPSTAIRS in the barn is the heart of the business. This well-stocked service shop 
is the outgrowth of the ‘small box of parts’ with which Frederickson started 
business in 1943, holding down a utility job at the same time. 
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IFTY to 75 service calls a month 
kK made in his spare time have built 
up a good appliance sales and 
service business for C. E. Frederickson, 
Hoosick Falls, N. Y. In about five 
years his service profits have enabled 
him to convert his barn into an attrac- 
tive appliance sales room, parts section, 
modern work shop, and garage for his 
truck, 
Close to his home in River Street is 
a small and solid barn. With the aid 
of his two sons, Mr. Frederickson 
completely overhauled the structure, in- 
stalled a modern lighting system, laid a 
plastic floor, and painted the inside and 
the outside in attractive colors. Into 
the right half of the front of the build- 
ing he cut a display window. 


Wartime Beginning 


When the New York Power & Light 
Corp. purchased the Twin State Gas 
& Electric Co. of Rutland, Vermont, in 
1943, the New York utility discon- 
tinued Twin State’s appliance sales and 
service operation. This gave Freder- 
ickson his chance. He had been em- 
ployed by Twin State for 16 years and 
would still work for the consolidated 
utility, but he sought and obtained per- 
mission to carry on the defunct appli- 
ance service operation in his own spare 
time. The year, 1943, was fortuitous 
because of the shortage of servicemen. 
The utility even sold him “a small box 
of parts” to get started. 

His first service call netted him one 
dollar, a sum which he has since 
parlayed into his display room, a parts 
department stocking some 1,600 items, 
modern tools, and good business rela- 
tions. 

Hoosick Falls is no appliance mer- 
chant’s gold mine. Located 25 miles 
from Troy, it has a population of 5,000 
and total weekly payroll of about $50,- 
000. But Frederickson has profited 
from it and estimates that modern ap- 
pliances are in most of the city’s homes. 


While Mr. Frederickson is at his 
regular work, Mrs. Frederickson han- 
dles all the telephone and_ personal 
calls, entering them on a Daily Work 
Sheet which is numerically arranged 
with numbers cumulative from day to 
day for a year. The records show the 
number, date, name, address and tele- 
phone number of the caller and the 
type of appliance to be repaired. Mr. 
Frederickson is at his home soon after 
4:30 and after his dinner he looks 
over the calls and makes them accord- 
ing to urgency and type. Before he 
leaves in the morning (his work starts 
at 8) he tells Mrs. Frederickson which 
shop jobs are completed and she tele- 
phones their owners, 

The work sheets show calls for al- 
most every type of electrical appliance 
—even a call that means only the plac- 
ing of a new fuse which some timid 
soul hesitates to place in the box. 
Sometimes these “nuisance” calls re- 
sult in the purchase of new equipment 
and appliances—maybe an_ electric 
range or a water heater or a newer 
model washing machine. Because he 
gets into so many homes, Frederickson 
has a complete record of appliances in 
use and their condition. 


How to Get New Business 


On a recent Sunday Frederickson re- 
ceived a call from an indignant man 
“out in the country” bitterly complain- 
ing that he had not been able to get 
someone to come out there for two or 
three weeks to replace two burned-out 
units in his electrical range. Frederick- 
son went out, and before he left sold a 
home freezer. That’s one way he works 
up new business. 

Frederickson says radios and irons 
and washing machines and refrigera- 
tors are in almost 90 percent of the 
homes. There is a marked increase in 
interest in newer models of these appli- 
ances, and especially in electric ranges 
and water heaters. End 
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TRY SENDING THE KIDDIES TO BED AT A SENSIBLE HOUR 























LOOK WHAT IT'S DOING TO THE GENTLE ART OF CONVERSATION TURNS LIVING ROOMS INTO AN INTERIOR DECORATOR’S NIGHTMARE 
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DEALER DISPLAYS made the most of material identifying the promotion as a 
cooperative venture by the entire New Orleans industry. This window in Labiche’s 
was typical of nearly all displays. 


How To Sell A RAD 


“6 E sold the slogan, ‘A radio 
\ \ for every room,’ so success- 
fully in a two-week co- 
operative campaign, that we’ve de- 
cided to carry it on as a continuing 
tool for increasing radio sales of New 
Orleans dealers. In fact, we'll carry it 
still further and tie in television sets 
too, using the selling phrase, ‘A televi- 
sion set for every home, and a radio 
for every room.’” 

That’s the thumbnail report of A. B. 
Lindauer, secretary of the New Orleans 
Radio and Television Dealers Associa- 
tion, and co-chairman with Walter 
Leonhard, head of Leonhard’s Depart- 
ment Store, of the committee that last 
October successfully put on one of the 
most thorough-going city-wide radio 
campaigns ever seen in the area. 

“This was one of the most successful 
promotions of its kind that has come to 
my attention,” Mr. Lindauer says. “We 
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did what we set out to do. Our objec- 
tive was to increase sales of radios all 
over New Orleans by means of a city- 
wide campaign in which every dealer 
and distributor cooperated. The cam- 
paign lasted from October 4 to 16. Dur- 
ing that time, the campaign accom- 
plished its first objective by giving a 31 
percent boost to the radio sales volume 
of all New Orleans stores. And more 
important than that, it did its second 
job in fine fashion, too, by building up 
in the public’s consciousness a need for 
‘a radio in every room,’ so that all of the 
dealers expect to see their radio volume 
stay higher than it would have been 
without the needling of this campaign. 


Effective Cooperation 


Big and little dealers, appliance 
stores, hardware stores, department 
stores, and furniture stores all reported 
an excellent demand from the ads run 


19:49; 











TOP STRATEGY board for the New Orleans campaign included Walter A. Leon- 
hard, president of the Radio and Television Dealers Assn.; A. B. Lindauer, secre- 
tary; John A. Hofheinz, G-E Supply Corp.; and Ferd Cardos, Radio Specialty Corp. 





RETAILER COOPERATION was the most important single factor in the cam- 
paign’s success and was stimulated by retail committee, including Cordill Grune- 
wald, Walter Leonhard, Cecil Burgless, George Marcuse, and James E. Conner, Jr. 


0 FOR EVERY ROOM 


Adapting the successful pattern set in Hartford, 


New Orleans dealers increased radio sales 31 per- 


cent in a two-week campaign which is a model of 


careful planning and good cooperation 


in the campaign. In fact, they are all 
so sold on this type of effective cooper- 
ation that the slogan, ‘A radio in every 
room’ will be carried on indefinitely in 
the independent advertising of a great 
many stores, and some have amended it 
slightly to read, “A television set for 
every home, a radio in every room.” 
What made the campaign click so 
spectacularly? Mr. Lindauer’s answer 
is teamwork, coupled with careful 
planning and follow-through. 
“Teamwork from all three groups 
whose cooperation was needed spelled 


a big part of the success,” he says. “The 
three groups were the distributors, the 
retailers, and the utility company, New 
Orleans Public Service, Inc. Here’s 
how we broke down each of the three 
groups’ jobs, and the way things were 
organized and accomplished : 

“First, a specific task was assigned 
to each of the groups. The distributors 
were to cooperate by running advertis- 
ing over their own signatures and by 
using their sales forces to drum up 
interest among the dealers and keep: 

(Continued on page 94) 
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It’s the 


SECOND SALE 
THAT COUNTS 


First sales are costly, future sales are profitable, 


says V. J. Morris, Spokane, Wash. His organiza- 


tion works toward the next appliance sale from 


the time that the first sale is consummated 


HEN a farmer harvests one 
\ \ crop of grain from a field, he 

wastes no time in ploughing 
the ground and preparing to raise the 
second crop. In the same position is 
the electrical appliance dealer who 
makes a sale and sets out to follow up 
his customer, preparing to reap the 
second sale the minute it is ripe. V. J. 
Morris of Spokane, Wash., is one 
dealer who believes in and practices 
this sales policy. He knows that the 
cost of developing a prospect to the 
point of making the first sale is often 
more than the profit from the transac- 
tion, that it is the next and later regu- 
lar purchases of satisfied customers 
that really show a profit. He knows 
that it is cheaper to spend time and 
money keeping customers friendly to 
the store, than it is trying to induce 
them to come back after they’ve been 
enticed elsewhere. 
Morris’ program of preparing for 





the second sale starts with the original 
sale and continues until that next sale 
is made, and then it starts all over 
again. He begins in his original con- 
tact with the prospect. His small but 
highly-trained and well-paid sales 
force has been picked to give the in- 
telligent, personal attention that has 
been found necessary in this type of 
selling. Not in so many words, but 
through their attitude and actions, 
Morris and his men try to show that 
they are serving their customers as 
“appliance consultants” whose duty it 
is to see that the customer gets exactly 
the appliance suited to her family 
and its purse, and then to see that she 
gets full and satisfactory service from 
the appliance. 

The sales staff, in addition to its 
regular salary and commission basis, 
receives a percentage of the gross sales 
of the store. Such an arrangement 
encourages the men to manitain a long 
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NARROW AND DEEP store made it advisable for Morris to display kitchen and laundry equipment 
along the walls, ending with a complete L-shape Hotpoint kitchen. Salesman Jack Bruck, shown in the 
background with a prospect, is showing a dishwasher. 





PREPARING for the second sale, V. J. Morris, above, blends his radio consoles with 
floor and table lamps and a line of leather lounge chairs. It makes for atmosphere 
and comfort—and for sales of these items. 


range view toward each sale, makes 
them want to give satisfaction to such 
an extent that the customer will be- 
come a “regular”. The second sale, 
whether or not the same salesman 
handles it, returns a profit to everyone 
on the staff. 






FEBRUARY, 








BETWEEN GROUPS of appliances along the wall, Morris has 
created these tiers for displaying small radios and traffic 
appliances above is Hugh Cassell. 


Morris’ policy of preparing for the 
second sale puts considerable emphasis 
on the type of credit offered and the 
way in which the time payment con- 
tract is handled by the store. He 
knows that many appliance dealers 

(Continued on page 171) 
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4 Sales Per Customer 


“W’M hungry, I’m ambitious, I’m 
broke.” That was the way Wil- 
liam Paull approached a distribu- 

tor in Duluth, Minn., some 20 years 

ago. “If you consign me some mer- 
chandise, I’ll sign an embailment con- 
tract.” 

The distributor took the chance, and 
William Paull launched what was to 
become the Credit Sales Co., 22 E. 
Superior St. in Duluth, one of that 
city’s retail appliance outlets today. 

Truth was, that distributor was 
taking no great chance with William 
Paull. He had started work in the 
service départment of a radio dealer, 
and had gradually become aware that 
it was the salesman who made the 
money. So he started selling and 
earned around $60 a week as a peddler 
while he was attending the University 
of Minnesota. The Credit Sales Co. 
was founded on the precept that a big 
ticket item is something that must be 
sold on time. The whole place is engi- 
neered to make it easy for the customer 
to come in and make those payments, 
and see a lot of attractive stuff as he 





IT’S THE WAY the people on these cards come back to make repeat sales that 
interests William Paull. 
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COMING INTO THE STORE to make a payment, you have to walk past all these washers and radios. 


No use working the appli- 
ance business on a one-shot 
basis, says Duluth dealer 


comes and goes. Even the location at 
22 East Superior St., is in a working- 
man’s district. 

“T realized that Duluth is a working- 
man’s town, so I have shot for that 
level,” declares Mr. Paull. “We split 
our stock between the entertainment 
and useful items. Our major stock con- 
sists of radio, washers and refriger- 
ators. In radio, we stick to the big 
names or bargains.” 

William Paull writes his own adver- 
tising. He has had two or three people 
take a crack at it, but they cannot get 
the zingo that he thinks will get re- 
sults. He likes classified display as a 
puller. Anybody coming actively on 
the market for an item in the working- 
man’s class would like to get a bargain. 
The classified is the bargain spot of 
this town and they read it, hence are 
caught by the display classified. 

He clips half a dozen newspapers for 
good ideas and promotion. His trained 
eye permits him to spot usable stuff. 

The store has ten service men, re- 
pairing or installing. 

(Continued on page 170) 
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Determined that when television comes they won't be beset with the service and installa- 


tion problems that have plagued other new market areas, Kansas City’s electronics industry 


is even now sending its best technicians to a cooperative training school 








By GRIER LOWRY 


JHAT’S going to happen when 
‘ Kansas City, Missouri, gets 
television sometime this spring ? 
If the experience of other cities 
which have suddenly become video 
market areas is any indication—and it 
is—several highly interesting events 
will take place. The consuming public 
will display an overwhelming interest 
which will result in (1) at least two 
broken plate glass windows on open- 
ing night, (2) crowded show rooms in 
department stores, dealer and distribu- 
tor buildings, and (3) tremendous sales 
—at least during the first few weeks. 
Here is where the Kansas City 
branch of the radio industry hopes that 
the pattern will break. In some other 
market areas the next event has been 
a sudden flourishing of installation and 
service problems with which they were 
unable to cope. 


inwne 


Kansas City began to get ready in 
the fall of 1947 when a dealer-distribu- 
tor meeting was called to discuss the 
coming of television. Nothing concrete 
came out of it, but it did inspire some 
serious thinking about service. 

Today 60 seasoned radio service 
engineers are going to school. They 
are all members of a new organiza- 
tion, Television and Radio Technicians, 
and they are all taking a 42-week 
course which meets two nights every 
week, And they were chosen for the 
school not because they are inexperi- 
enced or mediocre, but because they are 
standouts in training, aptitude and 
character. 

The school is the result of the efforts 
of four men who are determined that 
television will have a fitting debut in 
Kansas City. 

This quartet of realists, taking the 
solid position that highgrade installa- 
tion and servicing are prime ingre- 
dients to the successful introduction of 
television, moved, seconded and carried 


a resolution to formulate an educa- 
tional program designed to elevate the 
professional level of Greater Kansas 
City radio servicemen. A more im- 
mediate concern existed in preparing a 
professional nucleus of trained tele- 
vision specialists with a definite train- 
ing program. 

So they formed Television and Radio 
Technicians (T.R.T.) and gave it the 
tollowing primary objectives: 


1. To “improve the status of service 
groups through education and association.” 

2. To prepare for radio’s newest wrinkle 
—television—with an approved course of 
study. 

3. To function as an employment agency 
for distributors and dealer organizations 
seeking reliable additions, or replacements, 
for their technical staffs by separating good 
radio servicemen from the bad. 

4. To keep membership in T.R.T. open to 
members of the industry who meet certain 
technical and ethical standards, and to ac- 
cept apprentices for association membership 


(Continued on page 160) 





The two partners in 
Co., 
Nashville, Tenn., unconven- 


Southern Appliance 


tionally display rebuilt re- 


frigerators next to new ones, 
but sell 18 to 25 old units a 
month at a 20 to 30 percent 
profit on each sale 


rT conc is no reason why the re- 
conditioning and resale of trade- 
in refrigerators should not be 
profitable, according to Paul Y. Rich- 
ardson, and Walter C. Tune, Jr., 
partners in the ultra-modern Southern 
Electric Appliance Co., at 407 Church 
St., Nashville, Tenn. 

Southern Electric Appliance Co. 
sells an average of between 18 and 25 
reconditioned refrigerators every 
month in the year—and has been doing 
so for more than 2% years. More im- 
portant, all reconditioned boxes which 
move out of the showroom show an 
average profit of between 20 and 
30 percent—profitable extra revenue 
which the partners credit entirely to 
maximum economies in handling, re- 
conditioning, and the maintenance of a 
large, well-staffed repair shop. 


Post-War Venture 


Senior partner Richardson was for- 
merly a major appliance buyer at a 
Chattanooga, Tenn., department store, 
and as such, learned a lot about trade- 
in handling before the war. He opened 
up Southern Electric Appliance Co. 
during the closing years of the war, a 
bad time from a sales standpoint, but 
as Mr. Richardson emphasized it, a 
perfect time for setting up a service 
organization. “We've been selling 
service since the day we opened the 
doors,” Mr. Richardson said, “cover- 
ing everything from small electric ap- 
pliances like toasters, waffle irons, etc., 
up to complete rebuilding and recon- 
ditioning of refrigerators. We knew 
that parts and service could be profit- 
able, build the basis for appliance sales 
in the future, and therefore, have 
merely extended our service operations 
now to cover reconditioning and resale 
of used refrigerators.” 

The Southern Electric shop, al- 
though it is located in the heart of the 
downtown Nashville shopping district, 
is one of the largest and best-staffed 
in the South. On the payroll are five 
expert mechanics, all specialists in par- 
ticular types of appliance repair, who 
give not only warranty maintenance 
service, repairs for walk-in customers, 
but “go outside” on refrigeration serv- 
ice calls. Because of the heavy volume 
of service calls which the store experi- 
ences, Mr. Richardson and Mr. Tune 
have set a very nominal rate, of $1.50 
per hour on appliance repairs, plus 
parts, and $2 an hour “outside” plus 
parts. The shop, which occupies most 
of the rear of the company, maintains a 
parts inventory of $1500 at all times, 
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WALTER C. TUNE on left (selling customer with hat) and Paul Y. Richardson on right with two of the beautifully recon- 
ditioned trade-ins which occupy the left half of the store. 


Money in Rebuilts 


which includes those for almost every 
leading make of refrigerator known. 
Volume of repair service is split about 
50-50 between “shop work” and out- 
side service, according to Mr. Rich- 
ardson. All charges to be made on 
small appliances brought in by cus- 
tomers are handled on an estimate 
basis, either partner examining the 
appliance when brought in, and making 
an estimate charge to which the store 
sticks religiously, even if unexpected 
expenses turn up. 

“Being able to offer prompt service 
on all types of appliances has been ex- 
tremely profitable for us,” Mr. Rich- 
ardson said, “to the point that we have 
never had to set aside a definite amount 
for warranty maintenance on any ap- 
pliance we sell. We keep the service 
department on the books as a whole, 
and lump profits and expenses to- 
gether.” 

Most profits, according to the part- 
ners, come from outside work. “Keep- 
ing all five men busy has provided in- 
come enough to support the shop, pay 
five salaries, advertising and operate 
a string of trucks,” Mr. Richardson 
says. “We have been able to keep the 
department profitable by hiring a dis- 


1949 


patcher whose job is to route the trucks 
so that all service calls are located in 
the same area whenever a truck begins 
on the job, keeping them well-stocked 
with an inventory of repair parts 
which does away with return trips to 
the shops, etc.” 


Trade-Ins Displayed 


With that kind of background, it has 
not been hard for Southern Electric 
Appliance Co. to keep trade-in refrig- 
erators profitable. There are always 
anywhere from six to a dozen on dis- 
play in one of two large showrooms 
which the firm maintains on downtown 
Church St. Mr. Richardson pooh-poohs 
the theory that reconditioned refriger- 
ators should be “displayed separately 
from new appliances.” “We show our 
trade-in boxes right next to our brand- 
new stock,” he says, “and quite often, 
we have sold new refrigerators to 
people who are originally attracted by 
the lower prices of reconditioned boxes. 
I don’t believe that showing trade-ins 
alongside new boxes detracts anything 
from the glamor of the new appliance; 
in fact, I believe that the contrast adds 
something to the appeal of the new 
refrigerator. At any rate, we have 


quite frankly ‘capitalized on showing 
the two side-by-side.” 

When a woman customer looks at a 
$100 trade-in box, and a brand-new 
model at $219.50, for example, side-by- 
side, it is not unusual for her to change 
her mind, and budget her purchasing to 
allow for the new unit, the partners 
have found. Therefore, the “junkroom 
atmosphere” quite often associated with 
trade-in refrigerators is nowhere pres- 
ent with the southern firm. 

As stated earlier in the article, the 
Nashville dealers show a profit of from 
20 to 30 percent on every trade-in 
refrigerator. Maintaining this is no 
“black art” according to Mr. Richard- 
son. “It’s merely a matter of having a 
crew of top-notch mechanics who don’t 
waste time or expense in putting a box 
in resalable condition,” he says, “plus 
exercising maximum economy in de- 
livery, allowances, etc.” 

Either Mr. Richardson or Mr. Tune 
does the buying, making a definite 
allowance which is based on the prob- 
able re-sale price of the box, plus the 
cost of reconditioning it. “At this 
point a lot of dealers go wrong,” Mr. 
Richardson said. “The dealer must 

(Continued on page 164) 
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FI RST in home furnishings 
electrical appliances, building 
television sets and musical ins 


by alead 


$3,282,725 


EXPENDITURES FOR ADVERTISING OF HOME FURNISHINGS, HOUS- — 
ING EQUIPMENT, ELECTRICAL APPLIANCES, BUILDING MATERIALS, 
RADIO AND TELEVISION SETS AND MUSICAL INSTRUMENTS, IN” 
EACH CHICAGO NEWSPAPER, RETAIL AND GENERAL COMBINED. ~ 


FIRST 11 MONTHS 1948 


CHICAGO TRIBUNE 
$4,822,953 
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ine charts make plain the conviction of man- 
ufacturers, distributors and retailers that the 
Tribune is the Chicago newspaper which reaches with 
greatest effectiveness the people who do the bulk of 
the buying here of home furnishings, housing equip- 
ment, electrical appliances, building materials, radio 
and television sets and musical instruments. These 
advertisers increased the Tribune’s lead over the 
second newspaper from 50.2% in 1941 to 213.1% 
in 1948. 

With this one newspaper’s full market circulat.on, 
your promotion takes best advantage of the broader 
distribution of spendable income thruout Chicago 
and suburbs. Daily and Sunday, the Tribune reaches 
hundreds of thousands more families than other 
Chicago newspapers. 


In addition, the Tribune has regional influence 





14.6% 16.6% 12.9% No Issue 0.1% 
1948 1941 1948 1941 1948 








which builds consumer favor and dealer support 


thruout the 242-county greater Chicago market. In 
this market, there are 756 cities and towns of 1,000 or 
more population. On weekdays the Tribune is read by 
better than one out of every three families in these 
756 communities. On Sundays, close to three out of 
five read the Tribune. 

The Tribune rates first with sales managers because 
it rates first with their salesmen. It gets the call with 
salesmen because it is tops with retailers. From ex- 
perience, the people at the point of sale know that 
hard lines move faster here when they are backed with 
adequate schedules in the Chicago Tribune. 

Ask a Tribune representative to co-operate with 
you in planning your Chicago promotion to deliver 
more of what you want this year and build solidly 
for the future. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


CHICAGO TRIBUNE REPRESENTATIVES: A. W. Dreier, 810 Tribune Tower, Chicago 11; E. P. Struhsacker, 220 East 42nd St., New York City 17 
W. E. Bates, Penobscot Bidg., Detroit 26; Fitzpatrick and Chamberlin, 155 Montgomery St., San Francisco 4; also, 448 S. Hill St., Los Angeles 13. 
MEMBER: AMERICAN NEWSPAPER ADVERTISING NET WORK, INC., FIRST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


| NOVEMBER AVERAGE NET PAID TOTAL CIRCULATION: DAILY, OVER 970,000—SUNDAY, OVER 1,625,000 
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Aubinoe-Edwards-Beery, Washington, D. C.— Architects 


328 OF THESE 
KITCHEN SENSATIONS 
SOLD AT ONE CRACK 








1 Ab-New 1949 Farcaire tn my om 


®@ In Washington's beautiful new DuPont Plaza Apartment Hotel . . . 328 of 
these gleaming Pureaire Kitchens have been installed by Alvin L. Aubinoe, 
prominent Eastern architect-builder. 

All were sold at one crack—a whale of a sale .. . a bonanza . . . no matter 
how you look at it. 

Dream of yourself making a DuPont Plaza Deal! . . . Wherever new apart- 
ments are being planned . .. wherever there are apartments that may be remodeled 
into smaller units, you have a good opportunity of cashing in on such a bonanza. 

Architects, builders, landlords . . . everywhere . . . are prospects for 
Pureaire—the Kitchen Sensation that’s only 48 inches wide . . . takes 
only 8 square feet of space ... that opens up limitless possibilities for 
remodeling . . . for increasing rentals. 

Let us show you how others have sold Pureaire 

so successfully during the past 20 years... 

P pictures of typical installations in apartments, 

See Us at Chicago" | multiple housing units, motels, homes and in- 

Drop is on 8 aehibit 18, Na- stitutions . . . typical floor plans. . . specifications. has's]35 Oven 

‘leas! ‘Home Builaerevens. Appliance Division 3 — ©atures ‘lar 
Feb. 20-24 38 | PARSONS CORPORATION ¢ ‘TRAVERSE CITY, MICHIGAN §& 4 











i 
Appliance Division, Parsons Corporation 
Traverse City, Michigan Dept. D-2 
Gentlemen: Kindly mail at once your free Brochure showing typical 


installations and floor plans for Parsons Pureaire Kitchens, as well 
as full dealec particulars. 


Name 





| Send for our FREE Brochure— 


a 
Street — Clip and Mail Coupon Today! 





City-State 
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lighting fixture. 


MRS. NAIMAN, WHO ARRANGES THE DISPLAYS and does the buying for the shop, points out to a group of tourists the workings of an elaborate 
The store carries a stock valued at $30,000. 





The Luxury of Lighting 


Handling light fixtures exclusively, Nai- 
man & Co., of Asheville, N. C., makes a 
specialty of appealing to the tourist trade 


OST of the appliance dealers in 
M Asheville, N. C., a city of ap- 

proximately 55,000, cater to 
the home trade, and business is good 
the year around. But from April 
through October, Asheville is a mecca 
for thousands of tourists and at least 
one dealer in that mountainous Caro- 
lina city has built his business almost 
exclusively for the transient trade. 

Sol Naiman sells nothing but light- 
ing fixtures and he has been selling 
them for 29 years. In the sturdy build- 
ing which Naiman & Co., occupies at 
33 Haywood St., there are hundreds of 
lighting fixtures of all kinds, including 
almost every variety and design imag- 
inable from stately floor lamps to the 
trickiest boudoir and bed lamps. 

Mr. Naiman’s merchandising policy 
and his method of conducting his busi- 
ness are unorthodox in the extreme but 
it nets him an average annual income 
of $30,000 to $35,000. Obviously, such 
an amount resulting from the sale of 
electrical fixtures alone—with other 
types of appliances not involved—is 
slittle short of phenomenal. But it is 
)just such unique merchandising meth- 





ods as those employed by Mr. Naiman 
which account for his success. While 
he has no set rules in his program of 
selling, Mr. Naiman feels that the suc- 
cess of his business is due to an ad- 
herence to five major principles. 


Business Fits Customer 


First, he fits the business to his cus- 
tomers. 

“We consider this is a straight lux- 
ury business,” Mr. Naiman declares. 
“Therefore, we owe the best to our 
customers. In other words, we con- 
sider that the public gives us a com- 
fortable living and we ought to protect 
the public. This we try to do in many 
ways, in price, in stock and in service. 
We sell lighting fixtures to New York- 
ers as well as to Floridians and we 
get orders from all over the country. 
Naturally, most of these orders come 
from tourists who have visited our 
shop at some time in the past. 

“So we cater to the tourist. Our dis- 
plays are worked out to appeal to him, 
our location here is purposely placed 
right in the center of the tourist area— 
within a block or so of five leading 
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Asheville hotels; our buying is done 
with a sharp eye on the trend in other 
parts of the country, and our entire 
business organization is keyed on a 
national rather than a local basis.” 

Second, he has one price only. 

At the time a new fixture comes in, 
Mr. Naiman determines the selling 
price of the article, marks it on the tag 
and the price thereafter is never 
changed. 

“There’s only one exception we make 
in this respect,” says Mr. Naiman, 
“and that is, sometimes the fixture isn’t 
worth what we can get for it, so we 
knock the price down. That’s one way 
we protect the buying public. Another 
is in the fact that we watch national 
prices pretty closely. At the time we 
receive new fixtures, they are priced in 
accordance with the prices throughout 
the rest of the country, rather than by 
what we can get for them locally. By 
sticking to the one price only policy, we 
often undersell other sections where 
prices fluctuate. The customer who 
buys a lamp from us one summer for 
$25 may come back the next summer 
and find the same lamp at the same 
price.” 


Not Interested In Profits 


Mr. Naiman’s reason for the one 
price only policy is that, frankly, he is 
not very interested in making a high 
profit. 

“T came to Asheville 29 years ago for 


my health,” he explains. “My wife and 
I run this business, our children are 
grown up and aren’t with us any more, 
and we really have no reason for want- 
ing to compile great profits. All we 
want is a comfortable living and we 
put all of the profits back into the busi- 
ness so that it is the customer who 
benefits. 

Third, he carries a complete stock. 

Because he puts the profits back into 
the business, Mr. Naiman is able to 
maintain a constant stock valued at 
about $30,000. Mrs. Naiman, who does 
the buying for the shop, makes a trip 
to New York twice annually to buy 
stock approximately eight months be- 
fore delivery date. 

“The stock she buys is always sal- 
able,” explains Mr. Naiman, “because 
she never buys anything that goes out 
of style. We aren’t interested in novel- 
ties. Basically, there are only two 
rooms in a house which need fixtures 
and we keep this in mind always. Good 
buying is an important factor in our 
business—in fact, the most important, 
because in the lighting business, you’ve 
got to have the stuff when people want 
it, yet your inventory must be right at 
all times.” 

The storeroom of Naiman & Co., 
contains dozens of bins, properly 
tagged and numbered, with duplicates 
of the fixtures in the display rooms. 
Incidentally, each fixture on display 

(Continued on page 100) 
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MODEL 
FM 10S61 
10-INCH 
OSCILLATING 


$1625 


*Including Federal Excise Tax. Price 
subject to change without notice. 
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General Electric presents... . 


ITS BRAND-NEW FAN-with 
MANY ERKAND-NEW features/ 











HERE’S A FAN—a G-E Fan—completely redesigned to 
make these fans better than ever before! 


A fan so QUIET that you are conscious only of the 
movement of cooling air—even when your ear is a bare 
six inches away! (That’s just one feature.) 


A fan that’s streamlined. A fan whose oscillating 
mechanism—completely redesigned! —is concealed in a 
single, gleaming, cartridge-like plastic housing. Dirt 
and dust are locked out. 


A fan whose big, quiet G-E blades swoosh up great 
volumes of cooling air . . . and they are quiet, too, be- 
cause they are cushioned on rubber! 


A fan with a new, refreshing color —‘“‘Mist-Gray”— 
pretested and selected by consumer panels in six dif- 
ferent cities! 


Here, in short, is a shot-in-the-arm to the world of 


electric fans! A fan so good-looking, so full of new fea- 
tures, so modest in price that it will SELL and SELL to 
people of every price bracket! 


It’s got the WARRANTY! 


Finally, this new-and-beautiful fan carries the famous 
General Electric Warranty. The warranty that really 
says something! 


Tell your customers this: “‘If anything about this fan 
fails to perform perfectly, bring it back! Wherever 
practicable you'll get a new one, instantly. No waiting 
in hot weather for ‘factory repairs.’ This warranty is 
good for one year from date of purchase, but so well- 
built are G-E Fans that not 1 in 100 are ever returned 
for service!”’ 


THAT, brother, is a warranty! General Electric Com- 
pany, Bridgeport 2, Connecticut. 





fan. 


Place it on any flat sur- 
foce...0... 


...a twist of the wrist 
turns it into a perfect wall 


* 






NEW floor model! 
Adjustable at 28", 35", 
44"— or anywhere in be- 
tween! 

















me 
REMEMBER THE BEAUTIFUL NEW LINE OF GENERAL ELECTRIC FANS YOU SAW 
AT THE HOUSEWARES SHOW IN CHICAGO? WELL...IS YOUR ORDER IN? 
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ERS 


who want the benefits of 


ELECTRIC COOKING in Summer 


and the comfort of 


COAL-WOOD COOKING-HEATING 


in Winter 





«5 gan 


y/ Yen's PRINCESS 


Electric, Coal-Wood Range 


Cook Electrically in Summer 
Cook with Coal or Wood 


in Winter 











COMPACT 
40” of Floor Space 


LARGE COOKING CAPACITY 
FULL PORCELAIN OVEN 


HI-SPEED OVEN 
Heating Unit 


PYROFLEX 5-SPEED 
Non-warping Surface Units 











““FUEL-MISER“’ 
CONSTRUCTION 


BACKED BY 

A Promotion Plan including 

Newspapers, Radio, Direct Mail 
Displays and Demonstrations 





JINALL I 

Small & Schelosky Co. 
Evansville, Ind. 

Mascon Distributors, Inc. 
Springfield 7, Mass. 

Plymouth Electric Co. 
New Haven, Conn. 

Upstate Distributors, Inc. 
Syracuse 8, N. Y 

The Steinman Hdwe. Co 
Lancaster, Penns,lvania 

H. A. McRae & Co., Inc. 
Troy, New York 


Harper & Mcintire Co. 
Ottumwa, lowa 
Motor Power Equipment Co 
St. Paul, Minnesota 
Wyeth Company 
St. Joseph, Mo. 
Lappin Electric Co. 
Milwaukee 3, Wisconsin 
Rudning-Robertson Co 
Sioux Falls, $. Dak 
Larson Company 
Fargo, N. Dak 
Appliance Wholesalers 
Portland 9, Oregon 


Stratton-Warren Hdwe. Co. 
Memphis, Tennessee 

Georgia Appliance Co., Inc. 
Atlanta, Georgia 

French Nestor Co. 
Jacksonville, Fic. 

Richmond Hdwe. Company 
Richmond, Virginia 

J. R. Hunt & Co., Inc. 
Baltimore, Maryland 

Southern Radio Corp. 
Charlotte, N. C. 

Ryon Radio & Electric Co. 
St. Louis, Mo 


Yes, send me complete details—literature and franchise information 
on Dual-Duty Ranges... Dept. EM-2 








Firm Name 


Address 


 — : —__- ae 
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FIRST DISPLAY of electric heaters ever encountered by ELECTRICAL MERCHAN- 
DISING, Joslin’s in Denver, in 1946. 


Fear of Fuel Shortages 


Booms Heater Sales 


Power shortage is appar- 
ently no restraining factor 


AFFECTED by the swirl of events 
publicized in the newspapers, the 
electric heater seems to be reaching its 
all-time peak in sales this winter, ex- 
perts say. This table appliance, whose 
forced air model appeared on the mar- 
ket only 17 years ago, has become the 
beneficiary of three trends: 

(1) The widely advertised short- 
age of oil and the threat of rationing 
or chilly homes in the forthcoming 
winter. 

(2) The high price of coal and the 
unrest and uncertainty caused by John 
L. Lewis’ periodic strikes, 

(3) Stimulative fruits of an educa- 
tional campaign that has taught peo- 
ple to warm breakfast nooks, bath- 
rooms and other corners of the house 
where there are children or old people. 


Only fly in the ointment is the pos- 
sibility of a power shortage. Ap- 
proximately half of the country’s 
utilities are said to be affected. Ob- 
viously, the electric heater boom is not 
going to be aided and abetted by any 
publicity or promotion from the utili- 
ties who are already being forced to 
tell their commercial customers that 
they may be affected during cold 
weather. But on the other hand, the 
utilities can’t very well dissuade do- 
mestic customers from using plug-in 
appliances. 

“The housewife is notoriously un- 
responsive toward this sort of appeal,” 
said a utility spokesman. “During the 
war when the government asked house- 
wives not to hoard any particular 
food item, that was the signal for a 
rush to the store to gobble up that 
particular tidbit. I think that if the 
utilities ask housewives to lay off 
plug-in heaters, they would figura- 
tively put their thumbs to their noses.” 

(Continued on page 88) 






AT FURNITURE MART Chicago, first mass display occurred in 1947. 
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FOUR REASONS | 


Why you will want the NEW 1949 
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lay off Increase Your Summer Profits—Build extra Complete Line — New desk fans... new finishes 
figura- , store traffic and more profitable fan sales, 3 +..new window and attic fans... powerful air 
noses.” next summer, by featuring nationally known circulators ... dependable ceiling fans... kitchen 
) aie Emerson-Electric Fans. ventilators and exhaust fans. Assure satisfaction 


wii fan f ry air moving job. 

Five-Year Factory-to-User Guarantee— Your woe nse: eens ee 
fan customers will look for this assurance Sales Promotion Program—The Emerson-Electric 
Pf of built-to-last quality. It’s a eo selling & Advertising-Merchandising program directs fan 
point .,. with acknowledged consumer- buyers to your store. An extensive advertising cam- 
acceptance recognized by retailers from paign plus free sales helps spotlight your store as 
coast to coast. Headquarters for top values, Emerson-Electric Fans. 


THE EMERSON ELECTRIC MFG. CO. 
St. Lovis 21, Mo. 
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IT’S FORCED AIR 


| for Superflame and other 
oil heaters. 
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GREAT MEW 





THE SENSATIONAL NEW 


Superfan 


PORTABLE BLOWER 


Destined to be 
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1949’s FASTEST SELLING COUNTER APPLIANCE! 


SUPERFAN opens an entirely new, year- 
around field of profit opportunities for you! 
Its smart new styling, unique new features, 
all-around versatility and its countless year- 
around uses for homes, offices, schools, hos- 
pitals, shops, etc., give it a universal appeal 
to all classes of customers. 


SUPERFAN is an all new, vastly superior, 
portable, forced air blower. It circulates 


FEBRUARY, 






INC. 


cooling comfort in summer and distributes 
comforting heat in winter. It brings in re- 
freshing outside air. It exhausts heat and 


odors. 


SUPERFAN gives you a year-around mar- 
ket that eliminates the dead inventory 
problem you face with ordinary electric 
fans. Be a SUPERFAN dealer! Write today 


for details! 





* ALBERT LEA, MINNESOTA 
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THE SENSATIONAL NEW 


duperflame 


COMPANION RANGE 


IT HEATS! 


IT COOKS! 





The Companion Heater 











TO MODERN GAS AND ELECTRIC RANGES 


The new SUPERFLAME COMPAN- 
ION RANGE is 1949’s newest and 
greatest sensation in the heating ap- 
Pliance field. It is a completely NEW 
Oil Burning Combination range, 
styled to match modern gas and elec- 
tric ranges and designed to keep cold 

tchens warm. Replaces yesterday’s 
old fashioned, untidy cook stove and 
adds the equivalent of 2 burners of 
extra cooking space 


ELECTRICAL MERCHA 


NDISING—FEBRUARY, 


SUPERFLAME COMPANION 
RANGE in gleaming white porcelain 
and enamel finish meets a definite 
need for heat in kitchens of homes, 
apartments, cabins, cottages, trailers, 
etc., in both city and rural areas. It 
will adequately heat up to 3 rooms in 
coldest weather. Can be equipped with 
water coil for water heating. 


Find out how this sensational NEW 
heating appliance will build profits 
for you in 49! Write today! 
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WRITE TODAY 
FOR COMPLETE 


INFORMATION 


QUEEN STOVE WORKS INC. 


DEPARTMENT E2 
ALBERT LEA, MINNESOTA 
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RECESSED BASE 
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COOKING TOP 
equivalent of 2 extra burners 
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YOU'LL AGREE 
when you see the 


that GREATER PROFITS and 
STEADY SALES can be YOURS! 


Compare and prove to your own satisfaction that here indeed is the 
finest-built, lowest-priced line of fans on the market. They’re all 


new! and better than ever! Handsome design . . 


tion . . . increased performance . . 


« Stronger construc- 


. added safety features . . . new 


uses .. . Certified Ratings! Yes! Compare and you'll agree that LAU 


TNE! 


is “The Finest Line oa a .: 


soo 


ETE NEW LINE 
Crane FANS 


.-- Quick vn Easy to Install 


PANEL UNITS 


New style construction makes the Panel 
Unit stronger than ever. The outstanding 
fan for homes, stores, factories and many 
other worthwhile applications. With 
these added features, “Niteair” is the best 
buy on the market. Four sizes 30”, 36”, 42” 
and 48” with discharge capacity for every 
need. 


WINDOW FANS 


Here’s the easiest Window Fan to install 
that can be bought. Thousands of people 
the country over were amazed at the won- 
derful results obtained so quickly and 
economically. Thousands more WANT 
them this year. Perfect for homes, apart- 
ments, offices. Now, NEW .. . IM- 
PROVED! Two sizes, 30” and 36”. 


RANCHER 


An outstanding new addition to the 
famous LAU fan line. The “Rancher” 
especially designed for homes of low- 
pitched roof construction. Tops in effi- 
cient cooling. Quick . .. easy .. . eco- 
nomical to install and operate. Mounted 
horizontally to discharge upward and out- 
ward. A complete Package Unit with 
superior features. Sizes, 30” and 36”. 


PORTABLE 





Fear of Fuel Shortages Booms Heater Sales 





While the radiant bowl type of elec- 
tric heater for the home goes way back 
to the World’s Fair in 1893, the fan 
forced air type had its beginning in 
1931. Indianapolis is the town which 
first saw this product. In 1931 1,000 
800-watt models were sold to the pub- 
lic there with such success that the 
business has spread out gradually 
across the country. 

The South, with poorly insulated 
homes and intermittent cold spells, was 
the first portion of the country to 
adopt the electric heater en masse. In 
fact, in Florida recently one utility 
had to ask its customers by advertis- 
ing to buy oil burning heaters because 
the load created by electric ones was 
greatest at the wrong time of day. 

Almost without notice the sale of 
fan forced electric heaters has spread 
across the country. Four years ago 
there didn’t exist, to the knowledge of 
ELECTRICAL MERCHANDISING, a single 
photograph of a display of them. In 
fact, there was a tendency on the part 
of dealers to treat heaters as they 
did fans, and demand consignments so 
that they would have stocks on hand 
for the day when suddenly dropping 
thermometers brought customers on 
the run, just as hot days bring fan pur- 
chasers out on the look. 

At the present moment electric 
forced air heaters are getting away 
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from the short period idea. Some 79 
percent are sold in the cold months, 
and 30 percent in the spring, accord. 
ing to Gordon T. Ritter, vice-president 
in charge of sales for the Noblitt. 
Sparks Co., Columbus, Ind. Mr. Rit. 
ter holds that fully half of the 1,865,600 
heaters and radiators which Etec. 
TRICAL MERCHANDISING tabulated as 
sold in 1947 were the forced air type, 


Public Is Being Convinced 


With the education of the public 
settled on the belief that a home should 
have one or more heaters in it, as 
fuel savers, and the understanding that 
it is likely to be used possibly as a hair 
dryer, a clothes dryer, as well as a 
warmer-upper for the bathroom or 
breakfast nook, promotions are be- 
ginning to blossom the country over, 
This, plus the fact that elaborate 
enough heaters are appearing on the 
market to get them out of the cash 
and carry class, is lending itself to 
elaborate promotion. Gimbel’s in 
New York, by selling 1,300 in two 
days during the war, called attention 
of the public to the fact that the electric 
space heater was a gadget that could 
be used along with the oven in the gas 
range in the heating up of a home 
when coal is scarce and oil unobtain- 
able. This fall will see many such 
promotions. End 





Separate Store 
Increases Traffic 


INCE the electrical department of 
the C. C. Anderson Co. of Boise, 
Idaho, moved into separate quarters 
with its own ground floor entrance, 
business has improved markedly. Best 
argument for the location of an ap- 
liance department in the midst of other 
departments in a large store is that 
traffic is good, but R. K. Shelton, 
manager of the department, so ar- 
ranged matters that traffic in the new 
location was definitely increased. 
His method for doing this was to 
refuse to take names in advance for 
scarce appliances. Sales were definitely 
placed on a first come, first served 
basis, The result has been that cus- 
tomers return again and again to see 
whether or not the article in which 
they were interested has arrived. One 


item, with emphasis on the 100 cu. ft. 
box. The great problem here as else- 
where in the country, is to find space 
for the installation. Basements are not 
common, with the result that not in- 
frequently a shed must be built in the 
yard for housing the new appliance. 

Evaporative coolers are also popu- 
lar. This is an attractive item to 
handle, as there are no servicing prob- 
lems, and no trade-ins, though each 
year there is some sale of pads and 
some repeat business. 

Dishwashers are ‘acceptable, but 
present the hazard of installation costs 
and inconvenience. Best opportunity 
in this field, in Mr. Shelton’s expe 
rience, is in the field of the new house, 
where combination sinks can be sold. 


End 


ELectrico® 


The all-around marvel, the 18” “Portable,” 
has been put to an improved use as a 
window fan. Besides its many other uses 
on tables, floors, transoms, etc., it has 
been equipped with plastic adjustable 
side expanders that permit a wonderful 
operation in any window. Add up all the : : 
fine improvements in the Lau fan line the morning to tell them that it would 
and compare! not be worth their while to wait. 
; o On items which are abundant, a 
Write Today—Dept.""M”’ P ° ° ~) ae 
tor Complete Information good deal of the selling is done in the sy : 
field. Salesmen are paid a 5 percent mane 


commission, with a $175 guarantee. 
As the volume of business ‘runs 
TH 3 LA 1 B LOWE RCompany around $28,000 per month, the three 


DAYTON 7. OW!IO. U salesmen can readily make up to $500 


WORLD'S LARGEST MANUFACTURERS OF FURNACE BLOWERS each on a 5 percent basis. 
Home freezers have proved a good 


day when a rumor got about that a 
shipment of scarce items was expected, 
customers lined up at dawn. Unfor- 
tunately the rumor was false and Mr. 
Shelton, hearing of the queue of wait- 
ing customers, came down at 7:30 in 


APPLIANCES 














“IT HAS THREE SPEEDS—LOW, MEDIUM 
AND TYPHOON.” 
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maa. Now, here’s the new Leadership Line maginG . 
PHILCO Advanced Design for 1949 Woe 








FROM PHILCO 














The first true 
“Down to the Floor’ 
Refrigerator 


Yes, it's new, brand new! A refrigerator with a full- 
length door that for the first time makes full use of 
the normally unoccupied space above the floor. Not 
limited use—not just for fruits and vegetables—but 
real refrigeration for ALL foods—a huge genuine 
addition to refrigerator storage capacity. 


Up to 11.4 cu. ft. capacity 
in an 8 Foot Cabinet 


At last, a refrigerator that gives 
the absolute limit of capacity 
for the space it occupies in the 
kitchen. Yes, up to 422% in- 
crease in capacity without in- 
crease in size... up to 11.4 cu. ft. 
in the dimensions of an 8 foot 
cabinet. The secret is no wasted 
space... every inch a refrigera- 
tor, right down to the floor. 
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Not only more space but 
new ways to use the space 
...exclusive new features 
created by Philco engineer- 
ing... producing the most 
fully usable refrigerator 
ever designed! 








Freshener Locker 

Huge, high humidity refrigerated 
locker holds almost a bushel. For 
all kinds of foods, in large quan- 
tities or bulky sizes and shapes. 


Snack Box 


For cheese, spreads and snacks, 
or keeps full supply of butter 
ready to use. Prevents transfer of 
food odors to or from other foods. 






































A Revolution in 
Refrigerator Value at 
The Lowest Price 


For the first time, real service, real storage capacity... yes, 
ADVANCED features at the lowest price! It's a revolutionary 


achievement of Philco leadership in modern refrigerator design. 


A FULL WIDTH FROZEN FOOD COMPARTMENT 





A generous, full-width fully enclosed space for genuine frozen 
food storage. It's the feature that Philco first introduced to the 
industry ...now offered for the first time at the lowest price. 


1 CU. FT. CAPACiTy 





'N THE FLOOR SPACE OF & 


Yes, a full 7.2 cu. ft. of space...14 sq. ft. of shelf capacity, 
30% more than former models at the lowest price. All in a 
cabinet that occupies no more floor space than a four foot 
refrigerator of the past. 


It's the low price sensation of the industry for 1949... the 
revolutionary Philco 793... unequalled in features, in value 
and in promotional power. The biggest, most usable food 
storage capacity ever offered in its size and at its price. 
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the most complete and powerful Merchandising Line in Refrigerator History 


| Yes ‘e asi IT’S YOUR SALES AND PROFIT LINE FOR 194! 


Be sure to get the full story from your PHILCO DISTRIBUTOR 





| rine! 
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ITH a coffee cup swinging 
W icon his pinky, arms full of 
sugar, cream, spoons and other 
brewing equipment, a Hyland salesman 
| staggered out of his car the other day 
enroute to a Chicago retail store. He 
assembled the help, borrowed some 
water, and gave them a step by step 
education on the art of making coffee. 
While they sipped, stirred and chatted, 
they learned how to sell coffee-makers. 
It is by activities like this that the 
Hyland Electrical Supply Co., 700 W. 
Jackson Blvd., Chicago, is building a 
reputation on small or traffic appli- 
ances. 
Having started way back in 1918 in 
the electrical supply business, W. D. 
Hughes, M. C. Paradash, Charlie H. 
Weicensang and S. J. Rosenthal re- 
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History 


) Played by Eddie May of Sentinel. 
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‘Small Appliance Clinic 


Hyland’s, of Chicago, invites dealers and 
wives to see them presented by experts 





} WILLARD SCHWAB, Hyland’s traffic appliance special- 
} ist, talks to Fred Whitcomb of Whiting Freezer. 





FIRST PORTABLE TELEVISION and indoor aerial, dis- 











member the time when it is said they 
had to pull their conduits through man- 
hole covers into their tiny store at 
25 S. Desplaines St. 


The Start 


When Willard Schwab came to the 
company in 1937 from Philadelphia 
the firm had vague yearnings to get 
into the appliance distributing business. 

It was Willard Schwab who gave 
them a vision and a goal. He looked 
around Chicago, a tough town for the 
distributors, and saw that everybody 
was off at full cry aiter the major 
appliances. The manufacturers of 
small, or traffic, appliances couldn’t get 
attention anywhere. 

He put these facts up to the manage- 
ment: 


§ 
TRAFFIC APPLIANCE FAIR 


FIRST TIME in history an appliance distributor is put on the air, M. C. Coleman 
of Hyland says. 


1. The dollar volume of traffic appliances, 
added together, ran into a very considerable 
amount. 


2. Because of the diversity in jobs, traffic 
appliances avoided peaks and valleys. 


3. Because traffic appliances are not fran- 








STRICTLY FROM HUNGER, Bob Olin and R. H. Caugh- 
erty, Toastmaster, Chicago, eat some toast. 





C. W. GUMZ stops Schick shaving long enough to dis- 


play the advertising. 
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chised, a distributor is not limited to retail 
channels. 

4. With a lot of manufacturers and about 
2,250 retail outlets for traffic appliances, 
there was a great spread in liability. 

5. The distributor was not over a barrel or 
under pressure to perform. 


The Hyland management gave Wil- 
lard Schwab the green light, and he 
went about setting his firm up to be- 
come what he calls a kitchen specialist. 

The idea was to give the retailer 
who bought from Hyland the benefit 
of sales training and promotional aid. 
Up to that time much of this had to 
come direct from the manufacturer. 


Making “College Educations” Possible 


Now if you will talk to almost any 
distributor he will tell you that there 
is not spread enough in traffic appli- 
ances to throw in a college education 
with his sales. Willard Schwab saw 
there were manufacturers who were 
eager to cooperate financially to have 
this job done, and he discovered with 
a broad list of traffic appliances the 
strong ones could help to carry the be- 
ginner items. 

It became financially possible to op- 
erate a promotienal department like 
Hildy Graham’s in turning out every- 
thing from a telephone book ad to a 
stud horse bill for the retailer, all 
couched in snappy dialogue well suited 
to sell traffic appliances. It became 
feasible to have the men spend the ex- 
tra time in stores setting up displays, 
talking to clerks and even to the public 
at times. 

Today there are 18 men selling for 
Hyland, and none of them call on 
dealers: like the typical wholesale. man 
who runs over the want list, ruffles his 
catalog, chants like an auctioneer and 
gets out. You can ask a Hyland sales- 
man to get you a clerk or find a screw 
or widget, and chances are he will come 
up with something that is just what 
you are looking for. 

Hyland’s 18 salesmen are said to 
earn from $6,000 to $10,000 a year 
apiece or better, and work on a com- 
mission considered to be around 34 
percent. The firm is said to spend 
around 3 to 4 percent for promotional 

(Continued on page 165) 
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it shows you how to: 


Fit all range openings 
A quick selection chart shows the exact CHROMALOX 
Unit and Adaptor Rings you need to fit any electric range. 


Operate with a low-cost inventory 
All replacements are made from a few stock Units plus 


low cost Adaptor Rings . . . which means you can give 
“off the truck”’ service. 


Get more turnover and profits 
Housewives prefer CHROMALOX Units so you make easy 
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Lory, Pthigg Your Copy Today! 


Ask for Replacement Catalog RU-147 











sales. With quick and easy installations that fit, you can 
make more service calls and more satisfied customers 
every day. 


CH ROMALOX 


RC-30 


EDWIN L. WIEGAND CO, + 7525 THOMAS BLVD. + PITTSBURGH 8, PA. 





¢ 4 
$ EDWIN L. WIEGAND COMPANY , 
6 7525 Thomas Boulevard, Pittsburgh 8, Pa. ’ 
° Please send me my free copy of the new CHROMALOX RANGE UNIT § 
6 REPLACEMENT CATALOG RU- 147. é 
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How to Sell a Radio for Every Room 





CONTINUED FROM PAGE 13 


the dealers informed of what was cook- 
ing and what they were to do next. 
The dealers carried the selling ball. 
Everything depended upon the way 
they followed up the Association’s ad- 
vertising lead with their own ads, the 
way they used their windows to stop 
and interest passers-by on the street, 
and—by no means least—the way they 
followed up in actual on-the-floor 
selling. To the utility company, we 
assigned a supplementary job, that of 
using its advertising money, its win- 
dows, and its consumer set-ups to help 
merchandise the campaign.” 


Advance Planning in August 


The work began back in August, 
when the first of many meetings was 
held. In the Public Service Confer- 
ence Room, some 20 executives of 
wholesale, jobbing and distributor 
organizations gathered to hear an out- 
line of the rough plans, offer their sug- 
gestions, and work in harness with the 
New Orleans Radio and Television 
Dealers Association to put over the 
promotion with a bang that would 
shake every appliance cash register in 
town. 

Six days later, on August 25, 34 
executives and salesmen from these 
same 14 distributing companies met 





again. Here, the distributors’ sales. 
men learned all about the radio ip 
every room campaign, and about the 
part they were to play in putting it 
over. The wholesale salesmen were 
expected to be the liaison between the 
committee in charge of the promotion 
and each of the hundreds of dealers ip 
town who were taking part in it. Next, 
a meeting of the retail committee was 
held at Arnaud’s Restaurant. Twelve 


* ‘key’ retail executives from department 


stores, furniture stores, music houses 
and appliance stores met. They were 
supplied with advance details. George 
Marcuse, partner in the Radio Center. 
a large uptown appliance store, was 
elected chairman of the retail group, 
Then, on September 1, representa- 
tives from the three New Orleans 
newspapers and the six radio stations 
met with Association men at Interna. 
tional House to go over the advertising 
plans and to work out publicity details. 
They were told all about the Hartford 
campaign and shown what was to be 
done in New Orleans. Following that, 
the advertising and publicity committee 
met on September 8 over a noon lunch- 
eon. There, the 11 retail and wholesale 
merchandisers of radios mulled over 
ways and means to insure the coopera- 
(Continued on page 96) 
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Everybody is Happy with 


a Radio of Their Very Own! 


Did you ever see a home in which every member of the family wanted to listen to 
the same radio program? Of course not! Every one isan INDIVIDUAL...a different 
age... a different person with conflicting likes and dislikes. Naturally, each has per- 
sonal preferences in the choice of radio programs. 

Today’s the time to select an appropriate radio for every room in the house. Let Dad 
hear his sports and commentators. Auntie can listen to Bach and Beethoven, but it’s 
Boogie Woogie for Sis and Junior! 

Make yours a modern home with a radio in every room. 








a RADIO inevery room...aRADIO for everyone! 
RADIO AND TELEVISION DEALERS ASSOCIATION 
OF NEW ORLEANS 














KEYNOTES of the campaign were the cut-away house and the slogan which oP 
peared in all three of the Association’s ads, in dealer advertising and in dealer 
displays. The cut-away house caught consumers’ eyes in all promotional medic. 


FEBRUARY, 1949—ELECTRICAL MERCHANDISING EL 





3’ sales. 
radio in 
bout the 
utting it 
en were 
ween the 
romotion 
ealers in 
it. Next, 
ittee was 
Twelve 
partment 
ic houses 
hey were 
. George 
o Center, 
tore, was 
group. 
*presenta- 
Orleans 
o stations 
t Interna- 
dvertising 
ity details. 
- Hartford 
was to be 
wing that, 
committee 
oon lunch- 
| wholesale 
ulled over 
ie coopera: 
96) 


?* 
ti 


TON 








an which op 
hnd in dealer 
ional medic. 


NDISING 






TELECHRON FOUR-ALARM atvrtsin 
is making FOUR-ALARM families! 








“Telalarm Jr.” is the 











one for Brother, “Little Tel” is AY 
= it rings till he wakes, Sister’s choice “)) 
tho’ sleep he’d druther she thinks it ‘ n't ! 
has the nicest voice a , 
$4.95) //p 






Telechron’s “Sparkler” 
is Mother’s delight, 


with a dial so bright : 
it’s a light by night The one Dad picked 


($7.95) eS <a from our family 


is the chime-tone , 
alarm clock “Embassy” 
($9.95) 
ge e x. LA 
¢ 4 


/ 



















Clelechion 


ELECTRIC CLOCKS 


H.... an idea that’s really catching fire! 
An alarm clock for everybody in the family. Telechron’s 
incendiary advertising is warming up your customers. 
l, So climb aboard a really hot idea. Feature Telechron electric 
Y alarm clocks on your counters and in your windows. 

F Ask your customers if they are a one-alarm family. 

And make sure you have plenty of Felechron clocks on hand. 
All prices plus tax. Prices and specifications subject 

to change without notice. Telechron Inc., Ashland, Mass. 

A General Electric Affiliate. 










Telechron ... the first and favorite electric clock 
;.. provides right time for every room. Smart styles 
in alarms, occasional, kitchen clocks and awaken- 
ing devices make profits for you. 
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BUILDS MORE SALES... 
MAKES YOUR SELLING EASIER 


Show customers what's inside electric 
water heaters—and watch Sepco outsell 
competition 2 to 1! 

For only Sepco has the famous HOT- 
CENTER CONVECTOR—and this big fea- 
ture alone is enough to influence any customer 
who applies logic to his water heater selection. 

This 4-foot heating unit extends the entire 
length of the tank directly through the center of 
the water. Heating is faster, more uniform. 
Heat loss is almost completely minimized. 
Liming of the tank and scale formation are re- 
duced. Water is heated continuously as it pro- 
gresses from the bottom inlet to the top out- 
let. You don’t have to be an engineer to recog- 
nize that this spells honest-to-goodness water 
heating efficiency! Add this exclusive Convector to 
the patented Sepco snap-action immersion thermo- 
stats plus the unique Sepco Helical Diffuserand you 
have a combination that is tops in the field today! 





IMMERSED 
THERMOSTATS 


Immersed in water 
for instant, positive 
reaction to tem- 
perature change. 
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...and don’t forget the 
a SERVICE ANGLE 


\); As proved by actual dealer rec- 
\ 







ords Sepco heaters require a 

minimum of service—and when 
&" they do, the job can be handled 
quickly and inexpensively. It takes ONLY 
12 MINUTES to replace the heating ele- 
ments and thermostats in a Sepco—and you 
don’t have to drain the tank to do it! 


Other Sepco features include don- 
ble extra heavy tank tested for 
300 1b. pressure; heat trap; free 
flushing drain; relief valve outlet; 
magnesium rod tank protection; 
Fiberglas insulation and a gen- 
erous 10-YEAR WARRANTY. 










DUS FIRST NAME IN ELECTRIC WATER HEATERS 
+ FOR OVER A THIRD OF A CENTURY 


AUTOMATIC ELECTRIC HEATER COMPANY . /ottiloumn, (a. 
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GRADUAL 
MIX OF 
COLD 
WITH HOT 


Unique Helical 
Diffuser spirals 
incoming cold 
waterto proper 
heating posi- 
tion. 



































. Item one week after the campaign got 
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tion of a maximum number of the city 
dealers, and went over the releases anj 
advertisements used in the Hartforg 
campaign with an eye to culling the 
usable ideas that would click unde 
New Orleans’ selling conditions. (Re. 
leases had been furnished by the Fre 
Eldean Organization of New York 
which handled the Hartford promo. 
tion.) George Marcuse, head of the 
retailers’ committee, was chosen to 
head the advertising and publicity 
group as well. 

The final meeting was held on Sept, 
20 in the Grand Ball Room of the 
Roosevelt Hotel. Some 325 dealers and 
their sales people heard Walter Leon. 
hard give a pep talk, heard details of 
the campaign and saw a selling skit 
called “The Strife of Reilley.” George 
Marcuse and Ed. Hemard of Wal. 
ther Brothers gave the dealers som 
down-to-earth selling ideas. To drum 
up interest so that a maximum num. 
ber of the dealers would come, som 
14 attendance prizes were awarded 
and the salesmen of the New Orleans 
distributors were busy for a week 
before the meeting talking it up with 
their dealer accounts. 


Campaign Conduct 


When the actual campaign broke, 
the association took a half page of 
newspaper space in each of the thre 
New Orleans dailies to herald th 
slogan, “A RADIO in every room—a 
RADIO for everyone!” 

Right on the heels of the opening 
blast the dealers of New Orleans le 
loose a barrage of advertising fire. The 
ads were coordinated by the advertising 
and publicity committee so that each 
dealer, from the big department ani 
furniture stores to the smaller inde 
pendent shops, used the same recurring 
slogan. 

For example, Barnett’s, a larg 
furniture and appliance store, ran a ful 
page advertisement in the New Orleans 


under way. This was headlined to tit 
in with the campaign, “Everybody: 
happy when there’s a radio in every 
room.” Grunewald’s, a smaller musi 
store, took two columns in the Times 
Picayune to headline, “A Westing- 
house in every room.” 

The distributors chimed in too. Each 
took from a half to three quarters of: 
page to headline the campaign sloga 
and put in a plug for its manufacturer! 
models. 

Tn the stores, sales people were caft 
fully coached to suggest at least om 
radio purchase to every customer the) 
sold, and all of the dealers’ sales fore 
wore large buttons on their lapels sut 
gesting the idea of a radio for evét 
room. Displays were set up in 
stores to put across the idea, and alm 
all devoted windows during the mon 
to the promotion. 

“The teamwork that every retailt 
wholesaler and utility employee gave" 
the campaign was what really put 
over,” Mr. Lindauer sums up. It 
that and something else—careful pl 






























ning and complete follow-through. £ 
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For ‘49 Stock The Washers That Give You Profit Advantage 







avo 


The ONLY 
and Original 


3-SPEED 
WASHER 


THE BARTON CORPORATION 
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@ You too will find it is good business 
to handle washers that have distinct 
basic improvements over conventional 
washers ...Thus you are not forced to 
meet the price slashes, of competition, 
that mean lower profits than are 
rightfully yours. 


While 1949 washer sales will still be 
good—your own profits and sales can 
be higher than competitors with Barton 
“Controla-Speed” Washers in stock 
and on display for demonstration. 


No other dealer can offer the origi- 
nal and basic features and _ utilities, 
nor make so compelling a demonstra- 
tion as the Barton Washer dealer. 


If you are interested in retaining the 
“mark-up” needed for continued sales 
and profits and “avoiding merchan- 
dise constipation”, let us send you 
our latest literature, display kits and 
other selling helps. 


Bend, 


pM ERCHANDISE CONSTipyy Yon" 


* washer inventory that gets “tied up’’—that requires 
price cuts to move it—reduces your profits 


BARTON ‘Controla Speed” WASHERS 


WASHING SPEEDS 
WRINGING SPEEDS 


PROPER WASHING FOR EVERY FABRIC From Strongest Cottons to Dainty Articles 
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Sure, it's a real 
traffic builder 
helps you sell 
more merchandise 


a of all kinds 













Contestants buy 
bulbs to enter... 

that's where 
‘you come in 















754 PRIZES 





of the 











754 WINNERS Remember, light bulbs are one 
on 2 : e 
New Customers highest profit items in your stor 
Old Customers oe . 
/ 
Everybody's In 
You ll increase 
Easiest contest to enter you ever saw. the unit 
All the contestant does is complete 
the following statement in 25 addi- of sale — 
tional words or less, “I like the West- sell six 
inghouse (name of product)......... 
because..." Bulbs ata 
Easy, simple, fun. That's why you time 





can expect a.whopping lot of cus- 
tomers to enter. And that means busi- 
ness, high-profit business. For you! 
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| CONTEST FOR 
| YOUR CUSTOMERS 


Westinghouse Presents 
Biggest Opportunity 
Dealers Have Ever Had to 
Sell More Light Bulbs 












Plenty of display material . . . streamers, 
cards, banners — yours for the asking 


Seven weeks of 
big light bulb 
sales... contest 
runs from 

March 15 to 
May | 


vi\\\ 
customers will © IS THERE A LIGHT BULB 


buy any size, * DEALER IN THE AUDIENCE 

WHO DOESN'T HANDLE THE 
WESTINGHOUSE LINE? 

THEN, READ THIS: 


rae) 





Lamp Division, Westinghouse Electric Corp. 
Bloomfield, N. J. 

Gentlemen: | am not now handling Westirghouse light 
bulbs, but | want to know how I can cash in on this con- 
test. Please have your representative call. 





you CAN BE SURE...1F ITS 


estinghouse 







SHES HESS HEHEHE HEHEHE HEHEHE HEEEESE SESE 
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FULL PROFIT 
IN RANGES, TOO 


... and any man who’s really 
IN this business knows what 


that means in terms of profits! 


GIBSON... 






































When you get thoughtful you'll see that Gibson has the 


dealer angle. Gibson is out front with features that have 


housewife appeal—and that means fast volume. Gibson has 


perfect step-up—you sell every prospect. And Gibson is 
there with a COMPLETE line of refrigerators and home 
freezers—including the new 15 cubic foot home and com- 


mercial job. All are adjusted to the market in type and in 


price. All are backed by the strongest and most complete 


advertising and selling aids in the industry . . 


you want! 
GET IN LINE WITH THE PROFIT LINE OF *49! 
Your Gibson Distributor will show you the way to profit 


. everything 


and stability with the complete, sales-wise Gibson line. Or 


write direct. Better do it now and be set for profit! 


GIBSON REFRIGERATOR COMPANY 
GREENVILLE, MICHIGAN 


LOOK FOR FULL 


GREENVILLE 
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GIBSON ADVERTISEMENTS= 


HOME JOURNAL 


BETTER HOMES AND GARDENS 
GOOD HOUSEKEEPING 
SATURDAY EVENING POST 


GIBSON REFRIGERATOR COMPANY 


MICHIGAN 
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Luxury of Lighting 
ees CONTINUED FROM PAGE 81) een 


contains a tag showing its price and 
the number of duplicate fixtures in the 
store room. It is thus a simple matter 
to take inventory at any time. All types 
of equipment such as wiring, light 
cords, shades, switches and other re- 
placement equipment is included in the 
large stock which Mr. Naiman carries, 


Refunds Are Out 


Fourth, he has a no-refund policy. 

This policy has become a Naiman 
standby throughout the 29 years he has 
been in business and is well known to 
all his customers. 

“We will back up every guarantee 
we make on lighting fixtures,” says Mr. 
Naiman. “We will repair any article 
which needs repairing, make replace- 
ments on any defective material or give 
the buyer a new fixture if he is dis- 
satisfied with the one he purchased, 


| but because we aren’t trying to roll up 


a big profit and operate at as low cost 
as possible, we will not make refunds. 

“Our customers understand this and 
appreciate it. When we sell a fixture, 
it is sold. Our stock is marked accord- 
ingly as are our books. We will do 


| anything to please the customer and to 


see that he gets his money’s worth but 
refunds are not part of it. We feel 
this policy is simply good business.” 

Fifth, he lets the customer do his own 
buying. 

The last time Naiman & Co. adver- 
tised was 12 years ago, according to the 
shop owner. It isn’t that he doesn’t be- 
lieve in advertising—the fact is that 
since his trade is mostly a transient 


| one, he prefers to appeal to that trade 
| in other ways than advertising. 


One of the firm’s most effective ap- 
peals is in the shop displays. At night, 
hundreds of lights of all shades and 
colors light up the shop like a fairyland, 
creating an automatic eye appeal to the 
large number of tourists in the section. 
Displays and arrangements are worked 
out carefully by Mrs. Naiman, who 
through years of experience, has be- 
come an expert in the art. 


Outlets Are Numerous 


The store has approximately 325 out- 
lets so that any lamp or fixture in the 
shop may be lighted immediately. In 
his sales approach, Mr. Naiman lets 
the customer inspect or operate the fix- 
ture or light himself, simply standing 
by to supply information or answers to 
questions. This doesn’t mean that a 
careless attitude is taken toward the 
customer, but rather that he is permit- 
ted to make up his own mind about 
what he wants to buy instead of being 
sold on a fixture. 

“On outside jobs,” Mr. Naiman says, 
“we take the position that all we should 
do is to tell the buyer how many fix- 
tures and what size fixtures are needed 
for a room—and the rest is up to him.” 

Mr. Naiman built up his business 
“from scratch.” He is an engineer with 
a record of having designed several 
large industrial plants before his health 
was impaired. This background enables 
him to handle many special lighting 
problems in the home and he knows 
most of the answers. End 
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Standard hog diet is 95°, grain and 5%, forage. Hogs 
consume 40%, of the total corn production. 


Don Frakes, Wright County, Ia. farmer set up a part-hay 
feeding program... found high-quality forage could supply 
26% of a hog’s feed, with brome-alfalfa nearly half the ration 


at some stages. 


Using 3,105 bu corn, 590 bu oats, and 111,550 Ibs hay, Frakes 
raised approximately 82,793 lbs of pork—before he ran out of 


hay! ... More hay and less corn improved soil fertility 
... higher ratio of sod crop to row crop reduced costly 
erosion and depletion . . . more efficient land use resulted 
in greater economy, higher profit! 

Advertisers alert to new developments in the big 
business of farming will read... ‘‘Hogs a Bigger Market 
for Forage,” page 30, SuccessFuL FARMING for January. 


Most missed market... are the farm families 
in the Heart States with the best soil, techniques, and 
methods, largest investment in property, machinery, 
livestock, spendable surplus from eight record years. 

Of SuccessFuL FARMING’s 1,200,000-plus subscribers, 
more than a million are in the Heart States... averaged 
about $10,000 gross income last year, $4,000 above the 
national farm average . . . are the best electrical goods 
market in the US today! 

Fringed by gencral magazines, the advertiser needs 
the deep penetration of SuccessruL FARMING to reach 
this major market ... to make any national advertising 
really national ... Successrut FArminc, Des Moines, 
New York, Chicago, Cleveland, Detroit, Atlanta, San 
Francisco, Los Angeles. 
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Also read-worthy in this issue: 


Favorable forecast . . . 49 will be year of good prices, big 
demand for everything farmers grow ...“‘Farm Outlook,” page 6. 


Profitable production... An acre of good farmland is worth 
$250-500, grows crops worth $50 to $200 and up... “Wasted 
Acres,” page 34. 


E for efficiency .. . Kitchen clinic in Buffalo County, Neb. got 
many women to remodel for functional cooking... “Cook as 
Good as They Look,” page 36. 














Revenue Up... Reuben Frank, Scott 
County, Minn. gets $300.50 per cow over 
feed cost... by feeding ground ear corn, 
bran, linseed meal...“‘Dairy,” page 124. 


New decorating patterns, 
color schemes, furniture and 
furnishing ideas, and the 
advertisements of leading 
manufacturers...give service 
to better farm living as well 
as better farm business! 
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HE answer is EASY! When you’ re selling the 

new Easy Spindrier with Automatic Spin- 
Rinse, all you’ve got to do is show her the Easy- 
to-demonstrate features and she’ll sell herself! 


Easy’s dramatic new “Lighted Window” dem- 
onstrator sells from the inside out. She can SEE 
how the gentle Spiralator roll-over action washes 





all the clothes in ail parts oc the tub—whiter, 
brighter, faster. How fresh rinse water needle- 
sprays a full load in spinning basket, whirling 
off all suds. 


Yes, it’s Easy to turn buying objections into 
Easy sales clinchers ... IF YOU KNOW THESE 
EASY ANSWERS! 


Every day more women say —“It'’s EASY for me!“ 
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_S poss SPINNING REALLY 
GET THE WATER OUT ? 

















y re AS THEY SAY IT IS ? “The powerful Spindrier whirls out up to 25% 
“ more water than tight-set wringer rolls! Revolving 

on 

— 


many pieces come out almost dry enough to iron. 
Clothes dry faster with no dripping and are much 


: : ‘ = = 
960 times a minute, it takes out so much water, 1,4 ~ 


“You'll be amazed, lady! The new Easy Spindrier 
is faster than any other washer! You do an average 


. S 1s IT REALLY AS FAST ) 
ee 








week’s wash in less than one hour. Easy’s two tubs * > ns ee 
work at once. One tub washes a full load while the 
other super-rinses, then spins a full load damp-dry.” wc 
- Le THAT’S A LITTLE MORE 
se “(THAN | WANTED TO PAY ! 
G 








“Your Easy really saves you money! You'll save on 
cleaning bills because the Spindrier safely does the 
blankets, drapes and slipcovers you normally send 
‘ out. You'll save soap and hot water by using the 
hot sudsy water over and over. Dollar for dollar, 
Easy is your best buy in washers today!” 











“There isn’t any set-tub rinsing with Easy! It has 
the new Automatic Spin-Rinse. Wheel it to any sink, 
turn a tap, and it rinses clothes whiter, brighter in 
just 3 minutes right in the spinning basket! And it 
only takes 3 gallons of warm water!” 



























Swi THAT BASKET HOLD 
CA FULL TUB OF CLOTHES ? 











"Yes, it’s no trick to put a big full load of clothes 
in the Spindrier basket. Just pack the basket evenly 
—press down on clothes, and you'll be surprised 
how much wet wash that basket really holds. Even 
takes bulky items like big blankets, throw-rugs, 
and bath-mats!” 





NEW 





Automatic 
Spin-Rinse 


EASY WASHING MACHINE CORPORATION 
Syracuse 1, New York 
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THE 3 SPEED (Accwax 1500 


EVAPORATIVE COOLER 


A SPECIAL SMALL HOME EVAPORATIVE COOLER 
DESIGNED TO FILL A BIG CUSTOMER DEMAND 


@ The 3 Speed Climax 1500 evapo- 
rative-type provides the desired vol- 
ume of cool air for small homes, 
apartments or offices. This fine 
cooler features adjustable louvres 
which permit directing the air flow 
either horizontally or vertically. Ad- 
justable extension panels make the 
3 speed Climax 1500 fit perfectly 
any window up to 39%" maximum 





WM war 


width. Constructed of heavy gauge 
steel and finished in durable and at- 
tractive hammered walnut baked 
enamel, the 3 speed Climax 1500 
meets your customer demand for a 
room cooler that’s easy to install, 
inexpensive to operate and hand- 
some in appearance. It’s a fast-mov- 
ing profit-making unit! 


evaporative LARGE AREA COOLER 
74 Steady Profit Maker... 


DURING THE 


@ Climax large area evaporative 
coolers are available in three sizes— 
2500, 3500 and 4500 to meet the 
requirements of any type of large 
home or commercial installation. 
Blower openings for each model 
permit the attachment of standard 
louvres. Double acting evaporator 
pads, enclosed by all-metal louvres 
on sides and back, cool by evapora- 
tion and filter out pollen and dust. 
Climax large area coolers are made 


“SUMMER SEASON” 


of heavy gauge steel, finished at- 
tractively in hammered silver-grey 
baked enamel. Another outstanding 
feature is the scientifically patented 
water distribution system with 
needle point control, built right into 
every Climax large area cooler. 
These modern, compact and efficient 
units have proven their remarkable 
effectiveness and economy to thou- 
sands of satisfied customers. Don’t 
miss this profit-making opportunity. 


Write today for the name of your nearest jobber 
The CLIMAX D-16 ROOM COOLER and B-22 HOME COOLER also Mfg. by 


CLIMAX MACHINERY COMPANY ° INDIANAPOLI 


303 S. La Salle Street, Indi Ye Indi. 
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ESTABLISHED 





Forest Electronic School of Radio and 
Television at Chicago, following a tour 
of duty during the war with navy radar. 
Curtis Petch heads the radio depart- 
ment and Ralph LaParin, veteran 
salesman, completes the sales end of 
the business. 

The theory from the start has been 
that service is the foundation of both 
radio and television selling and that 
until the firm was ready to install and 
service the new equipment, they should 
not attempt to merchandise it. The 
firm believes also that radio service 
can be made a profitable thing in itself, 
besides developing all sorts of selling 
leads. 


From Service to Sale 


The Mobile Home Radio Service 
Truck had already been operating for 
some weeks at this writing. Take one 
day, for instance. A morning call for 
radio service came in which sent the 
truck out into the field at nine a.m. 
The bill for this service work was $3. 
Later on in the day, another call 
was received, which resulted in work 
amounting to $10. Under the system 
used by the average radio store, this 
$13 would have been the take for the 
day. But Lane and Onyon do it dif- 
ferently. 

Two salesmen go out with the tech- 
nician in the morning with the truck. 
The salesman is the one who goes into 
the house in response to the original 
call. He finds out what is wrong and 
calls in the technician, who removes 
the insides of the radio and takes it 
out to his truck for repair. The sales- 
man remains behind. This gives him 
his first “in”, with the housewife 
hovering about to see what he is up to. 

His actions are entirely reassuring. 
He takes out a hand vacuum cleaner 
and a bottle of furniture polish and 
starts to clean up the radio cabinet, 
talking while he does so. When he has 
finished that job, he looks about for 
others. 

How about other appliances? Are 





they in good shape? Does she need 


FEBRUARY, 





TELEVISION SALON in the rear of the store is focal point of video demonstrations 
which follows up neighborhood service calls. Living room atmosphere helps demon- 
strations of Hoffman, Packard-Bell and Stromberg-Carlson telesets. 


Door-to-Door Service on Radio and Telesets 


CONTINUED FROM PAGE 69 


- bill. 
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lamp bulbs? Are her cords in go 
order? He has both lamps and ext 
cords in the truck for immediate ¢ 
livery. In the meantime he has bee 
generally useful and, incidentally, ha 
learned all about the family’s presen 
appliances and their desires for the 
future, not to mention their interey 
in television. The special design of th 
truck for television servicing and i 
stallation and the specialized back 
ground of the firm’s personnel ar 
pointed out and the foundation laid fy 
later sales in this field. In the mean 
time, if a washing machine or 1 
frigerator is wanted, the sale progress 
from that point in the usual way. 

When it is time for the returns 
the set the technician brings it in—anl 
with it a paper bag, which he hands‘ 
the housewife before he presents hi 
bill. This contains all the old parts is 
which new have been substituted—t 
items she will find enumerated on ti 
The bill also states the amount 0 
the electrician’s time devoted to th 
work. This also she can check, ass 
knows exactly how much time hq 
elapsed since the truck arrived. She: 
satisfied that she has had her full mo 
ey’s worth and so she pays gladly ‘ 
the service. 


Canvassing the Neighborhood 


In the meantime, the salesman 1m 
have completed his activities in f 
first home and have progressed do 
the street. The other salesman has be4 
working the other side of the str 
from the start. They progress fr 
house to house, securing the name' 
one housewife from her neighbor | 
fore they ring the bell. The appro 
is a natural one. “Our Mobile Ra 
Service Truck is in the neighborhe 
this morning, doing some repair W 
for Mrs. Jones down the street and: 
suggested that (or we wondered 
you might have some work you we 
like to have done or some applia 
you might be interested in while 
are in the neighborhood.” 

(Continued on page 106) 
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1S SO sensationally different it defies description 


We cannot give you a word picture of the important Zenith’ developments which are 


found in no other Television set. You must see it for yourself ...Operate it yourself. 


AT YOUR ZENITH DISTRIBUTOR 


n while @ 
@isse 


ILLINOIS 


106 
7 ZENIT H RADIO CORPORATION CHICAGO 39, 
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"IC IN ayromaT'S 


“vromarics 


NO SCUM...NO SCALE...NO DIRTY LINT 
EVEN IN THE HARDEST WATER! 











This entirely NEW combination of soap, synthetic deter- 
gent and water conditioner prevents all washability prob- 
lems . . . keeps washer profits in your pocket by cutting 
service costs . .. builds extra profits in repeat business from 
satisfied customers! 








Approved by leading automatic washer manufacturers. 


1 YOU CAN PROVE IT — MAIL COUPON 





| ESSENTIAL CHEMICALS COMPANY, 744 N. 4th St., Milwaukee 3, Wisconsin { 
Send at once FREE Sample of FUN Soapthetic 

j ZC Dealer } 

H Naim... .-..--o-son--cnesennsenessnesnneennnsnnssnneennennsennnnannananansnneenrensnensseessenees ) I) Diseributog i 
Whe. eencncececcncecereoseesesecesesvcenencesnssnsssnssseestseesnasesententtseesesastetssessasacestnesntseSteennentsne we 

| A cancncpscssnietscnintasailiiaac es oe IR ccisiestitactbcssnensecemsiiciian i a 
Type of Washer...................-.-.-. 
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Door-to-Door Service on Radio and Tele 





The salesman is always careful to 
step back when the door is opened, to 
give the impression that he genuinely 
wishes to be of service, and to utilize 
as many personal angles as it is pos- 
sible to obtain from previous calls 
down the block. Usually he is invited 
in. Sometimes he is invited to lunch 
or tea—and the problem becomes one 
of how to break away, rather than how 
to continue the talk. If a servicing 
need is uncovered, a tag is filled out and 
carried at once over to the truck, where 
it is handled in the order of application. 
If interest is expressed in television, 
or in some appliance, the sale prog- 
resses in the normal fashion, depending 
on whether or not the equipment is 
available at the present time, or 
whether the name must be placed on 
the waiting list. 


10 Percent of Calls Profit 


On the particular day we have been 
reviewing, the morning ended with $40 
additional in service developed, fol- 
lowing the $3 call. The afternoon 
round repeated the experience, only 
this time the $10 service was run up 
to $60, making a total for the day of 
$103 in radio service. Only $13 of this 
was spontaneous demand for service 
from the public—the remainder was 
necessary, but nevertheless “made” 
work, which would have lain there un- 
developed for an indefinite period and 
eventually, perhaps, been carried to 
some other store. 

This was in addition to the sales 
prospects developed during the day. 
Experience thus far has shown that, 
with perhaps one return trip to cover 
“not-at-homes”, the coverage of the 
district will be about 90 to 95 percent. 
Some 100 calls can be made by the two 
men in one day. About 10 percent of 
the calls are profitable in some way, 
either in developing further service for 
the truck, or in leading to sales on the 
spot or in the near future. Speaking 
for television alone, sufficient interest 
is shown by those interviewed to justify 
ranking from five to ten as prospects 
out of every day’s harvest. 


=, = 
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The call is written up on completion, 
with a record made of every significant 
item, such as number of family, type 
of furniture in the home (later on this 
may determine whether they are to be 
sold a modern or classic radio cabiret), 
appliances owned and their condition, 
hobbies if obvious, interest expressed 
in any item, etc. These become pre. 
ferred reference lists, forming the basis 
of direct mail promotions later on, and 
furnishing invaluable information to 
the salesman who subsequently deals 
with this home for any purpose. Even- 
tually there will be a file covering 
practically every home in the district, 
Thereafter when a customer drops in 
to the store to make an inquiry, it will 
be possible to look her up in the record 
and to ask just the right questions 
which may lead a casual call to the 
gratifying conclusion of a major sale, 


Cold Canvass for the Truck 


At times when the truck is not busy, 
it is taken out to a new neighborhood 
and the process carried out there, ex- 
cept that the initial contact is missing. 
The system used has been to take the 
outer corners of the territory which 
the firm serves, moving gradually in- 
ward until the entire ground is covered. 
By that time, it will be in order to start 
all over again. 

Mr. Onyon expects shortly to have 
a small gift, such as a_potholder 
stamped with the name and telephone 
number of the firm, which is to be left 
with the housewife at the end of a 
completed call. Neither literature nor 
gift are to be left unless the customer 
is at home and the call is actually made. 

The salesmen report excellent recep- 
tion on the part of the public. The 
housewife feels that a home call is 
actually a service to her and seems to 
be glad to be saved the necessity for 
a trip to town. Plenty of service needs 
have been uncovered to keep the truck 
busy—and more leads for sales than 
the supply of appliances available can 
take care of. The Burlingame store 
opened in October with a backlog of 

(Continued on page 110) 





| 


THROUGH THEIR AFFILIATION with Peninsula Refrigeration & Appliance Co., 
Onyon and Lane get a full line of major and small appliances. Partner Ken Onyon 
(above) manages the appliance sales. 
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New Table-Top model, 30 and 40 gal. 
Upright-round models, 30, 50, and 80 gal. 














THE GLASS-LINED TANK of the Permaglas Auto- 
matic Water Heater CANNOT rust or corrode... 
regardless of local water conditions. There’s no 
greater feature your customers could expect in any 
water heater. Glass lining affords permanent, built-in 
protection for the water heater that’s engineered for 
long life. 


CONCLUSIVE TESTS—and hundreds of thousands 
of installed Permaglas Water Heaters—prove that this 


A. O. SMITH Corporation « Atlanta 3 


Houston 2 « Los Angeles 14 
Philadelphia 5 «© Pittsburgh 19 


A. O. SMITH CORP. 


e San Diego 1 


International Division: Milwaukee 1 ¢ Licensee in Canada: John Inglis Co., Ltd. 






A. O. Smith is first to give 
you the outstanding sales 
advantage of a glass-lined 
water heater in the pop- 


ular new table-top design. 


PAT. OFF 


TRADE MARK REG v.. 3 


A SMiTHway WATER HEATER* 


glass will not crack or chip under operating condi- 
tions. It is fully guaranteed by A. O. Smith. 


THE NEW TABLE-TOP MODEL, with its gleaming 
white porcelain work surface and wall shield, is 
smartly styled in a counter-high design for any kitchen, 
laundry, or utility room. High temperature limit 
switch is standard equipment. 


FOR ALL THE FACTS... send the coupon now! 


e Boston 16 « Chicago 4 « Dallas 1 
e Midland 5, Texas « New York 17 


e Seattle 1 ¢ Tulsa 3 


*ALSO QUALITY ZINC-LINED DURACLAD ELECTRIC WATER HEATERS 








Dept. EM-249 
Water Heater Division 





Kankakee, Illinois 


Without obligation, tell us how 








Display we can make more money 
This Emblem selling SMITHway Automatic 
Water Heaters. 
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Emerson, 





Sines are, ae @ SENSATIONAL NEW MODELS! 
LIMITED JUBILEE OFFER! @ NEW LOW PRICES! 


New 1949 Emerson Automatic Phonoradio Console .. . at 


amazing low price. to celebrate production of the 10,000,008 @ WALUE LEADERS — PROFIT LEADERS! 


limited quantities — price goes up after $ 95 
this event! AC Superhet — automatic 





changer — beautiful cabinet. Terrific 
promotion number for right now! 
Model 604 












NEW LOW PRICE—SURE SENSATION! 
Emerson 3-Way Portable. A top seller at $29.95 — 
now a positive SMASH! AC-DC and ‘$s opera- 


tion. Finer tone, smart Alligator 95 
grain plastic cabinet. Model 559 24 


ope: Yael £ m 7 
es 
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® ee es ce en 
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ss 


| SELF-POWERED - 
PERSONAL PORTABLE 


SENSATIONAL NEW PRICE LEADER! 24 _ — “ 

Model 558. Automatic 
Emerson AC-DC Compact. Even better than last lid-operated shut-off. BEAUTIFUL! MERCHANDISEABLE! 
year’s price leader . . . at the same low price! Ebony Smart plastic case...ivory, Emerson AC-DC Compact. Tops in tone — super in 
plastic...golden Slide Rule Dial... ‘] 95 green and black. Gold- style. Gorgeous maroon pert my $199 


3-dimensional grille. A great traffic colored hardware. Tops in _ net with gold-colored bead grille. 
puller! Model 587 personals! great leader to feature! Model 610 





alah 





Cash In Now! See Your Emerson Distributor Today! 
EMERSON RADIO & PHONOGRAPH CORP. « NEW YORK 11, N. Y. 





PAGE 108 FEBRUARY, 1949—ELECTRICAL MERCHANDISING 








SING 








@ RECORD-BREAKING ADVERTISING! 
@ BIGGER DISCOUNTS! 
@ TERRIFIC TRAFFIC PROMOTIONS! 


192 SQUARE INCH SCREEN! 
PERFECTION IN PROJECTION! 


$ 599°0 


Model 609 


Emerson Television Console. 12” 
x 16” Foldaway Screen — 192 square 
inches! New “eye-ease” clarity — 
Miracle Picture Lock — FM Stati- 
clear Circuit—Simpli-Matic Tuning! 
Solid mahogany and pin-striped 
mahogany veneer cabinet. A new 
high in projection performance — at 
a new low price! 








BIGGEST TELEVISION VALUE! 


Emerson “Image Perfection” Television Table Model. 
So compact, smart, dependable! 


Big 52-square inch screen — FM $ 50 
circuit — Miracle Picture Lock — 

Simpli-Matic Tuning! Sensational 

leader at this low price! Model 611 4 


NEW 
GIANT 
SCREENS! WAAAY 


GIANT 132 SQUARE INCH 
DIRECT-VIEW SCREEN! 
Emerson Television Console with 16” 
picture tube. Superbly engineered for 
outstanding clarity of picture and sound. 
All the famous Emerson television fea- 
tures — plus! A classic in cabinet design 
.--BIG NEWS IN $ 50 

LOW PRICE! 99 


Model 608 





Cash In Now! See Your Emerson Distributor Today! 
EMERSON RADIO & PHONOGRAPH CORP. « NEW YORK 11, N. Y. 
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Refrigerator prospects are impressed instant- 
ly and convincingly by the swift, simple and 
striking Inland “Magic Touch” demonstration. 
They want all the ice trays in their refrigerators 
to work the marvelous “Magic Touch” way. For 
them—no more inconvenience, no more prying, 
thawing, splashing or handling dripping blocks 
of ice. It works like this... 







io * 


i tk BP emis 
2 litt 


the grid from the tray 3 All cubes are f ee, separate, d 





re a di 


Take advantage of the compelling sales appeal 
; in this demonstration. Make sure that the auto- 
New refrigerators fully equipped matic refrigerators you sell this year are fully 
: ” S equipped with Inland “Magic Touch” Ice Cube 

“Magic Touch” Ice Tray quippe 8 
ag Trays, designed and made to give faster freezing 
give your customers and longer service. And stock them amply for 
ice convenience replacement sales. Get these customer-demand 

complete — sales and profits. 


with Inland 





INLAND MANUFACTURING DIVISION 
General Motors Corporation, Dayton, Obio 
















Door-to-Door Service 
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from $3,000 to $4,000 worth of orders 
which had been developed from the 
truck and which awaited appliance de- 
liveries to be turned into cash register 
sales. 

Best prospects for this type of opera- 
tion are in the upper middle class, ac- 
cording to the salesmen. These house- 
wives answer the door themselves when 
they are at home, they have money 
enough to purchase what they want and 
yet are acutely conscious of the bene- 
fits they can derive in convenience and 
time saving from electrical appliances. 

Ralph LaParin has his own way of 
approaching the homes of the wealthy. 
Here the problem is to get past the 
maid, who is instructed to turn aside 
salesmen without bothering her mis- 
tress. Mrs. LaParin helps here, by 
calling up a day in advance and talk- 
ing directly to the owner of the home, 
who will answer a telephone call made 
by a pleasant and cultured voice. Often 
she will evoke sufficient interest so 
that a definite appointment can be 
made for her husband’s subsequent call. 
Television is a subject of great interest 
at the present time and will open many 
doors not to be entered by the salesman 
in the ordinary field. Usually these 
homes buy electrical appliances at their 
own convenience—and if the store has 
made its contact with the family on 
any basis previous to this time, they 
get the business. 

Nine to twelve and one to four are 
the selling hours. Evening calls are 
good when there is need to talk to the 
man of the family, or to a business 
woman who cannot take time off during 
the day. No cold canvassing is done at 
this time, however. a 

In general, says Mr. LaParin, it is 
the housewife who does the purchasing. 
Husbands are often mentioned as the 
court of last resort, but frequently this 
is done by the wife merely as an ex- 
cuse to defer the decision, or to get out 
of a purchase. 


Sales Staff Part of the Firm 


All those engaged in the actual sell- 
ing work of the firm are financially 
interested in it, so that they have a 
special interest in developing sales and 
following them up, however long their 
hours of work may turn out to be. The 
technical workers, radio repair and 
television engineer, are regular em- 
ployees. 

The truck is kept in the field at all 
times, not only because this helps to 
develop service accounts, but because 
of its advantage in developing sales. 
When it is not doing anything else, it 
carries the firm’s advertisement into all 
sections of the territory and serves a 
purpose in that way. 

Starting with full preparation for 
installation and service even before the 
first video station went on the air, the 
firm has been in a favorable position 
to get the most desirable television 
equipment franchises—and also to start 
its actual selling activities with the 
ground already ploughed and ready for 
the seed. They expect a good and 
early harvest as the television program 
in the San Francisco area really gets 
under way. End 


PAGE 110 FEBRUARY, 1949—ELECTRICAL MERCHANDISING 








—s= ¢ © we 


II- 
lly 
nd 
sir 
he 
nd 


all 


ise 





Sel all types 
of difficult 


prospects ... 








‘ 


Ps : ‘ . 
It identifies America’s 


leading home appliance. finish! 
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Gals from Missouri have to be shown, 
demand proof. Win their confidence 
by pointing to the Du Pont “Dulux” 
seal! 


To doubting customers who want 
visible proof of quality, the “Dulux” 
seal tells a convincing story. It re- 
assures them at a glance that they 
are getting a finish good for years 
of washable, mar-resistant service 
and sparkling good looks. And you 
can tell them that Du Pont “Dulux” 
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is rigidly pre-tested, too. 

If your manufacturer supplies you 

*‘Dulux’’-finished appliances without 
the seal, ask him to include it in the 
future. It’s a tested sales aid that 
helps swing many a difficult prospect 
into the “sold” column. 
Here’s selling made easier! FREE 
new informative booklet gives you 
profitable “‘selling points” for appli- 
ances finished with DULUX. Send 
coupon today for your copy. 


| E. I. du Pont de Nemours & Co. (Inc.) 

Finishes Division, Dept. E.M.-92 

Wilmington 98, Delaware 

Please send, free of charge, your new illustrated booklet, ‘Inside 
Information on the Outside.” 


Title = 
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ITH the abruptness of a man 
falling out of bed, the appliance 
industry awoke at the midwinter 
markets in Chicago to the fact that 
the good old easy money days were 
gone. 
The public, realizing that the cost 
of living and inflation was catching 
up to it, demanded: 


1. Models stripped of gadgets. 
2. Prices in line with its pocketbook. 


3. A return to pre-war service and per- 
formance standards. 


To illustrate: A big buyer walked 
around and declared he was there to 
spend $100,000 on merchandise. But 
it all had to go for stuff that gave his 
customers extra value for their dough. 
In short, he wanted all specials. 

Strolling through the Furniture 
Market and the Merchandise Mart, 
one didn’t meet the stripped models 
out in the open. But one did run 
across a feature that was new to this 
market: a guarantee against price de- 
clines up to a certain date. Buyers 
coming in from territories where fel- 
low dealers were unloading overloaded 
inventories at a discount needed this 
assurance to promote buying. They 
needed the help of attractive floor 
plans, too, in many instances. 

If you didn’t get into Chicago, let 
ELECTRICAL MERCHANDISING Save your 
legs with a look-see at what you would 
have encountered. 

In the Furniture and Merchandise 
Marts one found not so many com- 
plete new lines of appliances as fill-in 
models to make a complete price range 
as ammunition for the dealer. More 
for the money in added refinements 
and improvements, greater space sav- 
ing, and in radio the three-way record 
changer were particularly noticeable, 
as were larger screens on television. 
Clever advertising promotions and 
displays were prominent. 


FURNITURE MART 


At Admiral Corp., guided by Willie 
Mae Rogers, a stripped Model S 
range with pop-up unit and 7-speed 
switch filled the need for a low priced 
model to round out the line topped 
with the deluxe model S-349 with 
second oven and accessory Rotiss-O- 
Mat. The refrigerator line added a 
stripped model and an improved #959 
in the Dual-temp top bracket. Ad- 
miral’s television line was topped with 
its 16-in. screen set, AM-FM, phono- 
combination with  all-speed-record 
changer. 

At General Electric, Ted Webber of 
publicity pointed out a new standard 
automatic washer, three re-designed 
wringer washers, new deluxe type 
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Some Chicago Show Exhibitors 


Guarantee Against Price Declines 


Buyers seek help in floor-plan- 
ning; many producers stress wide 
range of prices in appliance lines 


tank cleaner, a medium priced upright, 
in addition to a deluxe line of electric 
blankets. The “waltzing range” and 
cargo nets displaying home freezer 
capacities caught the passersby. 

Westinghouse Electric Corp. had on 
hand Bern Fleming to guide visitors 
to its entire new line of four new 
ranges, five refrigerator models, mo- 
bile fan, and G4 Waste-Away dis- 
poser. 

Altorfer Bros. Corp. showed the 
model 229 wringer type washer, with 
or without pump, and #405 cabinet type 
conventional washer, new at this show 
according to Glenn Franks. 

Norge Div., Borg-Warner Corp., 
brought out its first automatic washer, 
18 Ib. capacity, plus a complete new 
line of conventional washers. Two 


new economy ranges were added to a 
line topped with the deluxe range with 
double ‘broiler. 

At the Kelvinator space, P. IL. 
Nagle, southeast regional representa- 
tive, pointed out two new refrigera- 
tors RS model 8.6 cu. ft. with 25 
pounds of frozen food capacity, and 
the RD model with 30 lb. freezer and 
8 qt. glass covered meat tray. Also 
shown for the first time was a 20 
cu. ft. home freezer, 2 compartment, 
700-pound frozen food capacity, just 
29 inches wide. 

Crosley Corp. had for the first time, 
according to John H. Lipke, regional 
representative, a 10-in. table model 
television set, two new TV consoles, 
10 in. tube in mahogany and limed 
oak, a standard and deluxe model 





INTENT Coolerator distributors get the product story via movies. Left to right: J. W. 
Burklow, F. R. Wheeler, and Henry Witzmann. Scene is the Chicago Markets. 
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range, but the wraps were kept on 
the new refrigerators until after the 
distributor meetings. 


Hotpoint's New Washer 


Hotpoint’s new automatic clothes 
washer with fluid drive was pointed 
out by W. W. Gibbs, together with 
improved models of conventional 
wringer type machines and an im- 
proved model dishwasher. The 2,000,- 
000th “gold range” was accorded dis- 
play space, together with Handcuffed 
Hannah who gave away Disposalls 
should you have the right key to un- 
lock her hands. 

Paul Eckstein at Gibson Refrigera- 
tor Co. space pointed out the fea- 
tures of their two new ranges ER-199C 
and ER-199A, together with six new 
refrigerators, and upright home freezer 
and chest type freezer. 

F. L. Jacobs & Co., had on display 
its new model automatic washer LS-3, 
put through its paces by B. Van Dyke, 
service manager, Detroit factory 
branch. 

Marian McKevitt, Chicago home 
economics department, brought out the 
features of their new low priced 
washer, 7 lb. capacity, with or without 
pump, first shown here. 

Speed Queen’s new ironer R-10 and 
washer #448, were properly intro- 
duced by Mrs. R. O. Bradley, distaff 
side of Chicago representative, and 
Miss Lucille Myers. 

Simplex Div., Barlow & Seelig 
Corp., had on hand R. H. Cornelius, 
divisional manager of Illinois territory, 
to tell about their S-44, completely 
automatic cabinet ironer with knee 
control. 

Over at the A. J. Lindemann & 
Hoverson space, Al Fish was there 
to tell the features of their two new 
electric ranges, the deluxe, six burner, 
and the four burner #8840. Burners, 
they are called by Mr. Fish, and he 
should know, after 42 years in the 
business. 

Kalamazoo Stove & Furnace Co., 
with E. J. Arendt of Chicago, on 
hand, showed two new electric ranges, 
E-1 and E-2 which has a pressure 
cooker if desired. 

Garod spotlighted its new develop- 
ment, Tele-Zoom, which magnifies 
images through electronic impulse, 
patented and exclusive with them. B. 

(Continued on next page) 


PAGE 115. 








































ee ee 























FEBRUARY, 1949—ELECTRICAL MERCHANDISING 











ITH the abruptness of a man 
falling out of bed, the appliance 
industry awoke at the midwinter 
markets in Chicago to the fact that 
the good old easy money days were 
gone. 
The public, realizing that the cost 
of living and inflation was catching 
up to it, demanded: 


1. Models stripped of gadgets. 
2. Prices in line with its pocketbook. 


3. A return to pre-war service and per- 
formance standards. 


To illustrate: A big buyer walked 
around and declared he was there to 
spend $100,000 on merchandise. But 
it all had to go for stuff that gave his 
customers extra value for their dough. 
In short, he wanted all specials. 

Strolling through the Furniture 
Market and the Merchandise Mart, 
one didn’t meet the stripped models 
out in the open. But one did run 
across a feature that was new to this 
market: a guarantee against price de- 
clines up to a certain date. Buyers 
coming in from territories where fel- 
low dealers were unloading overloaded 
inventories at a discount needed this 
assurance to promote buying. They 
needed the help of attractive floor 
plans, too, in many instances. 

If you didn’t get into Chicago, let 
ELECTRICAL MERCHANDISING Save your 
legs with a look-see at what you would 
have encountered. 

In the Furniture and Merchandise 
Marts one found not so many com- 
plete new lines of appliances as fill-in 
models to make a complete price range 
as ammunition for the dealer. More 
for the money in added refinements 
and improvements, greater space sav- 
ing, and in radio the three-way record 
changer were particularly noticeable, 
as were larger screens on television. 
Clever advertising promotions and 
displays were prominent. 


FURNITURE MART 


At Admiral Corp., guided by Willie 
Mae Rogers, a stripped Model S 
range with pop-up unit and 7-speed 
switch filled the need for a low priced 
model to round out the line topped 
with the deluxe model S-349 with 
second oven and accessory Rotiss-O- 
Mat. The refrigerator line added a 
stripped model and an improved #959 
in the Dual-temp top bracket. Ad- 
miral’s television line was topped with 
its 16-in. screen set, AM-FM, phono- 
combination with  all-speed-record 
changer. 

At General Electric, Ted Webber of 
publicity pointed out a new standard 
automatic washer, three re-designed 
wringer washers, new deluxe type 
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tank cleaner, a medium priced upright, 
in addition to a deluxe line of electric 
blankets. The “waltzing range” and 
cargo nets displaying home freezer 
capacities caught the passersby. 

Westinghouse Electric Corp. had on 
hand Bern Fleming to guide visitors 
to its entire new line of four new 
ranges, five refrigerator models, mo- 
bile fan, and G4 Waste-Away dis- 
poser. 

Altorfer Bros. Corp. showed the 
model 229 wringer type washer, with 
or without pump, and £405 cabinet type 
conventional washer, new at this show 
according to Glenn Franks. 

Norge Div., Borg-Warner Corp., 
brought out its first automatic washer, 
18 Ib. capacity, plus a complete new 
line of conventional washers. Two 


new economy ranges were added to a 
line topped with the deluxe range with 
double broiler. 

At the Kelvinator space, P. I. 
Nagle, southeast regional representa- 
tive, pointed out two new refrigera- 
tors RS model 8.6 cu. ft. with 25 
pounds of frozen food capacity, and 
the RD model with 30 lb. freezer and 
8 qt. glass covered meat tray. Also 
shown for the first time was a 20 
cu. ft. home freezer, 2 compartment, 
700-pound frozen food capacity, just 
29 inches wide. 

Crosley Corp. had for the first time, 
according to John H. Lipke, regional 
representative, a 10-in. table model 
television set, two new TV consoles, 
10 in. tube in mahogany and limed 
oak, a standard and deluxe model 
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range, but the wraps were kept on 
the new refrigerators until alter the 
distributor meetings. 


Hotpoint’s New Washer 


Hotpoint’s new automatic clothes 
washer with fluid drive was pointed 
out by W. W. Gibbs, together with 
improved models of conventional 
wringer type machines and an im- 
proved model dishwasher. The 2,000,- 
000th “gold range” was accorded dis- 
play space, together with Handcuffed 
Hannah who gave away Disposalls 
should you have the right key to un- 
lock her hands. 

Paul Eckstein at Gibson Refrigera- 
tor Co. space pointed out the fea- 
tures of their two new ranges ER-199C 
and ER-199A, together with six new 
refrigerators, and upright home freezer 
and chest type freezer. 

F. L. Jacobs & Co., had on display 
its new model automatic washer LS-3, 
put through its paces by B. Van Dyke, 
service manager, Detroit factory 
branch. 

Marian McKevitt, Chicago home 
economics department, brought out the 
features of their new low priced 
washer, 7 lb. capacity, with or without 
pump, first shown here. 

Speed Queen’s new ironer R-10 and 
washer #448, were properly intro- 
duced by Mrs. R. O. Bradley, distaff 
side of Chicago representative, and 
Miss Lucille Myers. 

Simplex Div., Barlow & Seelig 
Corp., had on hand R. H. Cornelius, 
divisional manager of Illinois territory, 
to tell about their S-44, completely 
automatic cabinet ironer with knee 
control. 

Over at the A. J. Lindemann & 
Hoverson space, Al Fish was there 
to tell the features of their two new 
electric ranges, the deluxe, six burner, 
and the four burner #8840. Burners, 
they are called by Mr. Fish, and he 
should know, after 42 years in the 
business. 

Kalamazoo Stove & Furnace Co., 
with E. J. Arendt of Chicago, on 
hand, showed two new electric ranges, 
E-1 and E-2 which has a pressure 
cooker if desired, 

Garod spotlighted its new develop- 
ment, Tele-Zoom, which magnifies 
images through electronic impulse, 
patented and exclusive with them, B. 
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There’s Home Freezer 


=” PROFIT-VOLUME 


in your Community with 


5° 
WAY 


PAK 


the HOME FREEZER 
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COUNTERBALANCED DOORS 
BUILT-IN LOCK 
PAK-A-WAY chest models are equipped with 
counterbalanced doors that stay open in any 
position affording easy access to the food com- 
partment. Hinge springs have simple tension 
adjustment. Door latch is equipped with 
built-in cylinder lock as standard equipment. 


FOOD BASKETS-SHELVES 


Chest models “‘12”’ and “18” are supplied 
with Schaefer patented, removable wire shelves 
and dividers for convenient segregation of 
food packages. These are standard equipment. 
All chest models are equipped for PAK-A- 
WAY food baskets which may be obtained 
as extra equipment. 


MANY OTHER SELLING FEATURES 


PAK-A-WAY offers dealers many construc- 
tion and convenience features such as auto- 
Pak-A-Ways are matic bell alarm, sealed Fiberglas insulation, 
made in 6,12, F positive contact coiling, two-coat baked Dulux 
and 18 cu.ft. “| finish etc. PLUS consistent National adver- 


models and the tising and strong dealer selling support. 
11.5 cu. ft. upright. 


wri 


and distributor 
franchises 





Also manufacturers of Schaefer Ice Cream Cabinets and Clearview 
ice Cream and Frozen Food Merchandising Display Cabinets. 


Chicago Show 











Osco of the New York office stated 
this is included in all sets ranging 
from $385 to $1150. Shown here were 
14 television models, eight consoles, 
four table model television sets which 
have AM-FM, and two consolettes for 
small homes. 


Stewart-Warner's Video 


Stewart-Warner Corp. had a con- 
solette straight television, two period 
type consoles with matching cabinets, 
according to John Murray, Jackson- 
ville representative. It was noted 
2-speed and intermix record changers 
have been added to all radio combina- 
tions. Shown was the decorator line 
of radio-phono combinations, also 
with LP, in mahogany and four colors. 

RCA Victor Div., Radio Corp. of 
America, had on view its 16-in. screen 
television only, in three models, table, 
consolette and Queen, which are right 
off the griddle for this show, accord- 
ing to V. M. Thompson of RCA Dis- 
tributing Corp., Chicago. 

Palley Kitchens were showing a 
new one piece porcelain top for all 
bases of kitchen cabinets with metal 
sealer strips between units, which S. J. 
DuBoff, national sales representative, 
said was an added feature they liked 
to show. 

Fresh’nd Aire Co., had J. W. Wal- 
lace, general sales manager, putting 
their two new 9 and 12-in. home cir- 
culator fans through their paces. 

Wittie Mfg. Co. with Messrs. Wm. 
W. and Philip Wittie at the controls, 
manipulated their new products, which 
included a hermetically sealed electric 
steam heater, a 12-in. oscillating fan 
in the super deluxe class, and a 10-in. 
fan, all in modernistic design. 

A small cabinet dishwasher was 
shown by the Lynbrook Co., which is 
designed with the small family or 
apartment dweller in mind, according 
to John Lynch, vice-president. 


MERCHANDISE MART 


Cruising around the 11th and 14th 
floors it was found wraps were held 
over many traffic appliances, delaying 
the unveiling until the Housewares 
Show the following week. Among 
major appliances new for this market 
were: 

Apex Electrical Mfg. Corp. had a 
deluxe automatic, semi-automatic, and 
standard automatic washer, together 
with the Dish-A-Matic sink to show 
visitors, with Miss Mary Jane Burke 
as pleasant hostess. 

Deepfreeze Division, Motor Prod- 
ucts Corp. had the opportunity to show 
its newly acquired Frostair duplex 
refrigerator, 104 cu. ft., with 7 cu. ft. 
refrigerator and 34 cu. ft. freezer 
compartments. Shown also were two 
new home freezers, 18 cu. ft. and 6 cu. 
it. in standard and deluxe models. 
Wm. B. Rives, Chicago district man- 
ager, pointed out the features of each 
model. 

Coolerator Corp. showed its new 
line of ranges, refrigerators and home 
freezer, with Norman Sabee of pub- 
licty advising that right and left hand 
doors are available on their deluxe 
models 9 RD-7 Space-Saver and 9RD- 
8 Deluxe Floor Saver refrigerators 
for immediate delivery, and at no 
extra charge. Also shown was a new 
commercial glass top freezer with 600- 
package capacity. 

Five new space heaters were shown 
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FOR THE BENEFIT of marketgoers, 
John Ward operates the blue tinted con- 
trols on Dexter's newest twin-tub washer. 


by Perfection Stove, which included 
models 3050, 3040, 2050, 2030 and 3140 
in a console type, according to Wm. 
Barker, Cleveland branch manager. 

National Sewing Machines were 
shown with two desk types, and one 
console in blond mahogany, new at this 
market, according to L. E. Melson, 
district sales manager, Chicago. 

The Dexter Co. showed its com- 
plete line of washing machines for 
49, Tom Clary, southern territory 
sales representative pointing out the 
super deluxe twin tub model 499E 
with Flex-O-Matic wringer, 496E 
deluxe with Flex-O-Matic wringer 
and 495E with standard wringer, not 
forgetting the Thrift model 491E. 

Eureka Div. of Eureka Williams 
Corp. had its Model S-246 on table 
stand right out in front, with Charles 
G. Mason, factory branch manager 
explaining all the features of this new 
vacuum cleaner. 

Rutenber Electric Mfg. Co., intro- 
duced the Marion Deep Fat Fryer, 
and a table top water heater with 
Mrs. Katherine Auchinleck helping 
out with information on these new 
models. 

At the J. H. Rasmussen space, J. H. 
Overmyer, sales manager of Revco, 
Inc., gave out with features of the 
new 12 cu. ft. Revco Chill Chest, 
while the Glasco 5 cu. ft. table top 
refrigerator was displayed nearby for 
the visitors. 

In the Jos. H. Wiley salesrooms was 
shown the Taylor Sr. portable washer, 
Delta drop-down toaster with sand- 
wich toaster, Ionia low priced mixer, 
Feather Way automatic steam iron 
with plastic handle in color, Wagoner 
electric range, Jordan 34 cu. ft. re- 
frigerator, Serva-Matic twin waffle 
iron, Welco roaster. 

Noticeable here too, were sales helps 
for dealers. American Kitchens had 
their Little Theater, showing four 
miniature kitchens with synchronized 
sound describing each kitchen. 


Buddenberg Concentrates 
On Housewares Position 


After 40 years as sales representa- 
tive in Chicago for the Lisk-Savory 
Corp., manufacturers of metalware, 
A. W. Buddenberg announces his 
resignation. He will devote his entire 
time to the position of executive secre- 
tary of the National Housewares 
Manufacturers Assn., in Chicago, 
which he has held since 1943, 


1949—ELECTRICAL MERCHANDISING 









AUTOMATIC 


ELECTRIC WATER HEATER > 


And while you’re telling her about the convenience, dependability and low- 
cost operation of the DWW line, don’t forget to explain these other efficiency- 
plus features that are your exclusive DWW sales points: Smart, sleek appear- 
ance * Gleaming Enameled Casing » Advanced Design * Table top for extra 
work space or upright model to conserve floor space * Adjustable thermostat 
—can easily be set for any temperature. 


Extra-thick Fiberglas insulation to prevent heat loss through top of heater ° 
Underwriters’ approved heavy wiring for safety * Double extra-heavy 
galvanized copper-bearing steel or pure copper tank * Heat trap provided in 
outlet to prevent back circulation in piping, means dependable performance. 


Heavy legs for sturdy support * Inlet and drain located 
to offer greatest convenience in plumbing installation 











Distributors are invited to inquire 
about DWW “friendly franchises” 
available in certain territories. 





© * Cathodic protection by magnesium rod extends 
° tank life up to 70 times (optional) * Easily removable 
a . port hole cover * Chromalox immersion heating unit. 
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Nationally Advertised 
LIBERAL 10 YEAR GUARANTEES 
ON BOTH COPPER AND EXTRA-HEAVY COPPER-BEARING 
GALVANIZED STEEL TANKS 
WHEN ORDERED WITH CATHODIC PROTECTION 











D. W. WHITEHEAD MANUFACTURING CORP., 607 WEST INGHAM AVENUE, TRENTON 8, N. J. 
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PRESSURE from two sides was the lot of buyer Jim Ogden (with folder). Ed AMANA set up a regular office with a desk at which Roy K. Thorp, regional 
List and Philip Dutoff of Palley Steel Kitchens and Apex’ Buchanan provide it. sales manager, and E. L. Hinchcliff, sales chief, found plenty to do. 


People Plus Products Make 


PROOF on paper is provided by J. W. Sterenberg, NORGE’S new washer expert, Mrs. Jessie Cartwright, IT’S A tough problem say the faces of Jim Newcomb, 
Queen Stove Works, for skeptical Irving W. Shiff of puts on a show that shows she knows all about Paul Westinghouse sales manager, and J. W. Danforth, 
Johnston City. Berner’s washer. Pittsburgh distributor. 


FEW MARKETS hove been missed by A. T. GLEN FRANKS bends his long frame to CHARMED by a Westinghouse timer are THOR CORP. showed a startling second 
Fish of A. J. Lindemann & Hoverson Co show features of an ABC $149.95 washer. Mr. and Mrs. S. H. Krimsky, So. St. Paul. use for this pioneer washing machine. 
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AUTOMATIC Washer’s Dick Dickinson shows an advertising display to Jim ALL UNKNOWN to Admiral’s sales manager, Richard Graver (left), Garrard 
Gallagher, Ed Gallery of Watertown, Conn., and P. A. McMullen of Los Angeles. Mountjoy of Stromberg-Carlson takes a good look at Admiral’s newest video set. 


at Chicago 


JUD SAYRE, Bendix chief, and his ironer generalis- SITTING behind a One Minute Washer are Charlie EVERYONE on the Speed Queen staff took a turn dem- 
simo, N. D. Craighead, listen to Mike Cool, Robert- Bassett and J. L. Dickinson of Toledo who found one onstrating the new $99.50 ironer, including Sales 
son‘’s, South Bend. minute to talk. Manager Reg James. 


NO STRENGTH needed to demonstrate BUYER Jim Ogden of J. L. Hudson listens £—. ©. BUCHANAN of Apex satisfies a LATE but happy, Universal’s Lee Moss, 
an Armstrong ironer, says Tom Sullivan. to Joe Groshans’ sales pitch on Simplex. market goer’s deepest wish—to sit down. the cleaner man, arrives in time to sell. 


ELECTRICAL MERCHANDISING—FEBRUARY, 1949 





QUIZZICAL Fred Mitchell, Frigidaire laundry division NOT MANY know it, but Walter Voss (right), who IRONRITE bigwigs W. R. Dabney (right) and Hal 
head, keeps his hands in his pockets as he listens to keeps a tight shut mouth, could make as good a living | Biddle took as much interest in recreational shenani- 
Jim Wheeler of Essential Chemicals Co. singing as he does selling washers. gans as in serious proceedings of the meeting. 


Washer and Ironer Makers Meet in Chicago 


NEW PRESIDENT H. Pau! Nelligan, head of Easy Washing Machine Co., who UNHAPPY over comments on his loud necktie is Carl Huff (left), Bliss & 
succeeds Maytag’s Roy A. Bradt, faces return of competitive conditions. Laughlin, but P. E. Geldhof, 1900 Corp., and Dick Simmons, Birtman, enjoy it. 


HAPPY at the dining table are Blackstone’s sales manager, John A. Wicht, and CANDIDATES for best-dressed men title of the association are Norge’s Paul 
Oscar A. Lenna, Blackstone head, who is association second vice-president. Berner and Ed Doll and Richard B. Myers of Lovell Mfg. Co. 
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T’s a natural . . . the L&H SINGLE SWITCH volume control 
_of surface units! Women are used to adjusting cooking heat 
with a single control. There’s nothing new for them to learn 
with an L&H ... nothing complicated. They cook the way 
s they've always done... only better, faster, easier! And that’s 
why you sell faster, easier, more profitably! Every woman wants 
Single § re i. 4 5 tr how easy it is to cook electrically the 4), 4» fact j 
lied ay! P afacturers 0 
*" The L&H franchise has brought dealers profit, prestige and “Midland Water H ga 
progress for over 74 years. Write today for complete information. LEH Kerege: OF Ranges 


J. LINDEMANN & HOVERSON CO. © MILWAUKEE 7, WISCONSIN 
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THERE’S MORE “‘SELL’’ IN THE PRODUCT 
WITH G-E COMPONENTS 
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PREEN-X HEATER CORDS 


WITH THE ““4Q@0”" PLUG 
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~ PREEN-X 
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HEATER CORDS 





From now on, look for the 
new General Electric Preen- 
X cord on the heating appli- 
ances you sell. With the 
smart G-E “400” plug and the new smooth 





Preen-X cord, it’s the brighest heater-cord 
set idea in years. 

Use this new cord as a selling aid. Show 
your customers how sleek and good-looking 
it is, how flexible and clean. Tell them it has 
more than ten times the abrasion resistance 
of ordinary heater cords. It won’t kink—has 
longer service life—resists the effects of 
water and oil. 

General Electric Preen-X heater cord with 
the colorful “400” plug is the sign of an up- 
to-the-minute heating appliance. Look for it 
on the appliances you buy and sell. Section 
(38-123, Construction Materials Depart- 
ment, General Electric Company, Bridge- 
port 2, Connecticut. 











Washer lIroner Assn. Acts 
To Ease Porcelain Damage 


H. Paul Nelligan is made 
1949 president of group 


Startled by the revelation that por- 
celain enamel shipments were suffering 
millions of dollars damage, the Amer- 
ican Washer and Ironer Mfrs. Assn. 
proposed steps to put a speedy end to 
this unhealthy situation during the 
January meeting in Chicago. 

R. F. Bisbee of Westinghouse dis- 
cussed the development of test equip- 
ment to measure the shocks that pack- 
aged appliances can absorb as well as 
outlining the effort that is proceeding 
to eliminate the weak points. 


Dealer Fatalities Due 


The competitive climate is chang- 
ing, according to retiring president 
Roy A. Bradt, Maytag. He advised 
the industry to go after “fur coat” dol- 
lars in the future. There was one ap- 
pliance retailer for every 1,000 wired 
homes in 1941, he said, as compared 
with one for every 440 homes today. 
With the coming of a highly competi- 
tive buyers’ market, many dealers are 
due to be washed out. Fully 40 per- 
cent of today’s dealers never oper- 
ated under competition, he said. 

The conventional washer products 
division committee headed by E. L. 
Farquharson, ,Landers, Frary & Clark, 
advocated a National. Washer and 
Ironer Week, to be held June 6 to 13, 
aided by a $25,000 appropriation from 
the association. 


Health Problems Weighed 


Parker Ericksen, Bendix, <Auto- 
matic Washer Products Division, told 
of the bacteriological studies being 
made under independent organizations 
and of the work with plumbing stand- 
ards. M. A. Toussaint, Conlon, said 
that ironer clinics would not be held 


Fifteen Years Of Service 


during the coming year. Howell G. 
Evans, Hamilton, described the Na- 
tional Sanitation Foundation at Ann 
Arbor, Michigan, and its work. 

Held coincidentally with the busi- 
ness meetings was the second National 
Home Laundering Conference, at- 
tended by about 60 representatives of 
women’s magazines and newspapers. 
Edith Ramsay, American Home maga- 
zine, summed up by saying the women’s 
editors considered servicing the weak 
link in the laundry picture. Need for 
pre-sale and post-sale demonstrations 
was stressed. 


Nelligan is President 


Election of officers for the associa- 
tion resulted in a complete sweep of 
new faces, the only holdovers being 
Fred Mitchell and C. E. Anderson. 
The new roster includes: 

President, H. Paul Nelligan, presi- 
dent, Easy Washing Machine Corp.; 
first vice-president, C. G. Frantz, 
president, Apex Electrical Mfg. Co.; 
second vice-president, Oscar A. Lenna, 
president, Blackstone ; third vice-presi- 
dent, W. Neal Gallagher, president, 
Automatic; treasurer, Howell G. 
Evans, vice-president, Hamilton Mig. 
Co. 

The conventional washer division 
will be under Paul Berner, manager, 
laundry division, Norge; and W. Dell 
Rizor, assistant to the president, 
Dexter. 

Automatic washer division heads are 
Parker H. Ericksen, sales manager, 
Bendix, and C. E. Anderson, General 
Electric Co. 

Dryer division is headed by Fred M. 
Mitchell, manager, laundry equipment 
division, Frigidaire; and Lloyd A. 
Sweetland, manager, home laundry, 
Hotpoint. 

Ironer division will be under Joseph 
Groshans, Simplex; and W. R. Dab- 
ney, Ironrite. 





CONGRATULATIONS are extended to Kamel Hassan (left), sales manager, eastern 
division, Apex Electrical Mfg. Co., who was one of 95 company employees recently 
honored for completing 15 years of service with the firm. C. G. Frantz, president, is 
shown presenting Mr. Hassan with a service pin which was awarded with a certificate 
before more than 500 company executives at the Carter Hotel, Cleveland, Ohio. 
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STANDARD iN YLATORS are 
now made in L-5 MATERIAL 


Higher frequencies in communications and electronic equipment 
require @ material with an improved loss factor. A\SiMag Standard 
Insulators shown in Bulletin No. 143 were formerly made in an L-4 
material—AlSiMad 196. These insulators are now made in an 
1-5 material —AISIMag 228 (Glazed). 

The added usefulness of the better material is shown by these 


significant characteristics: 


Material Material Now Used. 
Formerly Used. -AlsiMes 2 
AlsiMag 196 (u-4) Glazed (L-5) 
Dielectric Constant IMC.---°° 58 6.3 

Power Factor a Sal : 0021 0012 
Loss Factor a ee ee 012 0076 


As there is no increase in price, improvements in your equipment 


can be made at no increase in insulation cost. 
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How Columbus discovered 
ready-made sales! 


1. An alert, vigorous organization in Columbus, Ohio, is called the “Elec- 

trical Dealer’s Association, Inc.”’ Recently, 115 dealers participated in a 

promotion designed to identify their stores as the places to shop for the 

electrical items advertised in an alert, vigorous magazine, LIFE. Here, 

Executive Secretary Stanley Dennis and President Frank Massaro of the 

E.D.A. plan the promotion with Russ Clements, LIFE Retail Repre- 
" sentative. 





3. All over the city, banners, displays, windows, and ad reprints showed 
where the electrical appliances which are nationally advertised in LIFE 
could be bought. This advertised-in-LIFE banner is being put into place 
by R. A. Plankell of the Worthington Hardware. In a city where one out 
of every four people over ten years of age is a LIFE reader, these displays 
were bound to produce happy results! 
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2. Fourteen distributors joined in with the Columbus appliance dealers in 
the city-wide advertised-in-LIFE promotion. Manufacturers who had no 
Columbus distributors sent special representatives to help out. Dealer 
C. C. Robinson (left) hears from Lee Bukey of the Columbus & Southern 
Ohio Electric Co. the sales-proved formula for merchandising excite- 
ment: Simply call attention to your store as the place to buy the products 
advertised in LIFE. 


4. To make sure that no one missed the significance of the huge promo- 
tion, E.D.A.’s Secretary Dennis (above, with LIFE’s Russ Clements) 
even took to the air, dropping announcements of the advertised-in-LIFE 
push over the city! As one dealer said, ““We broke the monotony of every- 
day-the-same routines. The tie-in promoted questions and aroused the 
interest of customers and salespeople!” 
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LIFE IS READ IN 36% OF THE NATION’S FAMILIES 


These are the products that will be advertised to those families 
in coming issues of LIFE. 


MAJOR APPLIANCES Feb. 14 Philco Radio and Television—page 
Feb. 21 RCA Victor Instruments—page 








5. Columbus saw and liked windows like this! One dealer 
said, ““Many new customers came in. Some of them were 
amazed to learn that I handle the famous LIFE-advertised 
brands as well as the stores downtown!” Another dealer: 
“The LIFE promotion established us as a neighborhood 
outlet with national products and bettered our relations 
with our suppliers.” 


Feb. 7 G-E Refrigerators—spread, color 
Kelvinator Appliances—page, color 
Speed Queen Washing Machines and 

Ironers—'4 page, color 

American Gas Association—]y, page 
Hotpoint Appliances—l4 page 

Feb. 14 Hotpoint Appliances—l4 page 

Feb. 21 Hoover Vacuum Cleaner—page, color 


Feb. 


Hammond Solovox—\4 page 


28 G-E Radio—l4 page 


Stewart Warner Radio—% page 


JEWELRY, CLOCKS AND 
WATCHES 


Hotpoint Appliances—\4 page Feb. 7 De Beers Diamonds—page, color 
Moto-Mower—56 lines Marvella Pearls—14 page 
Feb. 28 Kelvinator Refrigerators—page, color J-B Watch Bands—¥ page 
Feb. 14 Swiss Federation of Watchmakers— 


SMALLER APPLIANCES AND 
HOUSEWARES 
Feb. 21 Pliotilm—page, color 
“Eveready” Flashlight Batteries—l4 
page, color 
Winchester (Olin) Batteries and Flash- 
lights—]4, page, color 
Feb. 28 Borg Scales—page 
Beam-O-Lite Iron—!4 page 
G-E Toasters—l4 page 


HOMES AND HOME 
FURNISHINGS 
Feb. 7 Consider Willett Furniture—4 page 
Pequot Sheets—]4 page 


Feb. 


Feb. 


Feb. 


Feb. 


page, color 
21 Keepsake Diamond Rings—page 
Westclox—page 
Telechron Clocks—¥4 page 
Gruen Curvex—l4 page 


28 Sentinel Clocks and Watches—l4 page 


SILVERWARE 
21 Community Silverplate—page, color 
International Sterling—page, color 


CAMERA SUPPLIES AND 
OPTICAL GOODS 
7 Dow-Corning Sight-Savers—56 lines 








r re Feb. 14 Ansco Film—}l4 page 
; Feb. 14 Cannon Sheets—page, color Wollensak Lenses—¥% page 
a Feb. 21 Simmons Bedding—spread, color Feb. 21 Eastman Kodak—14 page, color 
“= Firestone Beauty Film—page, color Dow-Corning Sight-Savers—56 lines 
13 Englander Mattress—!4 page, color Feb. 28 Bell & Howell Camera—l page - 
Ostermoor Mattress—112 lines 
Feb. 28 Bigelow-Sanford Carpets—spread, color 
Mengel Furniture—page, color SPORTING GOODS 
‘ AND TOYS ; 
RADIOS, RECORDS AND Feb. 7 Rollfast Bicycles—28 lines | 
INSTRUMENTS Feb. 14 Simonis Billiard Cloth—14 lines 
Feb. 7 RCA Victor Instruments—page Feb. 28 Rollfast Bicycles—28 lines 
NOTE: Many of these LIFE advertisers 
have ordered sales helps from LIFE mer- 
chandising. Ask your suppliers about AD- 
VERTISED-IN-LIFE merchandising aids! 
ADVERTISED 
6. “People who had never stopped before stopped and looked LIFE, 9 Rockefeller Plaza, New York 20, N. Y. 
at our window!” explained a store owner (the reasons are in 
O- the above picture). “I intend to keep using LIFE displays 
s) to continually remind my customers that we handle all the 
E LIFE-advertised appliances.” If you want to see and feel NOW 14,950,000 FAMILIES READ LIFE 
y- the power of this type of promotion, as well as the benefits 
ne of national magazine advertising, use the list at right, 
right now! 
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Westinghouse 


to assure peak efficiency 
and dependability 


saniteae miilitithis Ninciicantckchen jens 
@ more and more pleasant place — attractive, 
functional, easy to care for, with cooking drudg- 
ery banished —the name Westinghouse claims 
the approval and confidence of millions. 


For Westinghouse brings a wealth of skill 
and experience to the production of appliances 
that offer exceptional performance, style and 
utility. Products that typify a new upsweep in 
the standard of living. 


And for all-important heating elements, 
Westinghouse employs Nichrome electrical re- 


sistance wire, because its “consistently main- 


tained high standards of quality and uniformity 


te. 4 


permit the development of appliances of ad- 
vanced engineering design and peak efficiency." 


Make sure that you, too, profit by these 
outstanding advantages of Nichrome. If your 
manufacturing sources are not already using this 
superlative alloy, ask them to do so—for 
Nichrome is the hallmark of quality and trouble- 
free operation, the very heart of good electrical 
appliances everywhere. 


Universal Aims For More 
Sales In Record Drive 


An all out promotion, sales and 
training program calling for the great- 
est expenditure in company history 
has been launched by Landers, Frary 
& Clark, New Britain, Conn., manu- 
facturers of Universal household helps, 
it was made known recently by Bret 
C. Neece, vice-president and general 
sales manager. Although sales of all 
appliances continue to remain at ex- 
ceedingly high levels, Mr. Neece stated 
that the increased efforts are calcu- 
lated to maintain or surpass the record 
sales volume achieved last year. 


Aim To End Defeatism 


Lee Moss, sales manager, home 
cleaning equipment division, remarked 
that far too many dealers have as- 
sumed defeatist attitudes and allowed 
manufacturers who sell directly to 
consumers to obtain the major share 
of cleaner business. He cited the 
lack of effort on the part of retailers 
to secure this business, especially those 
who claim that this type of appliance 
sale is purely a house-to-house opera- 
tion. Unfortunately, the trend has 
been even greater since the war, he 
said. The firm is taking aggressive 
action to correct the situation, ac- 
cording to Mr. Moss, through large 
scale advertising, promotion to bring 
customers into the dealers’ stores, and 
planned simple and inexpensive sales 
training. 


Washer And Ironer Picture 


High production of washers and 
ironers accompanied by the general 
slowing up of retail business in many 
sections calls for active promotion and 
a return to pre-war methods of selling, 
according to E. L. Farquharson, sales 
manager, home laundry division. 

W. J. Cashman, director of promo- 
tion, publicity and advertising, stated 
that a greater portion of the firm’s 
advertising dollar will be directed at 
continuity in leading magazines and 
radio shows with increased emphasis 
at point of sale. Over 150,000,000 con- 
sumer messages in 11 leading maga- 
zines including Life, Saturday Evening 
Post, Ladies Home Journal, McCall’s, 
Good Housekeeping, Better Homes & 
Gardens, Farm Journal, Bride’s Maga- 
zine, Parent’s Magazine, Household 
and Sunset are planned. 


Lockrator 1949 Freezers 
Priced $199.95 To $481 


Lockrator 1949 home freezer models 
now in production will retail from 
$199.95 for Model 4D, the 4 cu. ft. 
table-top freezer, to $481 for Model 
13.5D, the 134 cu. ft. upright freezer, 
it was recently made known by the 
Stoddard Mfg. Co., Mason City, Iowa. 
Model 41C3, a 4 h.p., 21 tray ice cube 
maker, will retail at $299.50. 

Refrigerator lines will be priced as 
follows: Model 13E, 13 cu. ft. deluxe 
combination freezer refrigerator, 
$397.50; Model 9E, 9 cu. ft. deluxe 
combination, $299.50; Model 8E, 8 cu. 
ft. standard deluxe model, $299.95; 


Driver-Harris Company 


RPARRISON, NEW JERSEY 


Model 4E, 4 cu. ft. apartment re- 
frigerator, $199.95. 

The company states that all new 
refrigerators have been completely re- 
designed and feature a new cabinet 
construction, full length doors and 
across-the-top ZERO _ temperature 
freezer compartments in the combina- 
tion models. All are equipped with 
easy front replaceable Tecumseh her- 
metic systems. 


BRANCHES: Chicago, Detroit, Cleveland, Los Angeles, San Francisco, Seattle 
Manufactured and sold in Canada by 


e B. GREENING WIRE COMPANY, LTD., Hamilton, Ontario 
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A FOOD MIXER HAS ONLY ONE REASON for existence—so 
make women’s work easier. So if it isn’t simple to op- 
erate, it isn’t worth its salt. 


LOOK AT THE NEW HAMILTON BEACH on that basis. See 
why it’s the one best buy for your customers, the one 
best profit-maker for you. Of all the mixers on the 
market, it’s the easiest to use. 


HAMILTON BEACH GIVES YOU exclusive one-hand opera- 
tion. The hand that holds the mixer sets the speed. 
Easy to use, easy to sell! 


HERE'S ONE-HAND PORTABILITY. The only mixer that glides 


. . . id . 
off the stand without the aid of triggers, catches, or Mixguide puts speed control where your 
latches. Easy to use, easy to sell! customers want it—under the thumb, under 


FINGER-TIP BOWL CONTROL is still another Hamilton pi ee reap aegis 
Beach exclusive. The only mixer that permits shifting S &; y 


: : type of mixing. The latest of many Hamilton 
the bow! while beaters are turning. Easy to use, easy Beach easy-to-use, easy-to-sell features! 
to sell! 


RIGHT NOW, THIS CONVINCING ‘“‘easy-to-use”’ theme is . 
plugging away for you in big. colorful Hamilton Feature these TOP-VALUE 
Beach national ads. Tie in with it by telling the same / HAMILTON BEACH Cleaners! 
story yourself. It sells...try it and see! Hamilton 
Beach Company, Division of Scovill Manufacturing Co., 
Racine, Wis. 


The Hamilton Beach “Champion” is the top value in upright 
cleaners today. It's the lowest priced, lightest weight, full-size, 
first-line cleaner on the market! $52.50 retail. 


Tests prove the Hamilton Beach 
‘“‘Deep-Clean"’ Cleaner picks up 
37 % more dirtthan previous models. 
It's the one with more exclusive features than 


tho Nw HAMILTON BEACH oP aes 
ocd Mixa lesdoib: bs:'Sat Bécuece Wr habe aan’ 
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SGE-ACORN 
CROWN SGE-ORIOLE 
ESTATE HEATROLA SPARK 
GAFFERS & SATTLER TAPPAN 
GLENWOOD OCCIDENTAL sannennennin 
GRAND ODIN BEAUTYRANGE DOFWOOD 

WESTERN HOLLY 
HARDWICK O'KEEFE & MERRITT aiiaeiin 
MAGIC CHEF QUALITY CLARE BROTHERS 
MOORE'S ROPER 


MOFFAT 


Now Available for All Types of Gas— 
In Cities, Towns and On the Farm 
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“CP” is a nationally advertised 
unbiased Buying Guide backed 
by the 21 top Brand Names 


in the gas range business 


In any kind of a market sell the top-of-the-line and you push 
profits up. That’s why aggressive dealers everywhere are display- 
ing and promoting automatic gas ranges built to “CP” Standards. 
“CP” is the nationally promoted unbiased buying guide to con- 
venience, performance and economy women know about and look 
for on your sales floor. “CP” models are the top of the line of 


21 leading brand name gas range manufacturers — the top profit 


lines that put dollars in your pocket. 
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$8,000,000 in promotion is selling for you 


From coast to coast, national and local promotions by 21 big name — 
gas range manufacturers, the American Gas Association, the LP-Gas 
Association, gas utilities and LP-gas distributors, are selling auto- 
matic gas cooking for you every day, every week, every month to the 
25,500,000 homes that cook with gas and the millions of homes that 
will be built. That’s why “CP” is a strong selling tool for you! 





4244 444 























“CP” sales up 100% in 1948 


The “CP” program is designed to help you cash in on the features 
women want—automatic cooking—time, food and money savings— 
cooler, cleaner kitchens—better, easier cooking PLUS the speed and 
flexibility of gas. Find out from your manufacturer or your gas com- 
pany how you can tie-in and cash in on this great profit opportunity 
that’s immediately available for you today. 


Gas 


Appliance 
Manufacturers 
A ssociation 


60 East 42nd Street, New York 17, N.Y. 
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12 in.— Adjustable to 
windows 2352” to 36” 
wide. 





Filt-R-Fan (313F)— 
with Directional air- 
current Control. Cools 
as it filters through 3 
renewable glass-fiber 
filters. 


Cu 
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IETEST EVER BUILT 


Ouse 


Model 120 


> WINDOFANS 


09 Quieter on Low + 12% Quieter on Medium 
5 » Quieter on High — by actual Decibel Test 


What RUBBERIDE* is... An entirely NEW discovery for attach- 
ing propeller to motor shaft with patented MOLDED-RUBBER 
HUB. Motor rides on 4 (patented) Lord Grommets, with propel- 
ler cushioned in rubber. The most sensational improvement ever 
made in fan construction ... and ONLY MEIER-MADE FANS 
CAN HAVE THIS FEATURE. 


~x~ *-+§ * 


Yes, Meier engineers and designers have found the secret of 
silence in window fan performance. And, these EXCLUSIVE 
NEW FEATURES have released the greatest avalanche of 


orders in Meier history. 
* Patent Applied For 


Ask your jobber salesman, or write TODAY for full 
details about the two great Meier Lines for '49. 


Ds 
FAMED FOR DEPENDABILITY Est te L'904/ THROUGHOUT THE WORLD 


MEIER ELECTRIC & MACHINE CO., INC. 
3523 EAST WASHINGTON STREET - INDIANAPOLIS 7, INDIANA 
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ional Motor-noise Silencer 
IER-MADE WINDOFANS 











| 








Du Mont Acts To Reduce 
Dealer Price Cutting 


Victor E. Olson, sales manager, 
Allen B. Du Mont Laboratories, Inc., 
New York, N. Y., recently advised the 
firm’s dealer organization of the 
Metropolitan New York area at a 
special meeting that the company is 
increasing its drive against price cut- 
ting. He warned that this plague is 
not only economically unsound, but will 
drive many dealers out of business if 
continued. 

Plans include immediate intensifica- 
tion of shopping service with reports 
by dealers on all sales. Any violations 
will be met with immediate disfran- 
chisement. 

Mr. Olson concluded by observing 
that it was extremely shortsighted on 
the part of dealers to institute such 
practices when they stand on the 
threshold of an unlimited sales poten- 
tial in the television field. 


More Chicago Show Scenes 


SF 


SMART Traveling as well as smart sew- 
ing are possible with the new portable 
Free Sewing machine in an attractive 
case, maintains Mrs. Audrey Edwards. 





FAY Seyler, former high wire walker for 
Ringling Bros. treads a firmer path as she 
describes Noma’s Estate stove to Thomas 
Schultz, Detroit. 





WHEN the bottom dropped in Deep- 
freeze’s freezer the inside capacity was 
increased from 4.8 cu. ft. to six, as John 
Fellman and W. S. Hall demonstrate. 
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How Frigidaire’s Distributing Organization Helps 
Frigidaire Dealers Build Better Business 


Through its nationwide distributing organization, Frigidaire gives 
dealers business-building services unsurpassed in the industry. This 
help is provided by thoroughly trained specialists and covers every 
phase of the dealer’s business —as shown in the pictures below. 
Frigidaire specialists in 43 strategically located district headquarters 


en ee ee ee 


— a ne 
[a= [MU AI) MHOWN igaump 
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Sales Management. District sales specialists guide 





offices assist dealers with specific, constructive counsel, quickly 
available—and it is based on years of experience of successful 
Frigidaire Dealers. 

That’s dealer help of a mighty practical kind. And it’s only one of 
the many reasons why a Frigidaire franchise is so valuable. 





dealers in building sales organizations, originate and 
develop sales programs keyed to local situations, aid 
in analyzing the sales potential of each dealer’s 
market, distribute market and product information. 


Finance. [District office personnel are prepared to 
give expert assistance on business management 
problems, outline sound accounting procedures and 
provide helpful guidance on financial matters of 
every kind. This help is readily available at all times. 


Service. District Service experts assist dealers in 
maintaining high service standards, give expert help 
with service training programs, maintain large parts 
supply for retail requisition, provide proved methods 
of obtaining more service business. 








Sales Promotion and Training. Dis- 
trict sales promotion departments 
assist dealers with their advertising 
plans, conduct sales and product schools 
for salesmen, aid in organizing success- 
ful Dealer sales meetings and training 
programs, provide proper methods of 
obtaining new business. 


Sales Engineering. District sales engi- 
neering help on technical problems is 
available to commercial and air condi- 
tioning dealers. Thoroughly qualified 
engineers act as technical consultants 
to dealer personnel on the application, 
layout and specifications of Frigidaire 
installations. 





Home Economics. District home econ- 
omists build good will for Frigidaire 
dealers with schools, home demonstra- 
tion agents, and other interested groups. 
They also assist and train dealers and 
their home demonstrators to help 
customers enjoy full satisfaction with 
Frigidaire products. 





Division Managers. These key 
men keep in close contact with the 
dealer and provide frequent and on- 
the-spot assistance in all phases of the 
dealer’s operations. They are qualified 
through knowledge of many dealer 
operations to help with many sales 
and management problems. 


Depend on FRIGIDAIRE to do things right 
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Industry’s Leader Chalks Up Another Triumph With 
Sensational 1949 Model That’s Winning Enthusiastic 
Dealer-Consumer Acceptance Everywhere! 


Everybodys Pointing To 
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REE WIREMAKER 
FOR INDUSTRY 


© 1948, Belden Manufacturing Co., Chicago, 


The Belden Line of Complete Cords 
NOW AVAILABLE FOR DEALERS 


Corditis-free Replacement Cords for lamps and appliances 
Extension Cords and Cordlites 
Portable Outlets, the “Under-the-rug Cords” 


Ask your Belden Jobber 
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Electric Playhouse 
Opens Show in Capital 


The Electric Playhouse, a consumer 
merchandising and educational project 
co-sponsored by the Potomac Electric 
Power Co. and the Eleetric Institute 
of Washington, recently opened a five 
month run in the nation’s capital, 
according to an announcement by Wil- 
liam G. Hills, managing director of 
the institute. 


Has All-Electric Kitchen 


An intimate 98-seat auditorium built 
in conjunction with the Institute’s 
permanent appliance exhibition floor 
in the Pepco building, the Playhouse 
has three revolving stages and two 
elevator stages controlled from a 
single operating board which permit 
demonstrations in the form of dramas. 
The theatre also contains an all-elec- 
tric kitchen run by the building’s 
Home Service Bureau for the prepa- 
ration of luncheons for visiting wom- 
en’s organizations. 


Five Month Run 


According to the announcement, the 
Playhouse will be host at homemakers’ 
luncheons and afternoon demonstra- 
tions including dramatic presentations 
until next June. A new seating ar- 
rangement makes it possible to convert 
every other row of seats into individual 
tables for luncheons in minimum time. 

The premiere show featured a dra- 
matic presentation dealing with the 
nature of light which was followed by 
a drama on electrical equipment called 
“For Gracious Living”. Next followed 
an educational presentation about 
Henry and Helen Wilson who live 
graciously in an all-electric home. In 
addition to the Playhouse proper, the 
foyer has special facilities for viewer- 
operated demonstrations on the history 
of lighting and the advantages of ade- 
quate wiring. At the premiere, it was 
reported that enthusiasm was un- 
bounded for the amalgamation of sales 
promotion with entertainment and edu- 
cation. 


Fifteen Years of Service 


The Electric Institute dates back 
to 1934 when the Potomac Electric 
Power Co. management decided to 
abandon all direct merchandising ac- 
tivities in competition with local appli- 
ance dealers providing the dealers 
cooperated in a joint promotional pro- 
gram of their own. The Institute con- 
tinued to conduct an active local pro- 
motion program until the war at 
which time the group became primarily 
concerned with problems of interpret- 
ing government regulations to its 
members and member problems to the 
government. 


Accelerated Program Seen 


A. G. Neal, Pepco president, main- 
tains that to his knowledge the Play- 
house is unparalleled anywhere in the 
world. He stated that while the idea 
for this project was formed three 
years ago, it was only recently that 
the availability of equipment made 
actual construction possible. Through 
continued cooperation, he concluded, 
the Institute and utility expect to con- 
duct an accelerated promotional pro- 
gram in the months and years ahead 
in a continualy expanding and steadily 
prosperous Washington market. The 
Electric Playhouse is another one of 
the steps taken in educating the con- 
sumer to appreciate the tremendous 
progress made in eleetrical living. 
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MOVEMENT 





§ This is the happiest job, 
you'll agree, that a Telechron Timer has ever been asked to 
do. Imagine lulling a radio fan to sleep to his favorite music... 
turning off the radio at a pre-set time . . . waking him up with 
the early news . . . ringing an alarm ten minutes later, in case 
he’s sleeping on his good ear. No wonder this Telechron “Sleep 
Switch” is stimulating sales of the new radio sets that have this 
dramatic plus feature. 


it’s a sales-clinching plus for you 


Sleep Switch” for radios and other Telechron Timers for 
ranges, washers, refrigerators and other appliances are great 
persuaders when a customer is sitting on the fence. For every- 
body knows that Telechron can’t be beat where electric timing 
is concerned. That’s because all Telechron Timing Motors are 
instantly . . . constantly synchronous. 

So look for, insist on and feature what your customers are 
eager to accept . . . electric appliances with Telechron Timers. 
You'll be well repaid for your foresight. Telechron Inc., 220 
Union Street, Ashland, Mass. A General Electric Affiliate. 












or. 

TIMERS 
The low-cost plus 

that clinches the sale 
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York Corp. Seeks 50% Sales 
Increase, Distributors Told 


‘49 plans include niore ads, 
emphasis on sales training 


The York Corp., traditionally an 
engineering minded manufacturer, goes 
into 1949 with a new emphasis on 
merchandising, company spokesmen re- 
vealed at a recent New York dis- 
tributor meeting, one of nine coast-to- 
coast sessions introducing new prod- 
ucts and 1949 plans. 

Dean C. Seitz, manager of distribu- 
tor sales, declared that the company 
has set its sights on a 1949 target 50 
percent greater than the record 1948 
total. Since early last year the com- 
pany has increased its dealer and 
distributor organization about 20 per- 
cent, he pointed out. Further expan- 
sions will be made, despite the fact 
that order backlogs have virtually 
disappeared. 

The company’s new emphasis on 
merchandising includes the devotion of 
two weeks of the customary six week 
factory training course to sales and 
merchandising methods and techniques. 
Heretofore the training program has 
been largely composed of instruction 
in the construction and operation of 
the various products. 


New Weekly Schools 


John S. Garceau, formerly adver- 
tising manager for Farnsworth Tele- 
vision and Radio and now in the same 
capacity for York, described advertis- 
ing and promotion plans for 1949 
which further reflect increased mer- 
chandising effort. Distributors will 
receive a complete sales training pack- 
age which will enable them to innovate 
and conduct weekly sales training 
meetings all during the year for their 
salesmen and dealers. York provides 
the equipment, the plan, instructions, 
slide films, recordings, and books on 
principles of selling. Commercial dis- 
trict sales managers will provide men 
to conduct initial meetings for each 
distributor. 

Backing up the company’s $8 million 
expenditure for expansion and im- 
provement will be a 1949 advertising 
budget approximately 50 percent 
greater than last year’s, Mr. Garceau 


“Kooler Kitchen” Award 


GOLD TROPHY presented as first prize in the recent Rational Presto cooker window 
display contest is awarded by Morton Phillips, vice-president, National Pressure Cooker 
Co., Eau Claire, Wisc. (third from left) to Robert Egan, president, Bay State Appliance 
Distributing Corp., and Edward Ellison, vice-president, Bay State. S. J. Simmons, 


said. Magazines selected to carry 
York’s messages are Life, Time, 
Saturday Evening Post, Newsweek, 
Business Week, Fortune, and 37 pro- 
fessional and trade publications. Cer- 
tain products will receive special 
advertising emphasis at prescribed 
periods during the year to coincide 
with their periods of greatest seasonal 
demand, Mr. Garceau said. 


Prices and Profits 


Prices for the company’s room air 
conditioners reflect a slight decline 
from 1948, according to company 
spokesmen. A new one-half horse- 
power window air conditioner retails 
at $350. Window air conditioners of 
three-quarter horsepower rating will 
list at $400. A console model of three- 
quarter horsepower carries a $660 tag. 
All are f.o.b. factory. New ice cube 
making machines range from $1,250 to 
$1,500 in the New York area, depend- 
ing upon buyers’ specifications. 

The series of nine meetings was 
designed, Mr. Garceau said, “to im- 
press upon the York organization the 
necessity for returning to active selling 
methods in the full belief that 1949 
profit possibilities are in excess of 
1948 and that this is particularly true 
of our industry.” 


Remington Radio Corp. 
Expands Factory Site 


The Remington Radio Corp., White 
Plains, N. Y., manufacturers of Rem- 
brandt Television, recently expanded 
its present factory location, according 
to an announcement from Robert G. 
Kramer, president. The move was 
made to facilitate production, which is 
expected to triple in volume. The ex- 
pansion program will make possible the 
supply of additional sets to new sales 
territories opened in the south and 
southwest. 

The increased space. for the cabinet 
department results from the realiza- 
tion by the firm that the customer not 
onty wants good television reception 
but good furniture as well. 





treasurer of the distributing firm (right) watches ceremony. 
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YEAR ROUND BUSINESS A PROFITABLE PLEASURE 
WHEN YOU SELL 


* AGA APPROVED 















1 
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EVAPORATIVE 


“COOLERS 


AGAIN SNO-BREZE 
LEADS THE 
ENTIRE INDUSTRY! 


1949 models perfected to the limit. 
New faces - new exclusive innova- 
tions. Compare the features - your test is 
hest - you'll readily see why this seasons 
prediction is “A Sno-Breze Sales Fest.” 














“BEST HEATER 
SALES AND 
PROFIT RECORD 


EV ER” is a common expression 
among Palmaire outlets. How come? 
Palmaire brings a new low in selling costs 
- a new high in profits. It’s easy to see 
- just check the features and you'll agree. 





RESIDENTIAL MODEL 
2500 TO 10,000 CFM 





SUSPENDED UNIT HEATER 





FORCED AIR FURNACE 
85,000 BTU 


silent long life operation. 

@ Over-size fans and blowers provide 
maximum heat circulation at mini- 
mum power consumption. Assure 
low head temperatures. 

@ Extra large heavy gauge heating ele- 
ments engineered for silent maximum 
heat exchange. 

@ Precision formed porcelain enameled 
steel burners give thorough, even 
combustion. 

@ Operation and safety controls are ful- 
ly automatic — absolutely foolproof. 

@ Space saving compactness — ultra 
modern styling. Finished in hand- 
some baked enamel Hammertone. 

@ All Palmaire heaters must pass rigid 
performance tests before leaving the 
factory —— satisfied customers assured. 


80,000 BTU AND LARGER @ Free-floating, heavy duty motors give @ Rubber mounted heavy duty motors 


give silent long life operation. 
Blower and fan assemblies cushioned 
on rubber pillows. No vibration noise. 
Perfectly balanced over-size blowers 
and fans assure maximum output. 
Patented" clog proof, rust proof, ad- 
justable “rain drop” water distribution 
system gives thorough pad coverage. 
Centrally located electric terminal 
block type switch provides quick 
easy pump connection — no solder- 
ing required. 

Patented*fully drawn frontal section 
gives cooler face ultra modern appear- 
ance, and is 10 times stronger than or- 
dinary types. Has dash board controls. 
Extra heavy gauge absolutely rust re- 
sistant steel cabinets finished in hand- 


some baked enamel Hammertone. 
* Patents Pending 


HERE’S HEATING AND COOLING EQUIPMENT 
THAT FULFILLS THE STAR SALESMAN’S DREAM! 





WINDOW FAN MODEL 
1500 CFM 





WINDOW BLOWER MODEL 
1800 CFM 





COMMERCIAL MODEL 


10,000 TO 20,000 CFM 
COMPLETE LINES for winter and summer which incorporate the most " 
exacting specifications for homes, industrial and commercial 
buildings — definite models for definite needs. 





PORTABLE : 
samaieaie QUALITY LINES that consistently render supreme performances at 
FOR HOMES minimum costs - - always building prestige for your firm. 


AND OFFICES 


Palmaire and Sno-Breze business a pleasure ? 
Brother, they're lines you'll really treasure! 








YOU T00 
WILL PROFIT WITH 
PALMAIRE 


MANUFACTURING CORP. Phoenix, Ariz. Dept. M15 : 














AND SNO-BREZE We are Distributors_______. Dealers . 
Nall Chupélteday Please rush sales details on Palmaire heaters__ 
for complete sales Lecendncaceesacnesnecsssnenecequgacnsensennesneenpenssansubebeereneeeb Sno-Breze coolers | 
details. ry 4 
— a a a a no oo fo oo City... —— oo —— — <State.-_ RECIRCULATING PUMP KIT 
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Woman’s Friend |Washer 
Exclusive Direct Franchise 


(1) Manufactured and sold for 
OVER FORTY-EIGHT YEARS 


(2) The ONLY washer GUARANTEED 
for FIVE YEARS 


(3) Built to Banish Breakdowns -to 
Banish costly service expenses 
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RMA Drive Shows Promotions 
Can Still Boost Radio Sales 


Indianapolis, Trenton and 
Salt Lake Report Success 


Radios properly merchandised are 
still capable of registering heavy sales 
in certain areas, notwithstanding tele- 
vision, Regulation W, seasonal slow- 
downs or other factors. 

This was dramatically shown in the 
recent “Radio In Every Room” cam- 
paigns held throughout the country 
in conjunction with National Radio 
Week. Radio manufacturers and 
members of the broadcasting industry 
joined forces with the association in 
promotional activities which all deal- 
ers agreed helped the radio business, 
although the extent of the participa- 
tion varied considerably in different 
parts of the country. 


Salt Lake City Sales Zoom 


Backed by the sponsorship of the 
Intermountain Electrical League of 
Salt Lake City, Utah, the campaign in 


that city was expanded to take in the . 


entire state. According to reports, the 
resultant sales increase of 128 percent 
for Salt Lake City alone reflects the 
enthusiastic cooperation on the part of 
dealers and distributors, broadcasters 
and the press. The drive called for 
$20,000 for newspaper advertising as 
13 of the state’s 17 radio stations gave 
a total of 1,224 spot announcements. In 
addition, two of the Utah’s largest 
newspapers carried special supplements 
about the campaign besides daily news 
and feature articles. 


Video No Problem In Trenton 


Perhaps the most vivid demonstra- 
tion of what good merchandising can 
do took place in Trenton, N. J. Cog- 
nizant of the difficulties presented by 
the city which has excellent television 
reception from both New York and 
Philadelphia and the general public 
enthusiasm for video, the radio dealers 
met the situation with a merchandising 
effort which boosted sales 10 percent. 


World Premiere 





EXAMINING one of the 1949 air condi- 
tioners at the Fedders-Quigan regional 
sales clinic recently held in Dallas, Tex., 
are: (left to right) Leo Ledbetter, regional 
sales manager, unit air conditioner divi- 
sion; E. A. Bonneville, sales manager; and 
Jack Meletio, Texas distributor for Fed- 
ders air conditioners. A selected group of 
distributors heard discussions on expanded 
service facilities, sales and service educa- 
tion program, and an increased dealer 
campaign. The firm plans an advertising 
budget eight times greater than last year. 


FEBRUARY, 


The Central Jersey Electrical League 
sponsored the Trenton campaign. Re. 
newed emphasis was attached to the 
second week of the drive after Na- 
tional Radio Week when Mayor Donal 
Connelly proclaimed it Trenton Radio 
Week. Window displays were re 
sponsible for intensified public interest, 


Indianapolis Up 50 Percent 


Although the campaign in Indian- 
apolis supported by the city’s Elec. 
trical League ran only for one week, 
dealers there indicate a 50 percent in- 
crease in sales. The theme is still be- 
ing used, according to reports, with 
newspaper ads stressing that a radio 
in every room is an absolute necessity 
as they follow up the momentum the 
original drive initiated. 

While New Orleans ran their cam- 
paign considerably before National 
Radio Week at a time when Regula- 
tion “W” and the opening of a local 
television station seemed not very con- 
ducive to buying radio sets, local 
dealer and distributor collaboration re- 
sulted in an increase of 31 percent in 
radio sales. Here too follow-ups with 
the longe range possibilities as in In- 
dianapolis were effected. 

Among the features of these drives 
was the fact that all promotional ma- 
terial, from suggestions for dealer 
meeting programs to newspaper fea- 
tures and radio spot announcements, 
were sent from the Fred Eldean Or- 
ganization, Inc., te local dealers and 
distributors who then were in complete 
charge of what they did with these 
merchandising tools. The Radio Mfrs. 
Assn. originally guided the first cam- 
paign in Hartford, Conn., the success 
of which has led to numerous other 
cities conducting similar drives. 


Amendment Helps Solve 
“W" Tax Difficulties 


Effective Jan. 1, 1949, Regulation 
“W” was widened in scope to exclude 
articles under $50 brought into the 
jurisdiction of the regulation solely by 
a sales tax, the Federal Reserve Board 
has announeed. The article must be 
priced at $50 or more, exclusive of any 


applicable sales tax, in order to be, 


affected by the regulation, it was 
added. The amendment was effected 
to ease operating difficulties for those 
dealers operating in areas which con- 
tain some territories with sales tax 
and others without. 

‘The amendment reads: 


“Amendment No. 2 to Regulation W 


“Issued by the Board ef Governors of 
the Federal Reserve System 


“Regulation W is hereby amended in 
the following respects, effective Jan. 1, 
1949: 


“By inserting after $50 in Part | of the 
supplement to Regulation W the follow- 
ing language and footnote reference: 


“Exclusive of any applicable sales taxes 
5/, and by adding the following footnote 
to part 1 of the supplement: 


“5/ The exclusion of sales taxes in this 
part of the supplement does not affect the 
use of the term ‘cash price’ elsewhere in 
the regulation. ‘Cash price’ as defined in 
section 8 (H) (7) generally includes appli- 
cable sales taxes.” 
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the , FEATURES YOU CAN SEE 
ly by ... witha Market all its own Two in one—Freezer-Refrigerator! 


soard 


= Capture the best of the market with beautiful, feature packed © Separate doors—one for refrigerator, one for freezer @ Gen- 


‘o be, new Amana Freezer-Refrigerator Model FR-9! The new erous capacity refrigerator’ plus freezer compartment with a 
| = Amana Freezer-Refrigerator delivers extra value you can capacity of 65 pounds of frozen food e No defrosting of re- 
reset see and gives extra impact to your sales message. frigerator compartment necessary since no frost accumulates 
con- Result—extra sales! This, plus complete Amana Freezer Foods stay moist—no drying out in high humidity refrigerator 
} fax e Jumbo size vegetable bins @ Quick release ice cube trays 
@ In-a-door temperature indicators @ Individual temperature 
controls on each compartment @ Chip proof chrome scuff plate 
Check your line for 49. See Amana. Compare quality © Two-tone gold and silver effect chrome hardware @ 5 year 


for quality—feature for feature. Send coupon for details. warranty on complete refrigeration system 


SEND THIS COU 


line—one for every need—and Amana’s full mark-up policy 
gives Amana dealers an amazing profit-making opportunity. 

|W 

ors of 






led in 
on. |, 


REFRIGERATION DIVISION 1 < 
DISTRIBUTORS! AMANA SOCIETY opp erccressccscesocessebeneesesevevesecoonsevcocs 


4 AMANA, IOWA AMANA SOCIETY, Amana, lowa 


i: NAME OF STORE.. 


Pioneer specialists in low temperature ADDRESS ___. 
in this refrigeration with a century old tradi- 


ct the tion of fine American craftsmanship. 
vere in DEALER’S NAME... ._____ 


of the 
‘ollow- 
ce: 

} taxes 
otnote 


Send full details of Amana’s profit making dealer proposition 








appli- 
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‘To untimely fire which completely 
destroyed our plant on Christmas morning resulted 
in only slight interruption in production and deliv- 
eries of the famed KISCO CIRCULAIR, the “Suc- 
cessor to the Fan.” 


Within a few days after the fire, a new and larger 
plant—one having triple the capacity of the old 
building—was purchased. Machinery was lifted 
almost bodily from the old plant, reconditioned and 
installed in our new, fireproof buildings. Production 
of CIRCULAIR units is well under way and ship- 
ments are being made from our production line. 


The fire’s influence on delivery schedules was even 
less marked. Orders received for the ever-popular 
LO-AIR and WHIRLAWAY models, before and 
since the fire, are being filled from stocks ware- 
housed in other buildings. 


So it’s business as usual at KISCO...the pioneer 
and unquestioned leader in the field of cool, room- 
wide air circulation. Place your order today and be 
assured of your share in the “Profit Line for ’49.” 


CULAIR 


Whe ” Successor Te the “Fan” 


REG. NO. 395746 





KISCO COMPANY. INC. e 2400-40 DeKalb St. ¢ St. Louis 4, Mo. 














Hotpoint Still Allocates 
Water Heaters 


Water heaters are being continued 
on allocation te distributors for at least 
the first three months of the new year, 
according to a recent statement by 
Leonard C. Truesdell, vice-president 
of marketing, Hotpoint, Inc., Chicago, 
Ill. While the company has established 
a substantial boost in dealer sales of 
heaters as a 1949 sales goal, Mr. 
Truesdell stated that dealers must re- 
turn to the fundamental ways of cre- 
ating sales. 

Stanley E. Wolkenheim, manager, 
water heater department, explained 
that retail developers are working the 
first two months with distributors and 
dealers to prepare for the peak selling 
season from March through June, 
That period, he said, is representative 
of 50 percent of the year’s accomplish- 
ment in potential sales. 

With the new water heater plant in 
Milwaukee as a source of steady sup- 
ply to dealers, the program to build 
water heater sales will be based on an 
expanded advertising campaign, new 
engineering developments and im- 
provements in mass production, pro- 
motion of water heaters individually 
and as part of all-electric kitchens, 
portfolios of dealer specialty selling 
aids, and closer cooperation among the 
elements in the retail selling organiza- 
tion. 

George A. Beise, market research 
manager, commented on the growth of 
acceptance of the product by compar- 
ing the 1939 ratio of 4.5 gas water 
heaters sold to every electric water 
heater with the 1948 ratio of 1.5 to 
one. Remarking that the market had 
only been scratched, Mr. Beise looks 
for six million units in use by 1953 as 
contrasted with the two and a quarter 
million at the start of last year. 


Crosley Plans 36,000 
Refrigerators a Month 


Despite the development of a “soft” 
market for refrigerators, the Crosley 
Division of Avco Mfg. Corp. will pro- 
duce them at a rate of 36,000 a month 
for at least the first six months of 
1949, 

J. W. Craig, vice-president of Avco, 
told distributors and the press at a 
recent New York showing of the com- 
pany’s 1949 line that the company 
produced some 310,000 refrigerators, 
about eight percent of the total volume, 
during 1948. At least 50 percent of 
production during the first half of 
1949 will be devoted to boxes retailing 
for $300 or less, he said. 

The company’s recognition of a com- 
petitive market was stressed not only 
by the company’s action in adding two 
new refrigerator models at the low 
end of its line, but by Mr. Craig’s 
announcement that Crosley welcomes 
it. “We are glad,” he said, “to get 
back more thoroughly to dependence 
on the quality of our product and the 
efficiency of our sales and advertising 
activities to gain the share of the 
market we feel we should have.” 

W. A. Blees, general sales manager 
for Crosley, presented the line to 200 
distributors at New York’s Hotel 
Commodore, and declared that by 
spring Crosley and its distributors 
will have increased their combined 
sales, promotion and advertising staffs 
about 300 percent. 

The new line includes eight re 
frigerators ranging from seven to 112 
cubic feet and from $229.95 to $409.94. 
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WIN NEW SALES WITH KRYLON ... 
_ REVOLUTIONARY PLASTIC COATING OF 1001 USES 


rosley Here’s one of the fastest moving lines in the electrical field. Hailed by the 
| pro- press of the nation . . . proved by the Army, Navy, Air Force and Industry 
nonth this revolutionary plastic coating is sweeping the country . . . breaking 
hs of all sales records. 
Krylon is a transparent plastic coating that is easily applied with + / a 
Aveo, spray, brush, or wiping. Protects surfaces with a colorless, flexible, water 
at a repellent film that is long-lasting. Won’t peel, crack or discolor . . . resists 
: com- heat . .. has 1001 uses in home, office and industry. 
npany ' Krylon Line is complete to fit every need . . . to win every sale. In the 
-ators, self-contained spray can at $2.95 . . . the combination package of cleaner 
slume, and coating at $1.69 . . . the plastic coating or solvent in bulk containers 
ent of of eight ounces to one gallon. 
alf of Get on this profit band wagon. Cash in on the sales demand. Get full 
tailing details on Krylon now! Foster & Kester Co., Inc., Philadelphia 32, Pa. 


THERE IS ONLY ONE KRYLON... THE ORIGINAL PLASTIC SPRAY 
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lcomes SAVES CHROMIUM SILVERWARE 
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HOW SHIRLEY BASE AND WALL CABINET SALES BOOST YOUR PROFITS 


» Every customer with a SHirLEY sink—and those who intend 
to buy—are preferred prospects for SHIRLEY base and wall 
cabinets. Follow up these sales . . . use SHIRLEY’s new 16-page, 
full color Kitchen Planning Booklet to interest buyers in planning 
their own kitchens. Capitalize on “unit-at-a-time” base and wall- 
cabinet sales to boost your profits. 


” Your customer’s choice of base and wall cabinets is available 
promptly. 

>. Suirey kitchens are easy to install . . . and come ready to 
install. SHIRLEY is strictly “package merchandise” with complete 
instructions to your customer on how to make this simple kitchen 
installation. 






> mn; as , , 
This merchandising set-up pays you the biggest profit. Write your 
distributor today for information on the complete SHiRLEY pro- 






motion to make your store the key “kitchen center” in your com- 
munity. 


SHIRLEY CORPORATION + INDIANAPOLIS 2, INDIANA 


"The value tne” 
ALL-STEEL KITCHENS 
















Her Favorite Product 


COSTUME BALL which invited guests to 
come as their favorite product finds 
Dorothy Huse, Proctor Electric Co.’s west- 
ern regional Mary Proctor, in her own par- 
ticular creation. Dotty’s originality at 
the affair sponsored by the Advertising 
Clubs of Los Angeles won her two tele- 
vision appearances. Her gown was orchid 
to portray the orchids the company asso- 
ciates with its appliance displays. 





Frantz Maintains “W” 
Creates Unemployment 


Regulation “W” is partially respon- 
sible for wholesale layeffs of operating 
personnel up to 50 percent by promi- 
nent manufacturers, service and sales 
organizations, according to C. G. 
Frantz, president, Apex Electrical 
Mfg. Co. 

In a telegram to the Federal Reserve 
Board, Mr. Frantz remarked that con- 
sumer purchases of washers, ironers 
and refrigerators have almost stopped 
completely with no forseeable improve- 
ment. “While there may be other con- 
tributing factors”, he observed, “it is 
noteworthy that the downward trend 
immediately followed imposition of 
time payment regulations which are in 
direct conflict with the long established 
method of selling”. Mr. Frantz opined 
that in the interest of continued jobs 
for thousands of employees, the board 
might find it expedient to review the 
W, which appears to be affecting the 
lower income class of purchasers who 
comprise the largest market and who 
most-need appliances. 


Down Payment Important 


The amount of initial investment is 
the greatest force in the making of a 
sale, according to Mr. Frantz. Appli- 
ances are usually bought by working 
people and paid for out of. savings. 
It is the advertising of a low down 
payment that stimulates action. While 
the FRB was alarmed by the volume 
of credit buying of household utilities, 
he is of the opinion that the board 
overlooked the role of appliances in 
the home as a reducer of the living 
cost and consequently as a money 
saver. It follows that money denied 
appliances is free to be squandered in 
taverns. 

Other manufacturers also are re- 
ported to be of the opinion that the 
W effected last September 20 with the 
idea of halting inflation is actually re- 
sulting in the layoff of thousands of 
men and the creation of four day 
work-weeks. They state that business 
sagged immediately after the orders 
on their books were filled. Dealers are 
also vigorously protesting the effect of 
the regulation on their business. 
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Here’s what some of 
ABC’s 852 “local- 
network’ sponsors say: 


“In one day... enough 
merchandise was sold to 
peoplewhoasked for radio- 
advertised items to pay for 
... the 13-week contract.’’ 

Peoria, Iil. 


“‘Very often. .. merchan- 
dise that arrives in the 
morning is advertised at 
noon and is sold out be- 
fore the store closes.’’ 
Jamestown, N. Y. 


“It has done a fine job for 
us and we are delighted 
to be associated with the 
program. I recommend it 
highly to dealers any- 
where.”’ 

Waterville, Me. 


*“.., many compliments 
from our customers on 
this program... it has 
benefited us in the terri- 
tory... beyond the circu- 
lation of the local paper.’’ 

Charlottesville, Va. 


That’s the kind of job “local- 
network” programs do for 
their sponsors. Let them start 
selling for you, NOW! 


LOOK WHAT YOU GET: 


> A big-name, well-known show, with top production. 


> The prestige of identifying yourself with a full national network 
program. 

> Choice evening time. 

> A program carefully designed for effective delivery of commercials. 


> Strong merchandising and promotion assistance from ABC. 


- +. all at an amazingly low “‘local-network” cost! 


Here’s how it works: The cost of producing the show is pro-rated over the 
whole ABC network. That way, each advertiser pays only his local station’s share 
of the talent charges. 

Bud and Lou have a big audience ready-made for you, an audience their 
rollicking show keeps in a happy, receptive mood. It’s a perfect time to send 
those listeners your sales message. And low “local-network” rates make it an 
opportunity you can’t afford to pass up. 
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high voltage 
super-salesmen 
sell for you 


You can sponsor Abbott & Costello and other top- 
talent network shows on your local ABC station 
and pay only your local share—only a small 


fraction of the total cost! 





The Abbott & Costello show is just one of the popular, big-name coast-to-coast 
programs available on ABC’s “‘local-network” list. You can sponsor almost any 
kind of program you want—news, forum, mystery, sports, drama, music, You’re 
sure of reaching a big, regular audience, for radio—the most efficient method of 
selling—reaches practically every single home in your entire trading area. For all 
this, you pay only your local costs. Ask your local ABC station representative 
for complete details on effective “‘local-network” programs. 


Or write direct to... 


CO-OPERATIVE PROGRAM DEPT. 
7 West 66th Street, New York 


American Broadcasting Company 
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Nothing like 
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a breeze! 


_ Sh 


Oscillating 
Air Circulator 


Y 512450 


The finest circulator of all; one 
for either 45° or 90° oscillation, or 
stationary use. If oscillation is obstruct- 
ed, the exclusive Surf safety release 
keeps fan from tipping over. Ultra-quiet 
24- Foch blades. 3 speeds. NEMA rated, 
7000 c.f.m. Underwriters’ approved. 


10-inch Fan 
s]]}95 List, incl. tox 


A real beauty; more compact, more 
versatile than any 10-inch fan on the 
market. Moves 500 c.f.m. with quiet, 
vibrationless o eration. Adjustable 
through full 360° vertical arc for 

direction efficiency, without draft. 
NEMA rated. Underwriters’ approved. 
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4292 North Knox Avenue «+ 













Get all the facts on 
these powerful profit 
makers. See your 
distributor or write: 


ORATORTES <1) 


Chicago 41, Ill. 





THIRD ANNUAL FLORIDA 
ELECTRICAL EXPOSITION 
Tampa, Fla. 
February 1-12 


WESTERN GIFT, STATIONERY, 
JEWELRY, TOY AND HOUSE- 
WARES SHOW 
Civic Auditorium, San Francisco, Calif. 

February 6-10 


POWER SALES CONFERENCE 
Missouri Valley Electric Assn. 
Hotel President, Kansas City, Mo. 
February 10-11 


1949 HOME SHOW OF ST. LOUIS 

Home Builders Assn. of Greater St. 
Louis 

Kiel Auditorium, St. Louis, Mo. 

February 12-20 


ANNUAL CONVENTION AND 
EXHIBITION 
Natl. Assn. of Home Builders 
Stevens Hotel, Chicago, Ill. 
February 20-24 


WIRING CONFERENCE 
February 24-25 


26th DAILY MAIL IDEAL 
HOME EXHIBITION 
Olympia 
London, England 
March 1-26 


EXPOSITION OF ELECTRICAL 
PROGRESS 


Electric Assn. of Kansas City 
Exhibition Hall, Municipal Auditorium 
Kansas City, Mo. 

March 2-6 


1949 NATIONAL CONVENTION 

Institute of Radio Engineers 

Hotel Commodore and Grand Central 
Palace 

New York, N. Y. 

March 7-10 





Scheduled Meetings 





NATIONAL MARKETING 
CONFERENCE 
Domestic Distribution Dept. 
Chamber of Commerce of the United 
States 
Neil House, Columbus, Ohio 
March 8-9 


WINTER CONVENTION 
Natl. Electrical Mfrs. Assn. 
Edgewater Beach Hotel, Chicago, Ill. 
March 13-18 


INDIANAPOLIS ELECTRICAL 
APPLIANCE SHOW 
Merchants and Mfrs. Bldg., Fair 

Grounds 
Indianapolis, Minn. 
March 19-26 


THIRD INTL. LIGHTING 
EXPOSITION & CONFERENCE 
Industrial & Commercial Lighting 

Equipment Section 
Natl. Electrical Mfrs. Assn. 
Stevens Hotel, Chicago, Ill. 
Mar. 29—April 1 


CHATTANOOGA ELECTRIC 
WEEK SHOW 
Electric Power Board of Chattanooga 
Memorial Auditorium, Chattanooga, 
Tenn. 
April 4-8 


15th ANNUAL SALES CON- 
FERENCE 
Edison Electric Institute 
Edgewater Beach Hotel, Chicago, Ill. 
April 5-7 


ANNUAL CONFERENCE 
Southeastern Electric Exchange 
Boca Raton Club, Boca Raton, Fla. 
April 13-15 


MIDWEST POWER COFERENCE 
Sherman Hotel, Chicago, Ill. 
April 18-20 











Admiral Faces Buyers’ Market with Lower Prices 


Admiral Corp., Chicago, Ill., re- 
cently recognized the arrival of the 
buyers’ market by announcing new 
models at lower prices in all its major 
divisions of television, radio, radio- 
phonographs, ranges and refrigerators. 

Ross D. Siragusa, president, stated 
that the new condition of the market 
is being met by mass production with 
the resultant savings being passed 
along to the customer. Besides pro- 
ducing many models formerly manu- 
factured, the company is offering new 
models with novel features at prices 
lower than ever before, he said. 


See $100 Million Sales 


Using an $8 million advertising pro- 
motional campaign as a wedge, the 
company hopes to realize total division 
sales for 1949 in excess of $100 mil- 
lion of which more than 60 percent 
should come from television. The 
company has grown, he said, from $10 
million sales in 1941 to $67 million in 
1948. 

Spotlighted in the company’s antici- 
pated video production of over 400,000 
sets this year is a new television com- 
bination radio-two speed automatic 
phonograph console priced to sell from 
$150 to $500 under any comparable set 
previously made, Mr. Siragusa stated. 
The table model television set with a 
seven inch picture tube will be offered 
at a new retail price of $169.95 in an 
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ebony plastic cabinet. The firm is 
entering the larger picture tube video 
market for the first time with a model 
for $695. Table model radio-phono- 
graphs may be had for as low as 
$69.95, 

Mr. Siragusa made known the big- 
gest new price value offered by his 
firm with the announcement that a 
five-tube table model radio-phonograph 
with automatic record changer for 
standard discs would be priced at 
$49.95. 


Refrigerators, Ranges Down 


In recognizing the tightening appli- 
ance market, Mr. Siragusa stated 
that Admiral was among the first 
major refrigerator manufacturers to 
announce lower prices for the new 
year. The company plans to more than 
double last year’s output with broad- 
ened lines to compete in every price 
range. Instead of two conventional 
eight and ten cu. ft. models, the com- 
pany is producing five models with 
prices ranging from $229.95 to $299.95. 
Furthermore, there will be seven and 
nine cu. ft. Dual-Temp refrigerators 
at $389.95 and $439.95 respectively. 

The electric range line has two en- 
tirely new models which will give the 
company a price range from $199.95 
to $349.95. The lower figure is $60 
under any previous company range, 
Mr. Siragusa concluded. 
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Misc are red, 
Violets are blue, 


Let Lectric Cook 


Build sales for 


YOU! 


February and March are 
your biggest waffle-baker months 
—next to December! 


It’s a fact! Over the past 
twelve years, records show 
that February and March are 
big waffle-baker months—the 
biggest, next to December! So 
cash in on the demand by 
pushing the Arvin Lectric 
Cook—the finest automatic 
waffie-baker, which converts 
in seconds to a big electric 








Tops all de luxe irons $1995 


for sheer value at... 


Sell the iron that has all the fea- 
tures women want! Magic Watch- 
man ends all ironing guesswork! 
No more risk of scorching with 
a too-hot iron. No more wasted 
effort with a too-cool iron. Eight- 


NOBLITT-SPARK 


foot reversible cord. Thumb rest 
on both sides of grip. Light 
weight. Fast action. Arvin Dual- 
Control Iron is the greatest value 
on the market today. A free dis- 
play with every three irons! 


grill! Cooking area equal to 
three 10-inch skillets—holds 
16 hamburgers, or eight pan- 
cakes, or four full size double- 
decker sandwiches! Demand 
for Arvin Lectric Cook has 
always exceeded the supply! 
Make the most of this proved 
demand—and make a gener- 
ous profit on every sale! 


Model 2300 


S INDUSTRIES, Inc., Columbus, Indiana 
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LEADS THE WAY 
To the home market 


Mr. DEALER  ...10 new 
PROFIT HORIZONS — TO YOUR GOLDEN OPPOR- 
TUNITY FOR 1949 IN AIR CIRCULATOR SALES. 
WITH NEW MODELS FROM $22.95 UP, THE 
COMPLETE VORNADO FAMILY NOW DOMINATES 
THE HOME MARKET AND BRINGS YOU SALES 
OPPORTUNITIES NEVER BEFORE DREAMED OF! 


Again in 1949, Vornado stands out as America’s foremost 

line of air circulators — in performance, beauty of styling, 
aaa “ane. safety, consumer demand — and PROFITS for you. Again 
Vornado will be advertised to millions of prospective buyers 
in leading national magazines. Again you will benefit from 
brilliant display material, strong dealer helps, and local coop- 





erative advertising. Again — more than ever before — you 











will increase your air circulator sales and profits — when you 
concentrate on the performance leader . . . the sales leader 
... the profit leader... 


“Yornade- 


World’s Finest Air Circulators 
A product of the O. A. Sutton Corporation *® Wichita, Kansas 





MODEL 16C1 MODEL 20C1 MODEL 24C1 te 
$22.95 $29.95 $39.95 MODEL 28C1 oa MODEL 1201 
$49.95 $62.95 
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HOTPOINT Automatic Washer 


Hotpoint Inc., 5600 W. Taylor St., Chi- 
cago, 44, Ill. 


Device: Hotpoint automatic clothes 
washer, 

Selling Features: Washes clothes auto- 
matically at setting of dial, leaving 
quantity and temperature of water to 
operator—patented agitator assures 
efficient performance with small 
amount of water in tub. 16 gals. hot 
water is maximum requirement for a 
full tub of 8 Ibs, but a complete wash- 
ing can be done with half that amount 
of hot water—for smaller washes as 
little as 5 gals. can be used; at setting 
of dial, washer will operate automatic- 
ally through entire cycle or any phase 
of operation may be _ interrupted, 
skipped or repeated; full load of 
clothes requires approximately 30 min. ; 
rinsing cycle includes one warm spray, 
one cold spray and a deep overflow 
which floats residual soap and scum 
into drain.from water surface; bar, 
powdered or liquid soap can be used 
according to convenience or preference ; 
automobile-type fluid drive automatic- 
ally adjusts spin drying speed to assure 
eficient water removal from bulky 
items; machine is installed without 
bolting to floor and has levellers under 
each corner; washer is 25 in. square, 
designed to match other Hotpoint 
counter-height kitchen and laundry 
appliances. 

Electrical Merchandising, February, 
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APEX Dish-A-Matic Sink 


Lake State Products Inc., Div. Apex 
Electric Mfg. Co., Cleveland 10, O. 


Device: Model CS—Dish-A-Matic 

sink. 

Selling Features: Sink is 48 in. wide x 
in. deep x in. high with 4 in. 

Splash panel at rear; stainless steel 

top; white baked enamel cabinet; 


porcelain enameled inside sink with 
polished chromium plated swinging 
spout; mixing faucet and tap handles 
marked hot-cold; rinse spray on 4 ft. 
pull out hose, stainless steel strainer; 
Dish-A-Matic has white porcelain lid, 
baked white enamel front and side 
panels; has a maximum capacity of 
dishes for 6; uses detergents com- 
pounded specifically for electric dish- 
washers only, such as Electra-Sol, 
Calgonite or Chat; washing and rins- 
ing activated by special plastic impeller 
which forces air over clean dishes dur- 
ing period; fast-operating drain valve 
and flushing drain action quick-cleans 
tub after each wash and rinse; 1250 
watt immersion heater thermostatically 
controlled in 2-gal. insulated tank; 
consumes 3 gal. water, automatically 
regulated: 14 gal. at 175 degs. for 
wash, 14 gal. at 175 for rinse; dial 
controls machine through wash-rinse- 
dry cycle with one setting ; 30 minutes 
maximum cycle; can be reduced if 
desired; specially built, heavy duty 
motor; vacuum break meets all plumb- 
ing code specifications; safety lid lock 
automatically locks lid during operat- 
ing cycle, automatically released at end 
of rinse, may be released manually by 
turning dial to off; installation re- 
quires connection to hot water pipe and 
a connection to drain; plugs into 110- 
120 volt, a.c. 60 cycle outlet. 
Electrical Merchandising, February, 
1949 








KELVINATOR Refrigerators 


Kelvinator Diy., Nash-Kelvinator Corp., 
Detroit, 32, Mich. 


Models: 3 new 1949 refrigerators—a 
2-door combination model TM and two 
8.6 cu. ft. models RS and RD. 

Selling Features: TM-2-door combina- 
tion is a brand-new addition to Kelvin- 
ator’s full-length-door “Masterpiece” 
series, has 9.5 cu. ft. capacity in its 
freezer and shelf: area combined, plus 
an additional 1.5 cu. ft. in refrigerated 
fruit-freshener compartment at bottom 
of cabinet; full-width frozen food chest 
stores up to 80 Ibs. packaged frozen 
foods and ice-cubes at near zero tem- 
peratures; has its own separate door; 
completely insulated from general 
food-storage compartment below; pro- 
vides long-period storage services com- 
parable to that of separate home 
freezer ; each compartment has its own 
independent set of refrigerating coils. 
In addition to freezer chest, the TM 
model includes a large refrigerator 
compartment with right cold and 
moisture conditions for all types per- 
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ishables ; moderately moist-cold in gen- 
eral storage compartment; super-moist 
cold in glass enclosed “Cold Mist” 
freshener and tilt-out fruit freshener; 
it is 313 in. wide, 26% in. deep, 644 in. 
high. 
RS and RD 8.6 cu.ft. models are 
only one inch taller than former 7 cu. 
ft. models and take up less room in 
width and depth; RS has a side- 
mounted frozen food chest with 25 Ibs. 
packaged frozen foods capacity; an 
aluminum meat tray, a sliding 12-qt. 
vegetable crisper. 

RD has a 30 Ib. frozen food capacity 
in its side-mounted freezer chest; 
plastic meat chest and cover, a remov- 
able half shelf to accommodate odd- 
sized items and two 12-qt. sliding 
vegetable crispers. 

Features common to entire line are 
1-piece steel wrap-around construction, 
a 13-position temperature control; au- 
tomatic interior floodlight, molded 
plastic door opening trim, Fiberglas 
insulation ; white ‘ ‘Permalux” exterior 
finish, easily cleanable porcelain en- 
amel interior finish; Polarsphere unit. 
Prices: Suggested retail prices: TM 
$459.95; RS, $249.95 and RD, $279.95. 
Electrical Merchandising, February, 
1949 





ALMAIRE PUMIDI PIED 


wr Bienes sett ines ~~ 


PALMAIRE Humidifier 
Palmer Mfg. Corp., Phoenix, Arizona 
Device: Palmaire humidifier removes 
soot, pollen, dust and smoke while 
purifying and adding moisture to dry 

air. 

Selling Features: Self-contained 34 gal. 
reservoir and circulating fan; portable 
unit ; approximately 114 x 164 x 94 in.; 
13,000 cu. ft. air output ; pump capacity 
75 gal. per hr.; evaporation rate of 
4 to 2 pts. per hr.; bronze brown en- 
amel finish; weighs 17 Ibs.; 48 watt, 
shaded pole motor, 115 volts, a.c. 
Electrical Merchandising, February, 
1949 


GLASCO Refrigerator 
National Sales Agent: J. H. Rasmussen 
& Co., 1454 Merchandise Mart, Chicago, 
Ill, Manufactured by Glascock Bros. Mfg. 
Co., Muncie, Ind. 


Device: Glasco table top refrigerator. 
Selling Features: 5-cu. ft. table top 
refrigerator for small homes where 
work space and shelf area is at a pre- 
mium; 27 in. wide, 244 in. deep; with- 
out legs or separate top, it stands 344 
in. high; legs or standard 14 in. top 





brings height to standard 36 in. height; 
top units are available in linoleum, 
Formica or stainless steel; Tecumseh 
hermetic unit; fibre glass insulation; 
adjustable gliders for easy leveling; 
2 large ice trays; glass meat dish; 
6-position cold control; 2-coats baked 
enamel ; Freon 12 refrigerant. 

Price: , Recommended retail price 


Plecirical Merchandising, February, 
1949 





NORELCO Shaver 


North American Philips Co. Inc., 100 E. 
42nd St., New York, 17, N. Y. 


Device: Norelco light weight electric 
dry shaver with rotary-action round 
head of 6 finely ground self sharpening 
steel cutters. 
Selling Features: Rotary motion cuts 
whiskers by oscillating action light 
spring tension keeps cutters running 
snugly against skin guard in self- 
sharpening action which produces 
closer, smoother shave; angulated slots 
in skin guard over round cutting head 
designed to pick up every hair regard- 
less of direction of growth; cutting 
head is on side of shaver; shaver fits 
palm of hand; finished in ivory plastic, 
weighs only 8 ozs; packed in soft 
brown leather case; contact type ac. 
110 volt, 60 cycle motor; permanently 
attached cord. 


Electrical Merchandising, February, 
1949 
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G-E Range 
General Electric Co., Appliance & Merch- 
andise Dept., Bridgeport, 2, Conn. 


Device: G-E push-button range with 
back control panel that tilts forward. 
Selling Features: Range is completely 
serviceable from front; by raising the 
front right surface unit a serviceman 
can reach two handles at the base of 
the control panel; squeezing the two 
handles together releases the locking 
bar pins so the panel may be tilted 
forward—all wires and units are easy 
to see, reach and service at waist-high 
level; no-current runs through wire 
when control panel is tilted forward, 
a switch automatically cuts off all 
power to the range; servicing the G-E 
range has been planned as a replace- 
ment, not a repair, and components 
can be replaced as individual units 
which means less time spent on service 
calls and more convenience for range 
owners; fluorescent lamp and Tel-A- 
Cook pilot lights in control panel can 
be replaced by owners themselves; 
units, wires not located in panel, such 
as oven unit wiring oven light sockets 
etc., are all removable from front and 
do not require that range be moved 
from the wall. 

Electrical Merchandising, February, 
1949 





SUPERFAN Air Blower 


Queen Stove Works Inc., 
Albert Lea, Minnesota 


Device: Portable air blower for homes, 
offices, and other establishments. 
Selling Features: Uses concealed, 
balanced, twin “squirrel-cage” impel- 
lers in L-shaped base of unit with air 
flow controlled from adjustable grille 
at top; impellers mounted on single 
shaft, reduce vibration, develop pump- 
ing action and forces volume of air 
through scientifically engineered, 
streamlined duct and outlet grille; con- 
cealed impellers have a safety factor 
of interest to families with small chil- 
dren and pets—no danger of touching 
moving parts; weighs 22 lbs; 18 in. 
high, 13 in. wide, 8 in. deep; convenient 
handle for easy portability; 3-speed 
control for air vaolum; suggested as 
suitable for use in connection with 
circulating oil heaters and furnaces to 
force extra flow of heated air; can 
also be used to make a forced-air 
heating system out of ordinary pipe 
furnace; can be used to force air 
through steam radiators in cold rooms. 
Primarily designed as air circulator, 
can also be used for exhaust purposes ; 
powers by 1/40 h.p. air-cooled motor; 
operates on 115 volt, a. c. only; baked- 
enamel Hammertone finish or white 
with polished chromium trim. 

Price: $34.95; west of Rockies $5.70 
higher. 

Electrical Merchandising, February, 
1949 
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FRESH‘ND-AIRE Air Circulators 


Fresh’nd-Aire Co., Div. Cory Corp., 221 
N. La Salle St., Chicago, 1, lil. 


Models: Two units—model 90 and 120. 


Selling Features: Model 90, 9 in. pro- 
peller ; model 120, 12-in. propeller have 
heavy, molded-plastic cabinet-type base 
which acts as cradle for circulator 
housing which is mounted on horizontal 
axis; mounting permits finger-tip di- 
rectional control of air flow; circulator 
housing may be turned on axis from 
an air flow parallel to the floor to 
straight up, thereby combining all ad- 
vantages of a table, floor or window 
model in a single air circulator; newly 
designed base permits unit to be set on 
floor, table or on window ledge to take 
advantage of night cooling techniques 
without special window installation; 
base of 1-piece mottled mahogany fin- 
ished plastic; guard of light tan plastic- 
3-bladed propellers with deep pitch 
for maximum air delivery; model 90 
has 2 speeds, controlled by handy speed 
switch mounted on back of cabinet; 
174 in. long 13 in. high, 9 in. deep, 50 
watts. 
Model 120 has 3 speeds, control 
switch on back of cabinet; 21 in. long, 
164 in. high, 108 in. deep; 90 watts. 
Both models operate on 115 volts 60 
cycle a.c.; attached cord stores in base 
when not in use. 
Prices: Model 90, $42.50; Model 120, 
$42.50. 
Electrical Merchandising, February, 
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ELECTROMASTER Range 
Electromaster Inc., Mt. Clemens, Mich. 


Device: Holiday model has been added 
to the Banquet line. 

Selling Features: Massive styling made 
possible by full 40-in. width; chrome 
finished streamlined door and oven 
handles; 5500 cu. in. oven has auto- 
matic non-glare light; automatic pre- 
heat oven control; 2 large storage 
drawers glide with finger-tip ease on 
bearing rollers; added storage space 
in storage compartment at left of 
oven; Speed-O-Master Monotube sur- 
face units; Vita-Miser deep well 
cooker; appliance outlet; all porcelain 
finish; Tower type lamp available at 
slight additional cost in 3 different 
groupings: plain with built-in Min-a- 
timer, or with built-in oven control 
clock. 

Price: $229.95. 

Electrical Merchandising, February, 
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GIBSON Freezer 
The Gibson Refrigerator Co., Greenville, 
Mich. 


Device: New 15 cu. ft. horizontal 
home freezer No HF-1590. 

Selling Features: Stores 500 lbs food; 
has 4 convenient top baskets and a 
capacious lower section for bulk stor- 
age, finger-touch lid, counter-balanced 
hinges, 5-in. insulation; hermetically 
sealed unit + h.p. motor, fan cooled 
condenser; uses Freon-22; has a sec- 
tion that quick freezes 60 lbs. at a 
time. 


Electrical Merchandising, February, 
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FEDDERS Air Conditioners 
Fedders-Quigan Corp., Buffalo, 7, N. Y. 


Models: Fedders 4 and ? h.p. window 
type room air conditioners for apart- 
ments, residences, hotels and hospitals. 
Selling Features: Inside cabinet fin- 
ished in acid and alcohol resistant 
baked ivory enamel has been designed 
to meet decorators’ requirements with 
a choice of units that will blend har- 
moniously with a light or dark motif, 
units are mechanically identical with 
standard model finished in bronze and 
— walnut; rated at 5500 and 8000 
tus. 


Electrical Merchandising, February, 











LEONARD Refrigerators 


Leonard Diy. Nash-Kelvinator Corp. 
Detroit, Mich. 


Models: 1949 line of Leonard re- 
frigerators include two 86 cu. ft. 
models to supplement Super De Luxe 
full-length door series and a com- 
pletely new 2-door model with a super- 
moist refrigerator compartment and a 
separate home freezer in a single cabi- 
net. 

Selling Features: 8 cu. ft. models take 
no more floor-space than former “7’s” ; 
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2-door model LT provides full range 
of food-preservation facilities from 
moist-cold to sub-freezing; LT 2-door 
model has a capacity of 9.5 cu. ft. 
within shelf area plus extra 15 cu. ft. 
in special refrigerated fruit freshener 
zone, and a full-width freezer chest 
with its own separate door; holds 80 
Ibs. packaged frozen foods and ice 
cubes; refrigerated tilt-out fruit fresh- 
ener ; glass-enclused “Hi-humid” fresh- 
ener; each compartment has its own 
independent set of refrigerator coils; 
stands only 314 in. wide, 26% in. deep 
and 644 in. high. 

8 cu. ft. model L includes side- 
mounted frozen food chest for 25 Ibs, 
packaged frozen food; aluminum meat 
tray; sliding 12-qt. vegetable crisper. 

DL, has side-mounted frozen food 
chest, 30 lbs. capacity; plastic meat 
chest and cover; twin 12-qt, sliding 
vegetable crispers with independently 











supported glass covers and a removy- 
able shelf for convenience in adjusting 
storage space. 

All models have 1-piece steel wrap- 
around construction; white enamel ex- 
terior; molded white plastic door 
opening trim; automatic interior flood- 
light; 13-position temperature control; 
Glacier sealed refrigerating unit. 
Prices: LT: $459.95; SL, $249.95 and 
D. L. $279.95. 

Electrical Merchandising, February, 
1949 











NU-AIR Windofans 


Meier Electric & Machine Co., Inc., 3525 
E. Washington St., Indianapolis 7, Ind. 


Models: RW 201 and RW 161. i 
Selling Features: Improved Nu-air 
and Oreo lines for 1949. No. RW-201, 
designed to create quietly and effi- 
ciently fresh cool air in homes, apart- 
ments, hotels, offices etc; “Rubberide” 
molded motor and propeller mountings 
make fan quieter; only 64 in. deep, 
made possible by special Nu-air offset 
propeller-to-motor hook-up; 20 in. fan, 
294 in. wide, 234 in. high, 6% in 
deep; adjustable to windows, 294 to 38 
in. wide; displaces 2500 cfm; 3-speed, 
60 cycle motor, 110 volts a. c. 
RW-161, 16 in. model, 23 in. wide, 
194 in. high, 6 in. deep; adjustable to 
windows 23 to 30 in. wide; displaces 
1500 cfm; 3-speed motor, 60 cycles, 
110 volts, a. c. 
ae RW 201, $74.50; RW-16l, 


$57.75. 
Electrical Merchandising, February, 
1949 


DE-FROST Automatic Defroster 

Detjen Corp., 303 W. 42nd St., 

New York 18, N. Y. 
Device: Refrigerator defroster. 
Selling Features: Automatically de 
frosts refrigerator every night; com- 
pact, sealed-in tamperproof unit plugs 
in to any convenience outlet; Tele- 
chron movement. 
Electrical Merchandising, February, 
1949 
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TRADE MARK REG U S PAT 


HOME FREEZERS 


SOLD IN 5 DAYS! 


Ov ER 1500 potential 


Deepfreeze home freezer custom- 
ers attended demonstrations at 
Sanger Bros., Inc., Dallas, Texas, 
according to Fred R. Gamble, 
major appliance buyer. 





SANGER BroOs., INC., used two newspapers 
to promote the demonstrations. Special 
radio announcements included interview 
with Deepfreeze home economics repre- 
sentative. Deepfreeze home freezers were 
featured prominently in window displays 
at the two Sanger stores. Direct mail to 
preferred customers swelled attendance 
at these sales-making demonstrations! 








GROUP DEMONSTRATIONS 
Invite Customer Interest! 


DISPLAYS 


The FIRST and FINEST! Whet Customer Appetite! 
a 8 


STILL YOUR BEST BET! 





HOW DEEPFREEZE HOME FREEZER DEALERS SELL...« 


As a Deepfreeze home freezer dealer, you can use the same 
sales materials that Mr. Gamble utilized. You can put 18 
different types of selling aids to work. And you have a com- 
plete line of home freezers to sell—real features to talk about 
—the best known name in the home freezer business. 
Investigate—Today! 


DEEPFREEZE DIVISION © Motor Products Corporation 
North Chicago, Illinois 


"We, in Texas,”’ says Mr. Gamble, 
“recognize a good brand name 
and the name plate ‘Deepfreeze’ 
is a brand we are happy to have 
corralled!”’ 
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DeLuxe Model C-10 

Holds more than 356 
Pounds of assorted 
food. Price, delivered 
and installed— $449.50 


DeLuxe Model C-6 

Holds more than 210 
pounds of assorted 
food. Price, delivered 
and installed—$269.95 


Model B-10 

Holds more than 350 
pounds of assorted 
food Price, delivered 
and installed—$389.50 
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Model B-6 

Holds more than 210 
pounds of assorted 
food. Price, delivered 
and installed—$239.95 


DeLuxe Model C-18 

Holds more than 612 
pounds of assorted 
food. Price, delivered 
and installed—$599.50 


cabinet 
$588.00 in 
Zone | 

$10.00 higher 
in Zone II 
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APEX Clothes Dryer 


Apex Rotarex Corp., 
Cleveland, 10, Ohio 
Device: Apex automatic clothes dryer. 
Selling Features: Recommended capa- 
city not over 8 lbs. dry or 16 lbs. wet; 
cylinder perforated to facilitate air 
circulation, 264 in. diam, 18 in. deep, 
Bonderized steel, baked aluminum fin- 
ish, rust-resistant, rotates 48 rpm in 
counter-clockwise direction; evapo- 
rates approximately 11 lbs. water per 
hr.; damp drys in about 20 to 35 min; 
fully dries about 35 to 45 min. de- 
pending on fabric and amount of 
moisture; heating element automatic- 
ally shuts off after completing drying 
cycle, while dryer continues operation 
from 4 to 8 min. longer to cool clothes 
jor comfortable handling; automatic 
shut off of element at 185 degs. F, and 
motor when heat has dropped 20 degs ; 
safety thermostat @utomatically shuts 
off element at 210 degs. F.; Nichrome 
wire coils in element mounted on 
porcelain insulators, operates on 220 
volts; 4500 watts; vacuum system 
draws air through clothes to remove 
muisture for faster, thorough drying; 
large lint trap with convenient pull- 
out drawer and “by-pass” that blows 
lint into room if trap is not cleaned 
regularly; 2 h.p. motor; 110 volts, 
250 watts; 1750 rpms. weighs 192 Ibs. 
Electrical Merchandising, February, 
1949 





DE LUXE 


APEX Wash-A-Matic Washers 


Apex Rotarex Corp., 
Cleveland, 10, Ohio 

Device: Three new Wash-A-Matic 
automatic washers: DeLuxe, fully au- 
tomatic; Standard and Special, all 
with “Bouncing Basket” washing ac- 
tion 

Selling Features: DeLuxe, fully auto- 
matic 8 lbs. capacity; Apex water- 
balanced system; washes, triple-rinses, 
damp-dries and fluffs; “Bouncing 
Basket” produces a flex-flush action 
which washes by flexing every inch 
of fabric and flushing sudsy water 
through fibers; flexible cycle—cleans- 
ing action can be interrupted to add 
clothes; no bolting down; simple 
mechanism—no gears; top loading; 
easy-to-set controls; illuminated in- 
terior; safety top stops washing action 
when raised; cabinet styled by Dave 
Chapman. 

Standard model has all the features 
of the DeLuxe except lighted interior 
and safety lid; Special, which is semi- 
automatic, has the wash-rinse-spin- 
fluff cycle which is controlled by a 
simple foot pedal; self-draining porce- 
lain tub; aluminum basket; water re- 
quired is manually controlled, and 
amount used depends on operator’s 
selection; manually controlled time 
cycle but recommended 8 lb. maximum 
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_ ome ; 


SPECIAL 


load can be washed, rinsed 3 times, 
dried and fluffed in less than 30 min. ; 
integral, motor driven pump available 
for use where floor level drain is not 
available; no lint trap to clog or re- 
quire cleaning; improved vacuum 
break meets all plumbing code specifi- 
cations; heavy duty motor, 110 volt, 
60 cycle a.c. 

Prices: Deluxe, $339.75; 

$299.75; and Special $199.75. 
Electrical Merchandising, February, 
1949 
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YOUNGSTOWN KITCHENAIDER 


Sinks 
Mullins Mfg. Corp., Warren, Ohio 


Models: Standard 42 in. and 54 in. 
Kitchenaider cabinet sinks. 

Selling Features: 42 in. model has 
double bowl sink top, one of which is 
extra deep; sliding drainboard moves 
to cover either bowl and provides work 
surface at unit; large compartment 
with double doors undersink compart- 
ment; acid resisting porcelain on steel 
sink top with an impressed soap dish ; 
chrome faucet assembly; 9 in. swing- 
ing spout extends to center of either 
bowl, space is provided for installation 
of spray if desired. 

54 in. model had two drawers and 3 
large compartments for large under- 
sink storage; porcelain enamel on steel 
sink top has single bowl, 2 drainboards 
and an impressed soap dish; equipped 
with faucet assembly and spray may be 
easily attached; deluxe models also 
available with 5 drawers, 2 compart- 
ments and a spray. 

Electrical Merchandising, February, 
1949 


EAGLE Gloheater 


Eagle Electric Mfg. Co., Inc., 
Long Island City 1, N. Y. 


Device: Redesigned Eagle Gloheater 
No. 500. 
Selling Features: Redesigned grill 
guard constructed with more wires to 
prevent accidentally touching unit ; new 
porcelain receptacle had double center 
contact; 14 in. heavy coppered bowl; 
19 in. high, base and back of bowl 
finished in antique bronze; available in 
660 and 1000 watts. 
Electrical Merchandising, February, 
1949. 





SNO-BREZE JR Evaporative Cooler 


Palmer Mfg. Corp., 

Phoenix, Arizona 
Device: Sno-Breze Jr. evaporative 
cooler for cooling a bedroom, trailer, 
kitchen workshop and for general 
home use where a small cooler is de- 
sirable for the remote or small room. 
Selling Features: Easily and conveni- 
ently installed temporarily or perma- 
nently in practically any type window 
opening—fits average size casement 
window opening by removing 1 pane 
of glass; disperses 800 cu. ft. filtered, 
washed, cooled air per min.; quiet, 
heavy duty, rubber mounted motor 
drives a deep pitch, 4-blade fan which 
expels cooled air through a 10 in. grill 
covered opening ; employs “rain drop” 
water distribution system to filter, 
wash and cool air; furniture blending 
baked enamel Hammertone cabinet ; 
weighs 17 lbs.; 12 in. high, 16 in. 
wide, 94 in. deep. 
Price: $29.75. 
Electrical Merchandising, February, 
1949 








Improved LAUNDERALL 


F. L. Jacobs Co., 

1043 Spruce St., Detroit, 1, Mich. 
Device: New, improved Launderall 
automatic washer. 

Selling Features: Improvements fea- 
ture console styling of outside which 
has redesigned control panel, with 
starting switch, safety door handle 
and water temperature control; inside 
the power unit has been redesigned: 





the 3 parts of this unit consisting of 
transmission, motor and pump, have 
been built as an integral 1-piece unit; 
power unit is readily accessible, easily 
removed by taking off front panel, 
loosening 2 mounting bolts and dis- 
connecting wiring and drain house; 
operates by means of timer which con- 
trols completely automatic cycle of 
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operation instead of former series of 
gears and cams in transmission which 
controlled cycle; timer also auto- 
matically controls reversing action of 
motor and clothes cylinder with motor 
itself changing its direction of rota- 
tion; other improvements include a 


‘change in Launderall washing cycle 


with addition of a 2-gal. spray rinse 
to eliminate soapy water between wash 
and rinse period; and the complete 
cycle, consisting of wash, spray rinse, 
2 deep rinses and the final spin dry 
requires only 36 min. instead of 40, 


Electrical Merchandising, February, 
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PREVORE Broiler 


Prevore Electric Mfg. Corp., Fuller St. at 
Clinton Ave., Brooklyn, 16, N. Y. 


Device: Senior deluxe table broiler. 
Selling Features: Polished aluminum; 
heat indicator; Bakelite trim; 2- heat 
easy to clean unit; 14 in. outer diam. 
Price: $8.95. 

Electrical Merchandising, February, 
1949 





GENERAL Refrigerator 


General Air Conditioning Corp., 
4542 E. Dunham St., Los Angeles 23, Cal. 
Device: Model GA-1004 table-top re- 
frigerator. 

Selling Features: Over 4 cu. ft. storage 
space; has hermetically sealed, self- 
oiling Tecumseh unit, 4 hp. 110 volts, 
50-60 cycles; heavy gauge aviation 
aluminum construction, with aviation 
baked enamel finish; hardware is triple 
chrome plated; balloon-type gasket 
seals door; Fiberglas insulation; 2 ice 
trays make 40 ice cubes; has all-pur- 
pose table top. 

Electrical Merchandising, February, 
1949 








SENTINEL Clocks 
The E. Engraham Co., Bristol, Conn. 


Models: Signal and Kitchenette. 
Selling Features: Signal, a self-start- 
ing alarm in shaded plastic case. 


Kitchenette, self-starting _ electric 
kitchen clock; white or red Lustron 
plastic case, forward tilted for easy 
reading; 74 in. high. 

Electrical Merchandising, February, 
1949 
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Millions know America better 
» « e because women acted! 


WOMEN WERE INSPIRED by the eloquent statement 
of what America stands for in recent COMPANION 
article “The Miracle of America,” by our only 
living ex-President, Herbert Hoover. Large quanti- 
ties of reprints were requested. Quotes hummed 
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top-head stories 
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over all three big wire services. The article made 


editorialized. Thousands of women’s clubs used it on 
programs. It was prescribed reading in civics classes 
of many schools. 





coast-to-coast and was widely 
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BUSY NEEDLES — COMPANION has 
become “know-how” headquarters 
in the service field. More than 
120,000 needlework booklets were 
ordered by readers in 1948. Com- 
PANION women are interested in 
doing, seeing AND buying! 


WOMAN’S HOME COMPANION 





NEVER, NO, NEVER — have COMPAN- 
ION service articles won bigger tie- 
ups than the 1948 features. Over 
1,600 stores used COMPANION 
articles as background in newspaper 
ads, window displays, interior dis- 
plays ...etc, AND etc.! 


Monthly Circulation More Than 3,900,000 


THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
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EXTRA! EXTRA! — The news is getting 
around — COMPANION is the biggest 
buy in the service field. Advertisers 
know their trends — that’s why the 
CoMPANION showed a gain of 621 
pages of ads in 1948 ... the greatest 
gain in the women’s service field! 





NINETEEN 


RESULTS IN ADVERTISING — 
Products advertised in the Com- 
PANION have a big advantage — 
the NUMBER ONE editorial boost! 
No wonder dealers find it more 
profitable to display these Elec- 
trical Products! 


Camfield Automatic Toastcr 
Domestic Sewmachines 

Easy Washer & Ironer 

Everhot Appliances 

Filter Queen Vacuum Cleaner 
Frigidaire Automatic Washer 
Frigidaire Electric Range 
Frigidaire Refrigerator 
Frigidaire Water Heater 

G-E All-Electric Laundry 

G-E Clocks 

G-E Irons 

General Mills Home Appliances 
Handyhot Appliances 

Maytag Washer & Ironer 

Nesco Electric Roaster 

Norge Automatic Electric Range 
Royal Vacuum Cleaner 
Simplex Automatic lroner 
Speed Queen Washers & lroners 
Sunbeam Coffeemaster 
Sunbeam Mixmaster 

Waring Blendor 

Waring Steam Iron 
Westinghouse Electric Roaster 
Westinghouse Vacuum Cleaner 
White Sewing Machines 
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MODEL K-10 


Sells ctoelf ou Sight 
WIDE DEMAND 
FOR THESE FEATURES-— 


* BALANCED AT GRIP 

e VIBRATION-FREE 

° LIGHT WEIGHT, RUGGED 

* NEW SAFETY SWITCH 
COLORFUL, LOW COST 















Just put one of these appealing tools within reach of a 
shopper! Watch his eyes kindle over the bright double- 
action blades, maroon grip and glossy grey body. See 
his surprise at its sure feel, only 4 pounds! End of work 
... Sheer pleasure in trimming even shrubs and bushes. 

You can point out the safety-switch on cord that 
keeps non-operating hand safe, the sealed “‘transmis- 
sion,” specially designed teeth, easy operating in any 
position ... AND THE LOW PRICE! 















1/10th HP AC or DC motor, Nickel steel gears, Chrome 
and nickel-plated blades, 21" overall. Packed in indi- 
vidual carton. 
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Deepfreeze Diy., Motor Products, Corp., 
North Chicago, Ill. 


Models: C-6 and B-6. 


Selling Features: De Luxe C-6 in- 
cludes counter-balanced lid with built- 
in tumbler lock; front-mounted auto- 
matic temperature control; automatic 
interior light; toe recess space; 3 re- 
movable metal storage baskets and 2 
metal storage dividers; 5-year sealed 
compressor warranty and 5-year food 
protection plan; 1-piece all-steel cabi- 
net; 4-in. insulation ; 36 in. high, 38 in. 
wide, 304 in. deep; holds more than 
210 Ibs. assorted foods. 








B-6 is identical with C-6 in con- 
struction, capacity and size without 
light, baskets or lock. 


Electrical Merchandising, February, 
1949 


























GET THIS EXTRA VOLUME 
ASK YOUR DISTRIBUTOR | 


ROBERTON 


DIVISION 


PAGE 150 





ACCESSORY 





CORD REEL 
AVAILABLE 


y 



























WESTCLOX Time Switch 


Westclox Div. General Time Instruments 
Corp., La Salle, lil. 


Device: Electric time switch clock for 
automatically turning on and off appli- 
ances, 


Selling Features: Turns favorite radio 
program on and off; operates other 
appliances such as roaster, heating pad, 
lights, fan, percolator; ivory finish, 
gold trim; legible dial; metal case; 
4§ in. high. 

Price: $12.50. 

Electrical Merchandising, 


February, 
1949 


FEBRUARY, 





HOWARD Refrigerator 


The Howard Refrigerator Co., 
Hatboro, Pa. 
Device: No. 1302-2 door, 2-tempera- 
ture refrigerator. 


Selling Features: Total capacity 13 
cu. ft.; top section has 3 cu. ft. frozen 
food locker and enough ice trays to 
freeze 10 lbs. ice cubes; lower section 
—regular refrigerator space, has 2 
porcelain vegetable crispers; 10 cu. ft. 
storage capacity. 

ent Merchandising, February, 
194 








ELECTRESTEEM Vaporizer 


Electric Steam Radiator Corp., Paris, 
Kentucky 


Device: Electresteem “2-2-12” con- 


trolled steam vaporizer. 


Selling Features: Designed to give up 
to 12 hrs. continuous steam without 
refilling; any mason type jar up to 
2 qts. can be used as water reservoir; 
gives split second steam; “Insawall” 
construction—keeps sidewalls cool; 
automatic safety shut off cuts off when 
water is evaporated; weighs 23 lbs; 
detachable vapo cup; 110-115 volts, 
a.c. only, 350 watts; brown plastic 
finish. 

Electrical Merchandising, 
1949 


February, 





CHROM-EVER Window Ventilator 


Asquith Associates, Inc., 131 State St., 
Boston, Mass. 


Device: Chrom-Ever window venti- 
lator designed to fit all standard win- 
dows. 


Selling Features: Adjustable in size; 
made of heavy gauge aluminum with 
satin finish; 8 in. double-power fan 
with switch and 6 ft. cord; unit is re- 
versible for use as exhaust or intake. 
Price: $10.95. 


Electrical Merchandising, 
1949 


February, 
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HOWARD Circulator 
Howard Appliance Corp. Div., Howard 
Industries Inc., 231 S. La Salle St., 
Chicaga, 4, Ill. 


Model: Howard Pulsaire warm or cool 
air circulator model A-5. 

Selling Features: Flip of switch in base 
of unit converts it from a cool air toa 
warm air circulator or vice-versa—no 
static or radio interference ; constructed 
so children’s fingers cannot contact 
whirling blades or heated coils; broad 
base prevents tipping unit over; Ham- 
merloid finish in copper, green or blue; 
silent operation; 1380 watts, 110 volts, 
6 cycles a.c., size 10 x 10 in., weighs 
12 Ibs. 


Price: $24.95. 
Electrical Merchandising, February, 
1949 





ULTRA-COLD Refrigerator 
Ultra-Cold, Inc., 2615 Exposition Place, 
Los Angeles, 16, Calif. 

Device: Ultra-Cold highboy table top 
refrigerator No 60-A. 

Selling Features: Stainless steel top 
provides 4 sq. ft. work surface; 6 cu. ft. 
capacity; 3-tray ice maker, defrost and 
ice tube trays; hermetically sealed 
compressor; blue-white porcelain-type 
enamel; 48 in. high, 24 in. wide and 
deep; suitable for small electric 
kitchens, apartments, motels, trailers, 


etc. 
Electrical Merchandising, February, 
1949 





CHELSA Window Fan © 


Chelsea Fan & Blower Co., 1206 Grove 
St., Irvington, 11, Ill. 


Models: 16 and 20 in. adjustable panel 
type window fan type WP. 
Selling Features: Portable, direct 
drive, 3-speed window fans equipped 
With extension cord and 3-speed switch 
use in homes, apartments, offices, 
stores etc; baked enamel finish; panels 
fit window openings from 25 to 36 in. 
16 in. fan delivers 1550 cfm and the 
2 in. delivers 2100 cfm; both fans 
(quipped with a 1/15 hp. motor; 
Sspeed control provides air in volumes 
as desired; quiet operation. 
metrical Merchandising, February, 


REVCO Freezer 
Revco, Inc., Deerfield, Mich. 


Device: 12 cu. ft. heavy duty freezer. 
Selling Features: Main storage com- 
partment has 9.5 cu. ft. capacity and 
fast freeze compartment 2.8 cu. ft.; 
aluminum food liner, chip proof, cor- 
rosion resistant and easy to clean; 
special aluminum tubing brazed to 
liner provides greater heat removing 
capacity; Tecumseh 2? h.p. fan-cooled 
hermetic refrigerating unit internally 
mounted using F-22 refrigerant; mod- 
ern design cabinet, welded steel; high 
baked white enamel outside finish; 44 
in. Fiberglas insulation throughout; 
storage space divided into compart- 
ments with baskets available if desired ; 
red flashing signal safety light insures 
complete protection against tempera- 
ture rises. 

Electrical Merchandising, 
1949 


February, 





STA-TITE Plugs 


The Sta-Tite Mfg. Co., 816 Delaware St., 
Kansas City, Mo. 


Device: Sta-Tite safety plug cap. 
Selling Features: Luxtrex plastic in 
ivory or brown equipped with spring 
brass blades which assure tight re- 
ceptacle connection; when assembled, 
all wired and connections permanently 
sealed and insulated; packed in cello- 
phane container with package sealed 
so that Sta-Tite plugs reach consumer 
as packed by factory; easy to assemble, 
no tools required. 

Price: 10¢ complete with instructions 
for quick assembly printed on each 
package. 

Electrical Merchandising, 


February, 
1949 
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WESTCLOX Alarm 


Westclox Div. General Time Instruments 
Corp., La Salle, Ill. 


Model: “Moonbeam” 


self-starting 
alarm. 


Selling Features: Double-barreled 
alarm action—a gleaming light blinks 
for several minutes to silently awaken 
sleeper; if light fails, the conventional 
audible alarm sounds; white plastic 
case with gold metal base; 2-tone dial 
with brown numerals; equipped with 
interruption signal; cushioned under- 
neath. 

Price: $9.95. 


Electrical Merchandising, February, 
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| MOWERS 








Year after year we keep trying 
to fill all orders for this 
outstanding value. Early orders 
for the new model (KE-94) 
are more than ever before! Yet 

increased supply of previously 

hard-to-get parts assure far 
greater chance of your adding 

extra volume with this modern 
tool, designed for your home- 
customers. 








THOUSANDS Want It... Will Pay Its LOW PRICE 


© Easiest-to-use mower ever offered. 


© Pulls itself, cuts at rate of 420 sq. ft. a minute, trims where 
most power mowers won't work. 


® Conventional 19” 5-blade cutting reel, full clearance and 
visibility. 
e No cranking, no gas-bother, no oil change. 


Mower, Handle, Cord Reel and Instructions complete in 1 pack. 
Ship. Wt. 80 Ibs. 


Order with ROBERTON ELECTRIC HEDGE-TRIMMER 
from your distributor 


ROBERTON 


DIVISION 


$8900 


RECOMMENDED 
RETAIL PRICE 
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t 
Martha Washington “Hot Blast” . 
Furnace—Noted for fuel-saving, warned) Automatic 
long service, and modern styling. | Automatic Controls Corp., _ 
Wolverine Bldg., Ann Arbor, Mich. 


Device: Automatic refrigerator de- 
troster. 




























Selling Features: Plugs into wall out- 
let and refrigerator cord is then 
plugged into the device; Telechron 
clock movement turns off electricity at 
1 AM each night, to defrost; tem- 
perature rise during defrosting is 8 
deg., enough to melt away ice on 
| freezing compartment without melting 
ice cubes. 

Electrical Merchandising, February, 

9 





OU can meet the diverse needs of your cus- 
tomers in price, quality and fuels with the 
large line of WASHINGTON Cooking and 
Heating Appliances for Oil, Gas and Coal-Wood. 
Backed by more than three quarters of a century 
of stove building experience, WASHINGTON 
Appliances are truly “Worthy of the Name”. 
Many leading Dealers have held their franchises 





for years. You can’t be in better company. 





Write today for catalog and prices. 
ESTABLISHED 1862 
Y AND DUDLEY Co. 


NASHVILLE 3 - TENNESSEE Washington Frugal Oil Burning Heater— 
Down-Draft, Hot-Blast combustion for econ- 
omy. Powerful and durable. 


MIRRO-MATIC Pressure Pan 


Aluminum Goods Mfg. Co., 
Manitowoc, Wis. 

Device: Mirro-Matic “8” 8-qt. pres- 

sure pan and canner. 







































Selling Features: Will speed-cook an M 
WASHINGTON FRUGAL DISTRIBUTORS tin fot fmt or Sete | 
| 4 qt. jars or 7 pt. jars; identical with © 
BAKER & HAMILTON . HARTLEY & COMPANY H. C. NOLL COMPANY SIEG HOME SUPPLY COMPANY | the 4-qt. model except that it has an 
San Francisco, Californio ertyers, Pennsylvania Omaha, Nebraska Davenport, lowa additional side grip to make easier tt 
A. C. BLACK COMPANY HOFFMAN HDWE. COMPANY OZARK MOTOR & SUPPLY COMPANY SMALL & SCHELOSKY COMPANY handling; retains such features as d 
Minneapolis, Minnesota Les Angeles, Califernte Spetagfietd, Uscoest Evansville, Indiana selective Mirro-Matic pressure control 
BRANDON COMPANY GUY HH. LANDON CULTS HOS. COMPANY THE JOSEPH B. SMITH COMPANY - 
Little Rock, Ark Colorado Springs, Colorado Cambridge, Maryland Selein, Ge which automatically prevents pressure 
ie Rock, Arkanses THE LEE HOWE. CO. LTD. THE PIONEER TIRE COMPANY ene, Cave from oe higher than recipe requires 
BROWN-CAMP HOWE. COMPANY Shreveport, Louisiana Tampa, Florida SPOKANE PAPER & STATIONERY COMPANY —5, 10, or 15 lbs.; domed coyer gives 
Bes Moines, lowe LONG-LEWIS HDWE. COMPANY G. M. POPKEY COMPANY Spokane, Washington greater capacity ; Neoprene self-sealing 
CALIFORNIA HDWE. COMPANY Birmingham, Alabama Marinette, Wisconsin STAMPFER’S FARM & HOME STORE sket hina 
; Los Angeles, California McCLAIN DISTRIBUTING COMPANY PRICE'S, INC. Dubuque, lowa —. 
CANTON HARDWARE COMPANY ——- Ln pag ana —y Lay pone STANLEY DISTRIBUTING COMPANY Price: $17.95 east, $18.95 west. 
Canton, Ohio Sebile. Alsbome . . Salt Loke City, Uteh St. Louis, Missouri Electrical Merchandising, February, 1 
DEALERS APPLIANCE COMPANY MILWAUKEE STOVE & FURNACE REPAIR CO. REPUBLIC SUPPLY CORPORATION TAY-HOLBROOK, INCORPORATED 1949 
Kansas City, Missouri Milwaukee, Wisconsin Detroit, Michigan San Francisco, California | 
FOREMAN DISTRIBUTING COMPANY MYER-BRIDGES COMPANY SIDNEY SCHRAYER & COMPANY UNION HDWE. & METAL COMPANY 
Pertiand, Oregon Lovisville, Kentucky Chicago, Illinois Los Angeles, California 


ELECTRA-SOL Detergent 
*WORTHY OF THE NAME! LE®> Economics Laboratory Inc., 


| St. Paul, Minn. 


| Device: Non-caking non-sudsing dish- 
| washer detergent. 


| Selling Features: Designed exclu- 

sively for use in household electric 
| dishwashers; sanitizes dishes and 
| utensils while cleaning them; con- 
tains a combination of polyphosphates 
that does not combine with calcium 
and magnesium salts in hard water 
to form a precipitate that e¢louds 
glasses and film dishes; also prevents | 
formation of scale, keeping drains | 
open; will be distributed through 
appliance stores, hardware, depart- 
ment, super markets, chain and 
grocery stores. 


Electrical Merchandising, February, 
1949 








PAGE 152 FEBRUARY, 1949—ELECTRICAL MERCHANDISING 








es- 


sh- 


lu- 
Tic 
and 
on- 
ites 
um 
ter 
ids 
nts 
ins 
igh 
irt- 
and 


Ty, 


ING 

























Utla- Wile a complete new line for ’49 


EXHAUST FANS and HOUSE COOLERS With window exhaust fans and 


house coolers showing sensational 
; sales gains, Atlas-Aire brings out a 
look for Atilas-Aires’ patented locking crank and expandable wings complete, new line that offers 
U. S. PATENT NO. 2448671 you exclusive. selling features and 
values that dollar for dollar are 


unmatched anywhere. 





big words? you bet! 
but just compare... 


\) A A MAAR 


‘ 
zs 


‘° 





0oh—what a line... 
ili ee ie 


Utlas-Clire 20 WINDOW EXHAUST FAN 


MODEL 1010—Patented expandable wings and crank adjustment permits 
easy installation into any window 281” to 4242” without nuts, bolts, hooks 
or screws. Moves 3400 cubic feet of air per minute, enough to cool down 
the average small home, apartment or office, quietly and efficiently. 3 speed, 
direct shaft motor. Retails $69.95, tax included. 


Ctlar- lire 24" HOUSE COOLER 


MODEL 1011 — Moves 5100 cubic feet per minute. 
Does the work of an attic fan, yet needs no costly in- 
stallation. Fits any window 25” to 43”, For greater 
flexibility, motor has two speeds forward, two reverse. 

Retails $99.50, tax included 











16” WINDOW 
EXHAUST FAN 


MODEL 1001—Moves 2100 | 
cubic feet of cir per minute. | 
Patented crank and adjust- 


LOW 18” 
PEDESTAL FAN 


MODEL 1007 — Moves t 
2200 cubic feet of air \\\ 
per minute. Adjustable 


1 \ 
be HIGH 18” 
PEDESTAL FAN 


MODEL 1006 — Adjustable 
45” te 72”; elevates 60°— 


10” KITCHEN 
EXHAUST FAN 


MODEL 1005 — Adjustable | 
to any window 23” to 33”. 











able wings to fit windows angle of operation. depresses 20°. Quiet 3 speed Noiseless. Moves 650 cubic 
27” to 37”. Retails $59.95, tax inc Quiet, 3 speed motor. : 
‘ 99, ' Retails $44.95, tax inc. moter. feet per minute. 


. Retails $59.95, tax inc. Retails $18.95, tax inc. 





eens 


for profitable 
summer sales 
write or wire 
for dealership 
details 








ATLAS spelte)& & MFG. co. 5147 NATURAL BRIDGE - ST. LOUIS 15, MO. 
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I'VE DECIDED 
TO TAKE THIS 
ONE-—IT HAS 
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on Mrs. Buyer’s 


Quick Acceptance of TK MONOTUBES 


You can now sell Monotubes for all types of 
ranges, old and new. The replacement mar- | 
ket offers you big profit opportunities—ask / 
your distributor about the Monopack and 
write us for Monotube Replacement Catalog. 













e Yes, you can make profitable range 
sales more quickly when the ranges you 
sell are equipped with TK Monotubes 
—the cooking unit that has clear-cut, 
easy-to-demonstrate advantages which 
are quickly seen and appreciated by 
Mrs. Range Buyer. 

TK Monotubes have a unique swivel 
action that allows the heating coil to 
be easily raised to a standing position 
—out of the way—for convenient clean- 
ing of the pan assembly, even when the 
unit is hot. The coils are fat—as:uring 
a bigger utensil-contact area, faster 
cooking and better heating efficiency 
—and they remain flat for the life of 
the unit. 

Make sure that the ranges you stock 
are equipped with Monotubes. They’re 
made with the best of materials and 
workmanship—and Monotubes are easier 
to sell than to sell against! 
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LIGHTING PRODUCTS 





PREVORE Circline 


Prevore Electric Mfg. Co., 
Fulton St. at Clinton Ave., 
Brooklyn 16, N. Y. 


Device: Prevore Circline fluorescent 


fixture. 


Selling Features: 32-watt G-E circu- 
lar bulb gives light equivalent to 1000 
watt incandescent bulb; plugs into 
kitchen, living room, foyer, hall or stair 
fixture ; also comes in flush mountings; 
finishes include white enamel, polished 
aluminum, chromium on steel, hand 
etched aluminum, anodized iridescent 
jewel-tone green, aqua, amethyst, rose, 
topaz and red. 

Price: From $9.95. 


Electrical Merchandising, February, 
1949 








WRITE-LITE Pen-Flashlight 


Brownie Mfg. Co., 
195 William St., New York City 


Device: Combination flashlight and 
ball pen. 

Selling Features: Consists of a ball 
point pen on one end and a Brownie- 
Light flashlight on the other; small 
enough for a lady’s purse and equipped 
with pocket clip to hold in vest pocket; 
no larger than standard sized pen; 
uses Mighty-Mite battery 14 in. long, 
Ye in, diam. 


Electrical Merchandising, February, 
1949 





SPOTRAY Bed Lamps 


Mitchell Mfg. Co. 2525 Clybourn Ave., 
Chicago 14, lil. 


Device: Deluxe ventilated bed lamps. 
Selling Features: Convex lens concen- 
trates light on one spot; line includes 
clamp-on model for conventional head- 
boards, Hollywood bed model which 
fastens to frame of bed, bed stand 
model and twin-bed model; all models 
have outer housing 4 in. from main 
housing, preventing outside from get- 
ting warm; three different finishes 
available; on-off switch and 9-ft. cord 
and plug furnished. 


Electrical Merchandising, February, 
1949 
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ipped Increased availability of Packard Sunlight 

ets Motors means increased opportunity for you to 

long, build lasting consumer satisfaction into your 


motor-driven appliances and equipment. A new 
plant and new production facilities assure a 
steady supply of these dependable, efficient 
power units for both new and old customers. 
Profit now from the value, the trade acceptance, 
the prestige that Packard Sunlight Fractional 
Horsepower Motors will give your products. 


Fa ££ 
Sa RM 


Packard Electric Division, General Motors Corporation, Warren, Ohio 


uary, 









which DEPENDABLE APPLIANCE MOTORS FOR THIRTY-TWO YEARS 
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STROMBERG-CARLSON Tele-Radio- 
Phonos 
Stromberg-Carlson Co., 100 Carlson Rd., 
Rochester 3, N. ¥: 


Models: Monmouth TS 16 MIM; and 
Yarmouth TS 16 LIM. 

Selling Features: Mousmputh-televi- 
sion, FM-AM, phono comifination; 16 
in. picture tube of 120 sq. inches ; 94 in. 
by 12% in.; all reception facilities in 
single chassis; automatic gain for easy 
shifting from one frequency to another 
without picture adjustment; duo-speed 
intermix record changer with auto- 





matic stop; all but three service ad- 
justments may be made from front; 
modern ribbon-striped mahogany ve- 
neer cabinet; Yarmouth—similar fea- 
tures except no record changer. 

lectrical Merchandising, February, 
1949 





TEMPLE Table Teleset 


Templeton Radio Mfg. Corp., 
New London, Conan. 


7 

Device: Table model TV-1776 teleset 
Selling Features: 105-125 volts a.c., 
50-60 cycles; high fidelity FM and 
higher I-F frequencies ; built-in filtered 
magnifier lens gives picture over 50 
sq. in.; 7-in. picture tube; provisions 
for attaching external high-fidelity 
amplifier or radio, FM or AM tuner, 
record player, wire’ recorder; all 
channels; 4 controls; volume, bright- 
ness, channel-selector, contrast; avail- 
able in mahogany veneers and solid 
woods; 234-in. wide, 134-in. high, 
17-in. deep. 

Price: $199.50. 

Electrical Merchandising, February, 
1949 





AMERICAN LP Attachment 


American Microphone Co., 
370 S. Fair Oaks Ave., Pasadena, Calif. 


Device: LP attachment for record 


ELECTRICAL APPLIANCE NEWS 





x RADIO AND TELEVISION 


players. 

Selling Features: Fits all types record 
players, manual or automatic without 
installation; unit consists of micro- 
weight crystal pick-up attached to 
double disk turntable which is placed 
on record player turntable spindle; 
ball-bearing noiseless friction-drive be- 
tween the two disks reduces speed of 
converter turntable to 334 rpm; ad- 
justable pick-up arm to any turntable 
height; and contains switch which 
automatically starts record when pick- 
up is placed in playing position. Plays 
10 or 12-in. records. 

Electrical Merchandising, February, 
1949 





G-E Radio-Phono-Teleset 


General Electric Co., Electronics Par, 
Syracuse, N. Y. 

Device: No. 840 “all-service” radio- 
phono-television console. 
Selling Features: Features 12-in. 
“aluminized” picture tube; __ inter- 
changeable pick-up heads for playing 
micro-groove and standard records; 
plus FM-AM and shortwave radio. 
Equipped with automatic clarifier and 
stabilization circuit which controls 
picture synchonization and _ detail; 
aluminum backing in tube acts as 
mirror to prevent loss of light and 
stray reflections inside tube, improving 
brilliance and contrast, separate cir- 
cuit for each of 12 channels; record- 
changer automatic for long-playing 
and standard records, with turntable 
operating at 334 or 78 rpm from single 
switch; same radio chassis as used in 
G-E Musaphonic deluxe line with 
push-button tuning; matched-figured 
grain- mahogany cabinet, Sheraton de- 
sign, trimmed with satinwood marque- 
try; 2 full-length doors close over 
face of instrument. 
Price: $995 in east. 
Electrical Merchandising, February, 
1949 





TELE-TONE Portable Radio 


” Tele-Tone Corp., 

540 W. 58th St., New York, N. Y. 
Device: No. 190 portable radio. 
Selling Features: 5 tube, 3-way; ac-dc 
or self-contained batteries; built-in 
loop antenna; slide-rule dial; maroon 
plastic cabinet 7% in. high; 10 in. long; 
43 in. wide. 

Price: $24.95. 


Electrical Merchandising, February, 
1949 
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GAROD Television Console 


Garod Electronics Corp., 
70 Washington St., Brooklyn 1, N. Y. 


Device: Berkshire model “Tele-Zoom” 
television console 

Selling Features: Employs new elec- 
tronic circuit development “Tele- 
Zoom” which enlarges image .from 
conventional rectangular picture to 
circular image 14 larger by pressing 
a button; enlarged image takes up 
entire image area provided by tube; 
change may also be made by remote 
control switch attached to a 15 it. 
cord; no distortion in enlargement, 
only fringe areas cut out; kits will be 
available to adapt present units to 
“Tele-Zoom”; no increase in price; 
12 in. picture tube; AM-FM; two- 
speed record player. 

Price: $735; other models range from 
$385-$1,150. 

Electrical Merchandising, February, 
1949 





TELE-TONE Table Radio 
Tele-Tone Corp., 
540 W. 58th St., New York, N.Y. 
Device: No. 198 table radio. 
Selling Features: AM-FM; AC; 8 
tubes ; built-in loop antenna for AM; 
attached indoor antenna for FM; 
mahogany veneer cabinet clear view 
glass dial; 8 in. high; 12 in. long; 
7t in. wide. 
Price: $44.95. 
Electrical Merchandising, February, 
1949 





RCA VICTOR Table Radio 
RCA Victor Division, Radio Corp. of 
America, Camden, N. J. 

Device: Table radio 8-X-71 AM-FM 
Selling Features: Operates on ac or 
dc; AM-FM; improved FM circuit; 
separate built-in antennas ; 6 tubes plus 





rectifier; “Golden Throat” tone sys- 
tem; Sy in. high; 12% in. wide; 7+. in, 
deep; modern plastic cabinet, maroon 
or ivory. 

Price: $49.95. 

Electrical Merchandising, February, 
1949 





STROMBERG-CARLSON Consoles 


Stromberg-Carlson Co., 100 Carlson Rd., 
Rochester 3, N. Y. 


Device: Windemere No. 1406 PLM. 


Selling Features: Front doors open to 
instrument panel and sliding record 
changer; liberal album space beside 
speaker grille; Alnico V permanent 
magnet speaker suspended in rubber: 
large poniard tuner; LP record chang- 
er also plays standard speed after sim- 
ple adjustment; solid-top period ma- 
hogany cabinet for blond avodire. 
Price: Under $250—eastern zone 
:lectrical Merchandising, February, 
1949 





RCA Radio Phono Console 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 

Device: 8-V-90 radio phono console. 
Selling Features: Separate antennas 
for each band; 5 watt output; perma- 
nent-magnet, electro- dynamic speaker; 
golden throat tone system; sapphire 
phono pickup; 8 tubes plus rectifier; 
AM-FM; 2 doors open from center, 
fixed automatic record changer, plays 
up to 12 records; record storage; 33+ 
in. wide, 168 in. deep; 18th century 
walnut, mahogany or blond. 
Llectrical Merchandising, February, 
1949, 





WILCOX-GAY Portable Recordio 
Wilcox-Gay Corp., Charlotte, Mich. 


Device: Portable radio-phono-recorder 
No. 9G10. 

Selling Features: AM-FM, dual speed 
recording radio-phono; easy to oper- 
ate; 5 knobs in front ‘of machine for 
easy accessibility; speaker on side of 
instrument ; 2 tone cabinet with handle 
in front. 

Electrical Merchandising, February, 
1949 
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FRESHND-AIRE 
(soes Everywhere / 
















FRESH’ND-AIRE Faretl 
styled in pastel green as 
actually weighs less thaa 3 
Everyone who sees it likes its = 
every home, every office needs 
several and that S 

means SALES! 

The price is.... 39 
















COMPACT 

Less than 10” Ire 
: token handy pastel gree: asta: 

carrying handle. case—weighs only 2% 


Ibs. Only 9” wide, 
10” high, 314” thick. 
Easy to carry. Easy to use. Easy to buy. 


PORTABLE 
It’s more than a fan... It’s a 


FRESHND-AIRE 


Manufactured By 
FRESH’ND-AIRE COMPANY 
A division of CORY Corporation 
221 North LaSalle Street, Chicago 1, Illinois 


Manufacturers of FRESH'ND-AIRE electric 
air circulators and humidifiers. 
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On the 


FRONT LINE 


OF YOUR APPLIANCE FLOOR 











TAPPAN Ringe 


% Dealer after dealer, right across the country, is finding 
in today’s market that Tappan is the most wanted range 

. and the easiest to sell range. It’s because Tappan has 
exclusive features that women want, and sales helps to 
put them across. 


When you sell a Tappan Range you make a friend who 
will be your customer for life . . . a customer who will 
come back to you for all other appliances. Tappan is the 


good, strong heart of any appliance set-up. 





Tappan is the ONLY range with the Tel-U-Set, that beautiful 
panel that puts" controlled cooking” at the finger tips ... cooking 
free of guesswork, It’s a selling point you get ONLY on Tappan. 


THE TAPPAN STOVE COMPANY 


Mansfield, Ohio 
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RADIO & TELEVISION 





VEE-D-X Antenna Mount 


LaPointe-Plascomold Corp., Unionville, 
Conn. 


Device: Chimney and vent pipe an- 
tenna mount 

Selling Features: Fits into any opening 
from 4 in. to 22 in. whether round, 
square, rectangular or oval; will ac- 
commodate antenna masts of 1 in., 
14 in. and 14 in. diam. ; easily installed ; 
8 points of bearing insure rigid, safe 
and permanent installation; aluminum 
castings with cadmium plated steel 
arms; permits orientation of antenna 
after installation. 

Price: $7.50. 

Electrical Merchandising, 
1949 


February, 





TELEMATCH 


Standard Transformer Corp., 
3580 Elston Ave., Chicago, 18, Ill. 


Device: Telematch television receiver 
accessory 

Selling Features: Eliminates mismatch 
between antenna and receiver to enable 
full broadcast signal to be delivered 
with minimum loss and permit satis- 
factory reception with inexpensive, 
easily installed indoor antenna; im- 
proves picture tonal quality; reduces 
interference; easily installed; no tubes 
or electricity are used; may be mount- 
ed behind receiver or on top of cabinet ; 
brown and hammertone gold finish 
plastic control knob. 


Price: $9.50. 
Electrical Merchandising, February, 
1949 








INTENNA Antenna 


Special Products Co., Silver Spring, Md. 


Device: Antenna folded dipole, indoor 
antenna 

Selling Features: Mounted on walnut 
finish wood standard and base for in- 


FEBRUARY, 





door use; portable, adjustable for 
various channels by means of 2 trom- 
bone slides; may be located anywhere 
in room, or closet, attic wherever 
signal pickup is best; for use in rented 





homes and apartments; units are 
shipped knocked down. 
Price: $11.95. 
Electrical Merchandising, February, 
1949 

Aaa ee 


TUCK-AWAY Television Antenna 


Kay-Win Products Inc., 137 N. Wacu, 
Wichita, 2, Kans. 


Device: Portable, collapsible indoor 
antenna 

Selling Features: Designed for tele- 
vision and FM; rotatable for best 
directivity of signals ; adjustable length 
for all channels; equipped with re- 
flectors and directors; directionally 
tunes any existing antenna; steel, 
aluminum and Bakelite construction; 
weighs less than 3 lbs.; easily set up; 
34 in. high extended; 22 in. folded. 
Price: $12.95. 

Electrical Merchandising, February, 
1949 
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Portable Walkie-Talkie 


Citizens Radio Corp., 1866-71 Prospect 
Ave., Cleveland, 15, O. 


Device: Portable transceiver No. 
100-B for public use for person-to- 
person communication between homes, 
autos, offices, plants, farms and other 
applications. 

Selling Features: Two transceivers 
needed for person-to-person contact, 
each unit housed in tiny case 6 x 25 x 
+ in. topped by small folding antenna 
and contains all necessary equipment 
except tiny headphone and _ batteries 
carried in separate case about size of a 
miniature camera. Model 100-B, is 
for Class B stations only; operates at 
465 mc; 3 watt input; transmitting 
section uses a Sylvania 6K4_ sub- 
miniature oscillator; receiver uses 3 
Sylvania 1V5  subminiature tubes; 
transceiver weighs 11 oz. including 
antenna; total station equipment in- 
cluding batteries weighs 23 lbs. 
Price: $250 a pair. 
Electrical Merchandising, 
1949 


February, 
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WHAT YOUR PROSPECTS WANT MOST 


—and at popular prices! 


i/ BiG 12” TELEVISION 
WITH FM RADIO 





The ROCHESTER TV-12-H2M in selected mahogany veneers $465*. 
TV-12-H2A in beautiful blond avodiré veneers $475*. 


Installation, excise tax ond year’s service extra. 


“You SEE it Better . . . HEAR it Better!” 


Here is superb television performance. Large 72 
square inch direct-view picture—so clear and bright 
it is enjoyable even across a large, lighted room! 
Famous Stromberg-Carlson sound fidelity for all tele- 
vision and FM radio channels! Smart cabinetry that 
goes beautifully in any fine room. The ROCHESTER 
is the combination of finest quality features and value 
with greatest appeal to your prospects now! 


STOP! LOOK! LISTEN/ 


THERE IS NOTHING FINER THAN A 











Avodiré 


Mchogany 


The WINDEMERE +1406-PLM Selected mahogany veneers $249.95*. 
The WINDEMERE +1 406-PLA Smart blond avodiré veneers $259.95*. 


VA NEW SINGLE-ARM 
LONG-PLAYING CHANGER 


In Smart New Radio Consoles 


Here are superlative radio- phonograph values in 
distinguished cabinet styles—with the top perform- 
ance your customers expect of a Stromberg-Carlson 
instrument. The new single-arm duo-speed changer 
plays and changes both long-playing and stand- 
ard records. Other outstanding features of the 
WINDEMERE are no-drift FM tuning, unique treble- 
bass tone control, “Sun Dial” FM-AM station 
selector, 12” PM speaker, and ample album space... 
features that will make the WINDEMERE a best séller! 


*Slightly higher in South and West. Subject to Change Without Notice. 


STROMBERG-CARLSON 


Stromberg-Carlson Company, Rochester 3, N. Y.—In Canada, Stromberg-Carlson Co., Ltd., Toronto 
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INTERNATIONAL 


has the 















































High value is combined with 





attractiveness, efficiency and 
high capacity in International 
Window Fans. Internationals 
fit any window just as they fit 


any purse. Feature Internation- 








als — the fans with the features 





that make them outsell others. 





Model 224— Variable speed 24” 

Cloverleaf blades, 4240 CFM Rating. Complete with adjustable brackets, stand, 
vinyl shrouds, plug-and-cord. Model 316— Variable speed 16” Cloverleaf blades, 
2000 CFM rating. Complete with adjustable vinyl wings, stand, plug and cord. 


PROMPT DELIVERY —ORDER NOW 


Distributors: Some territories open—Write for particulars 


Irtenational 


Oll BURNER CO. 
SPRING & PARK AVES. e ST. LOUIS 10, MO. 
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THESE 60 STUDENTS, all skilled radio men, will form the nucleus of Kansas 
City’s staff of television technicians when they finish their 42-week course. 
They meet twice a week and all are members of a new organization, Television 
and Radio Technicians. 


Kansas City Gets Ready for Television 





CONTINUED FROM PAGE 76 


until their training and experience qualify 
them for regular membership. 

5. To sponsor a consistent public relations 
program, utilizing newspapers, radio and 
telephone book advertising, to publicize the 
new organization and the qualities it repre- 
sents. 


Ball Carriers 


The four far-sighted men carrying 
the ball for the project, and keeping 
a keen supervisory eye on association 
affairs are: 

Robert (Bob) Samson, executive 
manager of the Electric Association of 
Kansas City. His organization, work- 
ing in the interests of electrical util- 
ities, contractors and distributors, pro- 
vided the anchorage on which T.R.T. 
made its bid for recognition. 

C. W. Donaldson, president, Donald- 
son Radio and Electric Co., Inc., a 
26-year old, well-equipped, well-staffed, 
radio service specialty house, with an 
unblemished record for reliable radio 
servicing. 

Avery Fouts, service manager of the 
Retail Division of Jenkins Music Co., 
one of the Middle West’s well-estab- 
lished wholesale and retail mercantile 
institutions. 

C, L. Foster, vice president, Central 
Radio & Television School, which 
boasts a 17-year old reputation for 
producing topflight radio service 
technicians. The stake of the school 
in the project boils down to a sincere 
desire to see their students graduate 
into a “better radio service world”. 

As a cooperative industry gesture, 
Central Radio School offered to present 
a condensed version—stripped of non- 
essentials such as television broad- 
casting technique—of their regular 
daytime television course for T.R.T. 
members. 


Distributors Contribute 


The offer was subject to a single 
proviso: The expense of the course, 
figured on a _ contractual-cost basis, 
was to be paid in advance. Officials 
advanced a simple, plausible explana- 
tion for the cash-on-the-barrelhead 
clause: past experience with night 


FEBRUARY, 





school pupils indicated a large per- 
centage of drop-outs. 

In meeting the expense, distributor 
financial aid was enlisted, and 11 of 
the 14 Kansas City distributor houses 
became underwriters for the course by 
contributing $125 each. The balance 
of the course expense was borne by 
students paying a nominal tuition fee. 

To prepare an aspirant to actually 
“step into the new industry”, two steps 
in training are offered: 


(1) A study of basic electronics 
and television principles with lec- 
tures and textbook assignments. The 
electronics study is a refresher course 
for students who may be rusty on 
fundamentals. 

(2) Actual laboratory work to 
prepare the student to take his place 
in the television industry, and to 
advance to the limit of his capacity 


in that field. 


Accordingly, with lectures and work- 
shop operations, students are trained 
in all aspects of television, giving them 
the advantages of both theory and 
practice. 

Separated into three semesters, with 
students meeting twice weekly, the 
course provides two-and-a-half hours 
of instruction nightly, or a total of 210 
hours, 


Lecture and Lab 


Teaching strategy includes one night 
of classroom lectures by Central’s crack 
team of instructors, majority of whom 
are products of the technical staffs of 
nationally-known radio manufacturers. 
The remaining night is devoted to 
laboratory instruction. 

Distributors, dealers, and _ school 
officials collaborated in setting up the 
course. 

“We were able to offer an ‘earn- 
while-learning’ streamlined version ol 
our regular television course,” com- 
mented Mr. Foster, of the school, “only 
because the students are already ex- 
perienced radio mechanics. The course 
of study has the aim of moulding each 

(Continued on page 162) 
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— Don't overlook the fact that consumer advertising, while it creates wide- 
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Bonderizing 


makes selling easier 













































































































\ 
It’s the sign 
of a lasting paint finish... 





By its name and by what it does, your 
customers are familiar with Bonderiz- 
ing and appreciate it for the benefits it 
adds to painted appliances. 


fined to the injury itself. You can assure 





your customer that a Bonderized prod- 





uct will look better longer. 






Make this a regular, profitable part of 





On a Bonderized appliance, the paint 
is anchored firmly, it’s protected from 
rust and corrosion, and finish damage 
from accidental scratches will be con- 


J ARKE, 





your sales story when you sell appli- 





ances with this quality feature. Tell your 





customers, “It’s Bonderized!” 







PARKER RUST PROOF COMPANY 
East Milwaukee Ave. 
Detroit 11, Michigan . 





He 
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: 


BONDERIZING Holds Paint to Metal . . . PARKERIZING Inhibits Rust . . . PARCO LUBRIZING Retards Wear on Friction Surfaces 








Kansas City Gets 
Ready for Television 





CONTINUED FROM PAGE 160 semen 


man into a combination television 
technician-mechanic-salesman. 


All-around Servicemen 


“We uphold the theory that a tele- 
vision service specialist must be, first, 
an expert installation and maintenance 
man. Second, he must be able to pro- 
vide proper demonstration of telesets, 
And, last, he must be trained to present 
the teleset owner with a brief, lucid 
set of rules on how to operate his set 
and what steps to take in case of 
trouble. In performing this last func- 
tion, he is the key figure in keeping the 
set sold.” 

Textbooks, supplied by the school, 
are kept up-to-date by the addition of 
insertion sheets—an important feature 
considering the fluidity of present-day 
developments in the field. 

Each student is given two tests: A 
standard I.Q. test, designed to test his 
general knowledge, and a general elec- 
trical information test, used in gaining 
an insight on how well the student is 
informed in his own field. On both 
tests, T.R.T. students ranked equal to 
or above other classes in the school. 


Tools for Learning 


A boon to students is the school’s 
well-equipped laboratory facilities. A 
circuit board fitted with electronic com- 
ponents, mounted plastic strips on a 
board used in conducting various FM 
and television experiments, and 17 
television receivers are key laboratory 
instruments. The school has a system 
whereby actual television broadcasts, 
staged in the institution’s own studios, 
are conveyed to the television sets on 
benches as a classroom feature. 

Students are encouraged to design 
and build television and servicing 
equipment, utilizing school facilities— 
a feature roundly applauded by dis- 
tributors and dealers since their men 
will be allowed to build what otherwise 
would be expensive equipment, such as 
oscilloscopes, for use in their service 
shops. 

Qualified observers predict that 
video will invade Kansas City some 
time during the spring of 1949. Five 
stations are vying for three channels, 
with only WDAF definitely assigned 
a channel. 


“Doctors” Will Be Ready 


By the time the mid-western city is 
finally plugged in for broadcasts, the 


| first class of “Doctors of Television” 


| will have completed the course, and be 
conditioned to supply commercial and 
home teleset purchasers with topgrade 
installation and maintenance service. 

What was only a gleam in the eyes 
of a visionary foursome who gambled 
time, energy and talents on the project 


Bonderite, Parco, Parco Lubrite—Reg. U.S. Pat. Off. | will have become a full-fledged reality. 


They hope that by providing serv- 
icemen with low-cost, comprehensive 
television servicing schooling they have 
set a pattern the radio industry may 
follow in other localities and they be- 
lieve that it marks the beginning of 4 
new era of improved educational and 
ethical standards. E 
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The IV 


The big governmen- 
tal power agency has made 
itself felt in the business 
life of the small appliance 
The Jackson Ap- 
pliance Co., Jackson, Tenn., 


dealer. 


is a typical example 


country to the Mississippi Delta, 

the vast and sprawling Tennes- 
see Valley Authority has made itself 
felt. It also has made itself felt in the 
cloakrooms of Congress, where its pros 
and cons are debated hotly almost 
every week. And in yet another quar- 
ter it has made itself felt—in the life 
of the small electrical appliance dealer 
who operates within its scope. With- 
out arguing the merits or demerits of 
the TVA, let’s take a look at one of 
these dealers. 

E. V. Pettigrew, of Jackson, Tenn., 
owns and operates the Jackson Appli- 
ance Co., at 205 North Market St. His 
city buys and distributes TVA power. 
Thousands of co-op members in his 
trade area use power from TVA lines. 
There is a branch office of TVA right 
around the corner from him. He be- 
lieves in the agency and is one of its 
biggest boosters. 

“We are selling electrical appliances 
to scores of farmers in Madison 
County,” he says. “Since the TVA 
brought electricity to the farms of this 
area, you can hear the farmers tell 
about the progress they have made and 
how the program is paying off not only 
in cash, but also in security, human 
comfort and the realization on the 
farmer’s part that at last he is getting 
somewhere. Needless to say, the dealer 
down here shares in his prosperity.” 


F ROM the border of the bluegrass 


New Lines Followed 


Mr. Pettigrew follows every new 
line which the TVA puts up in Madi- 
son County—his selling territory. He 
drives out into the neighboring rural 
areas accompanied by TVA demon- 
strators who assist him in showing his 
wares. TVA linesmen obligingly hook 
up outlets for him. Advertisements by 
the TVA makes his customers aware 
of new equipment and create a desire 
for it. In Jackson, the city pays $25 
on the installation of a range and wa- 
ter heater for his customers who use 
TVA power. In fact, according to 
Mr. Pettigrew, the TVA is a vital ele- 
Ment in his business. 

When he began selling appliances in 
Jackson back in 1935, Mr. Pettigrew 
recalls that there were approximately 
half a dozen farms in his county which 
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E. V. PETTIGREW, left, owner and operator of the Jackson firm, and Bill Stovall, floor salesman, are big boosters for TVA power. 


might be called electrified. Now almost 
all of them are. Scores of them are 
heated by electricity, with lights for 
the house and barn, pumps for water, 
ranges and water heaters in the kitchen 
and radios in the parlor and bedrooms. 
This has meant business for Mr. Petti- 
grew—and, he points out, for dealers, 
distributors and manufacturers of all 
kinds of appliances. Like every other 
appliance dealer in his area, Mr. Petti- 
grew has a long waiting list for re-, 
frigerators and ranges and he feels, as 
new lines go up in various sections of 
the county, that the surface has just 
been scratched. 

“Take the matter of radios,” he says. 
“When lines first began to go up, we 
filled a truck with radios and dropped 
one off at every house along the line. 
The response was terrific and we had 
a sale of radios the like of which this 
county has never seen. Later on, we 
equipped a truck with complete kitchen 
equipment and followed the same pro- 
cedure. The farmers bought all we 
could deliver. We now are offering 
a free demonstration on home freezers 
in the prospect’s own home and we ex- 
pect the response to be just as gratify- 
ing. 

“Such selling is made possible by the 
TVA. Their linesmen obligingly go 
along and hook up a line wherever we 
want to demonstrate equipment. This 
enables us to reach such neighboring 
towns as Pinson, Huntersville, Male- 
sus, Medon and others, and makes our 
territory a real trade area in which we 
can serve hundreds of people.” 


Demonstrators Lend Assistance 
When Mr. Pettigrew so desires, the 
TVA lends him top-notch demonstra- 
tors to cooperate with him either in 
the field or in his store. He often 
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stages demonstrations for such groups 
as the Eastern Star, church units or 
women’s clubs of his city. These for- 
ums, drawing an average of 25 to 40 
persons, provide his best method of 
advertising, since the community is 
closely knit and conversation is fre- 
quent. He offers a bonus of 25 cents 
for every adult who attends the forums 
and his distributor refunds half of the 
bonus. It is a profitable idea designed 
to reach almost every housekeeper in 
the city. 

Mrs. Pettigrew, who serves as her 
husband’s home service specialist, 
never hesitates to call on the TVA 
personnel when she desires informa- 
tion or instruction on various appli- 
ances. Miss Irene Toombs and Bill 
Stovall, floor salesmen for Mr. Petti- 
grew, also have learned to rely on the 
TVA offices when confronted with the 
need for advice or instruction in their 
sales routines. 

The city of Jackson’s plan for en- 
couragement of the use of TVA power 
includes sharing part of installation 
costs for water heaters and ranges. 
If both are purchased, the city allows 
$25 toward the installation cost. If 
one is purchased, $15 is allowed. This, 
of course, is a big selling point for the 
dealer and a real help to him in mer- 
chandising. In the rural areas, the 
arrival of electricity itself is the selling 
point and to highlight the point, TVA 
advertising and service extension is the 
big factor. 

Approximately 75 percent of the 
farms in Madison County served by 
the TVA are wired for three wires. 
This means they have either an elec- 
tric stove or farm machinery in opera- 
tion. It means also a happy hunting 
ground for Mr. Pettigrew and other 
appliance dealers in the area. The 


proof is in the fact that when TVA 
first came to Madison County, there 
were about four appliance dealers— 
Mr. Pettigrew among them—operating 
there. Now, there are more than 35 
such dealers. The average user of 
TVA power in the area burns an esti- 
mated 169 kw.-hrs. of electricity, indi- 
cating the average user has plenty of 
electrical appliances. The power de- 
mand is increasing daily—faster than 
TVA can build for it. The market for 
appliances keeps pace with this growth. 


Larger Market Amazing 


Mr. Pettigrew, being a small dealer, 
concentrates on selling kitchen and 
household appliances rather than power 
tools, machinery or commercial items. 
But the market for larger equipment 
is an amazing one. There are approxi- 
mately 250 farms in Madison County. 
At present, there are only two or three 
milk coolers on these farms—but 75 to 
100 farmers are in the market for milk 
coolers. There aren’t many dairy wa- 
ter heaters, but there’s a big market 
shaping up for them. A few farmers 
have hay dryers and feed grinders, but 
the majority of them are in the market 
for dryers and grinders, or will be soon, 
Farmers who got in on the ground 
floor back in the 1920’s with a Delco 
light plant which provided enough 
power to burn a few lights and to iron, 
now boast complete electrification from 
vacuum cleaners and washing ma- 
chines to water pumps and electric 
churns, Their electric bill, under TVA 
rates, runs generally around $12 to 
$15 per month. 

So, according to Mr. Pettigrew, the 
TVA is a vital factor in the life of the 
small appliance dealer, and the best of 
the major manufacturers have begun 
to realize it. End 
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tow American Beauty keeps YOU customers happy pa 






When American Beauty 
chooses an Inco Nickel Alloy 
for important parts of 
the thermostat, you have 
top insurance for a 
satisfied customer 









Want to make a friend with every sale? 






Then sell trouble-free items, and you'll make those friends. 
There'll be further sales...more profits and commissions. 






The American Electrical Heater Company, Detroit, Mich., is help- 
ing you by making their American Beauty Iron just as trouble-free 
as possible. That’s why they don’t use ordinary metal in the all- 
important thermostat. Instead, they choose one of the durable INco 
Nickel Alloys. 


Housewives find the heat control of the American Beauty to 
be fast, accurate, dependable. The maker made it that way 
by using Inconel* for the contact springs of the thermostat. 
High temperatures won't rob Inconel of its springiness. Rust 
will never weaken it. Corrosion finds.no toehold. These Inconel 
springs are good for the life of the iron! 
















When you sell the American Beauty Iron, you're also selling a built-in 
promise of long-lasting performance; a promise built-in by the manu- 
facturer’s use of Inconel, an INCO Nickel Alloy. EMBLEM cl SERVICE 


When a promise like that is kept, you’re bound to 
make friends...and more sales! 

THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5. N.Y. 
tectin : r 
ero 9 The Promised Performane, 


| i i CO NICKEL ALLOYS 


Monel* « “‘«’* Monel © “R’* Manali © “KR’* Monel © Nickel © “D’* Nickel © “L’* Nickel © “Z* Nickel © Inconel* 
*Reg. U.S. Pat. Of. 
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Money in Rebuilts 
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make up his mind that he will either 
show a profit on the box, or refuse to 
handle it. We will forego the sale of 
any new refrigerator, rather than to 
make an inordinately large allowance 
on the trade-in which later on turns out 
to be a bad buy. However, that does 
not mean that we are niggardly with 
allowances. I have quite often paid 
as high as $55 and $75 for a trade-in 
refrigerator which experience has 
shown me is of a popular size, in good, 
sound operating condition. For ex- 
ample, I allowed $75 for a refrigerator 
in March, which I sold for $109.50 a 
few days later without touching it. 
Such instances are rare, of course, be- 
cause the average refrigerator needs a 
certain amount of work before we can 
guarantee it. However, careful buying 
is the most important step of all.” 


Speed Jobs Through 


Next, Southern Electric is careful 
not to waste time or effort in handling 
the old box. The trade-in refrigerator 
is picked up at the same time the new 
one is delivered, which makes necessary 
only one trip. As soon as the refriger- 
ator is brought in, it is passed into the 
shop, where the dealership “refriger- 
ator specialists’ examine it, correct 
defects, install whatever new parts are 
necessary, new hardware, controls, etc. 
Worn, broken, or otherwise unsightly 
hardware is the worst drawback to re- 
frigerator appearance, according to 
Mr. Richardson, and therefore, the 
store religiously replaces them all. A 
“job ticket” is made up, and attached 
to the refrigerator as it goes through 
the shop, with the parts cost of all 
items added to it. ‘We spend an aver- 
age of between $10 and $15 in recon- 
ditioning most boxes,” Mr. Richard- 
son said, “and with that spread, we can 
do a lot more to the refrigerator than 
the average firm. It includes a new 
gasket, new parts, complete cleaning 
inside and out, replacement of hard- 
ware, etc. By maintaining a large 
parts inventory, and keeping it turning 
rapidly, we can afford to do this. Rarely 
is it necessary to go as high as $20 on 
the reconditioning cost.” 


They Keep ‘Em Running 


As soon as the box is thoroughly 
“line tested” by running it for 48 hours 
under full load, it is considered worth 
guaranteeing, and moves on to the 
sales floor. An anovation here which 
Richardson religiously follows is the 
fact that all used refrigerators are kept 
running until the moment they are sold. 
Thus, whenever a customer opens one 
of the trade-in refrigerators on the 
floor, there is no question as to its 
freezing efficacies—for the ice-cube 
trays are full of cubes, the interior is 
cold, and she can hear the box running. 
“If there are any defects in the refrig- 
erator which were not noticed during 
the reconditioning period, they will 
usually show up in the week to 10 days 
during which the box is on display,” 
Mr. Richardson said. “The company 
guarantees only that the refrigerator is 
in good operating condition, instead of 
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the usual 90 days, but has found the 
lack of guarantee no obstacle to sales,” 

Prices are always the allowance cost, 
a small allowance for handling, the re- 
conditioning cost, to which is added 
anywhere from 20% to 35% “markup”, 
Mr. Richardson emphasized. To date, 
the demand has been such that there 
has been no haggling or bargaining 
with lower-income customers who de- 
sire a good refrigerator—and unless 
dealers begin cutting prices sharply 
elsewhere in the city, Mr. Richardson 
does not believe that it will ever be 
necessary. 


Consistent Policy 


“Keeping trade-ins profitable js 
merely a matter of refusing to handle 
any junk boxes which will cost too 
much to make them salable, keeping 
away from sealed units, and giving the 
low-income customer the refrigerator 
she wants,” he said. 

Advertising expense for maintaining 
a consistent volume of trade-in refrig- 
erator sales is very small, according to 
the partners. It consists of one classi- 
fied ad per day in two Nashville news- 
papers, listing two or three of the 
refrigerators on the trade-in sales floor, 
together with prices. The store usually 
has a long waiting list filled up with 
people who want 4%, 6 and 8 cu. ft. 
boxes of particular brands, and there 
is never any problem in getting rid of 
a trade-in of the top three nationally- 
recognized makes. Low-expense classi- 
fied advertising takes care of the rest. 


A New Experiment 


Both partners are enthusiastic about 
their success with trade-in merchandis- 
ing, and Mr. Richardson at the time 
we visited him was planning to experi- 
ment with a couple of carloads of re- 
built refrigerators bought on a whole- 
sale basis from an eastern firm. “In any 
city where there is a large percentage 
of low-income workers, trade-in refrig- 
erators will always find a booming 
market,” he said, “and we don’t expect 
to get enough used boxes in trades to 
meet our share of the market.” End 
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“JUST BE PATIENT, FOLKS, THERE’S A CATCH 
TO THIS SOMEPLACE.” 
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Small Appliance 
Clinic 
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work, of course some of it underwritten 
by manufacturers. Willard Schwab | 
has done a good job in hammering 
home to the traffic appliance manufac- 
turer that his firm is a good one to turn 
to where a cultivation of Chicago is de- 
sired. 


Traffic Appliance Fair 


This fall he tried out for the second 
time an idea he has long been matur- 
ing. Why not put on a traffic appliance 
fair, with manufacturers’ men on hand 
to put their devices through their 
paces, and give a liberal education to 
the dealers of Chicago as they pass in 
review. Spread the event over five 
nights so that any dealer can get away 
with his wife and kids in the evening, 
drive over to 700 W. Jackson, park his 
car, amble in and look up what he is 
interested in. There would be a piece 
of birthday cake—Hyland’s 30th—for 
the wife, and a huge plateful of food 
for every member of the family. To 
feed this gather Hyland ordered 75 
dozen wrapped individual cakes, 600 
pounds of choice beef, 150 pounds of 
corned beef, 100 pounds of ham, rel- 
ishes, salads and everything but coffee 
—which the coffee maker manufactur- 
ers would supply by the barrel. 

Brands like American Beauty, Cam- 
field, Club Aluminum, Cory, Duo- 
therm, Ekco, Everhot, General Mills, 
Holliwood, Juice King, Kitchen-Aid, 
Mirromatic, Manniag-Bowman, Nesco, 
Nicro, Nutone, Perc Westmore, Per- 
sonna, Proctor, Remington, Rival, 
Samson, Schick, Sentinel, Silex, Sun- 
beam, Telechron, Toastmaster, Van- 
Cleef, Vornado, Waring and Westing- 
house, were paraded before the visitors. 

In his cubbyhole office, dark, poker | 
faced Willard Schwab sat back and 
spun his philosophy. 

“T don’t like the words small appli- 
ances or traffic appliances,” he said. | 
“I prefer the term ‘kitchen specialties.’ 
These items must be promoted. We | 
see to it that there is no demonstration | 
put on without advertising. Our men 
see each dealer every three weeks. We 
try to help him merchandise them. We 
are emphasizing that small appliances 
are a dealer’s bread and butter. We | 
are doing too much of what the manu- 
facturer should do. 

“My feeling is that there is a transi- | 
tion taking place in distribution of 
appliances. The store that will eventu- | 
ally sell them, I feel, will also carry 
paint, hardware, appliances, wallpaper 
and the like. | 
_ “I think the way to sell appliances | 
is by what they cost per day. An iron 
is reasonable enough when you state 
that it costs one penny to do an iron- 
ing. A mixer can be sold for so much 
per day. All through the small appli- 
ance business there has not been 
enough study of know-how.” 

For compensation, Mr. Schwab ad- | 
vocates that retail sales people be paid 
on the basis of six percent commission 
tight across the board, on everything 
they sell. 

And, with the dent that Hyland has | 
made on the traffic appliance market to | 
date it looks as if he is going to be | 
listened to in the future. End 
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One of a series of ad- 
vertisements based on 
industrial opportunities 
in the states served by 
Union Pacific Railroad. 


Governor 


When selecting sites and seeking new markets 
in Oregon, California, Colorado, Idaho, Kansas, 
Montana, Nebraska, Nevada, Utah, Washing- 
ton, Wyoming ... 


address Industrial Department, Union Pacific Railroad 
Omaha 2, Nebraska 


UNION PACIFIC RAILROAD 
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FANS 


SCHWITZER-CUMMINS 
Builders of Fine Gans Jor 30 Years 












Many useful types in a generous as- 











sortment of sizes make the Fresh-Air 


ADJUSTABLE WINDOW FANS — 
From a lovely powerful 10” sur- 
prisingly low priced, through 12”- 
16”-20” sizes, single and three 
speed—many refinements and dis- 
tinctive features. 


Maker a profitable and satisfactory 


line for you to sell. Your trade will 





like their fine performance—good 


















































looks—and reasonable price. All are 


built to deliver lots of air, quietly, 





and for long years of service. It will 
certainly pay you to look into the 
Fresh-Air Maker. 


Z 
PORTABLE FANS—12”, 16”, 20” 
—attractive—quiet—large delivery 
—three speed—adijustable for any 
angle. Useful type, suggestive of a 
lot of gift business. 








CEILING “PACKAGE UNITS” — 
5 models 24”, 30”, 36”, espe- 
cially designed for the popular 
small home market. Every Fresh- 
Air Maker can be ceiling installed, 
all ball bearing equipped. 


EXHAUST FANS — Direct driven 
12”-16"-20" 3 speeds—24” belt 
driven—capacity range 450 to 
4200 cfm. 


ee 






HY-DUTY CENTRIFUGAL 
BLOWERS—8'/2" to 25” inc. 
with all needed intermediate 
diameters—single and 
double inlet—all outlet posi- 
tions and practicable motor 
sizes—moderately priced, 
but built to be the quietest, 
best performing, longest last- 
ing blower on the market— 
especially well finished. 





24° WINDOW FAN—Locates out- 
side in window frame for a big job 
in a small home, saving all installa- 
tion cost—arranged also for attic, 
ceiling or transom use — distinctive, 
nothing like it. 4200 to 4500 cfm, 





Contact with good reliable dealers is desired as 
we have some valuable locations open for dis- 
tributors or dealers who want a reliable, salable 
fan line. 


SCHWITZER-CUMMINS COMPANY 
VENTILATING DIVISION 


1145 EAST 22nd STREET 
INDIANAPOLIS 7, INDIANA 
ENGINEERS AND MANUFACTURERS 











ATTIC FANS—9 models—24”, 
30”, 36”, 42”, 48” —ruggedly 
built, a quality look, big volume, 
belt driven—4200 to 20,500 cfm 
vertical or horizontal, wide deep 
blades, extra deep venturi, all ball 
bearing. 
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Cubbyhole Cooking 





biscuit or pie dough. Furthermore, if 
she works, the frozen pie represents a 
saving in time. 

3. Purchase of those jiffy mixes is 
guaranteed to produce anything from 
pancakes to gingerbread or sponge 
cake. Esther Kimmel, of True Story 
Magazine who for years ran a test 
kitchen on E. 57th St., New York City, 
was one of the pioneers in developing 
these mixtures to which water or milk 
could be added. Aunt Jemima pancake 
flour was the pioneer in this field. 
Home economists have often asked why 
do women buy these packaged products 
when they can mix them up so easily 
at home—especially when they have to 


| pay a higher price where the factory 
| does the mixing. The answer is lack of 
| room for ingredients, lack of space for 


mixing bowls, lack of space for prepa- 
ration. One bowl, one water spigot, one 
tablespoon are all that are required to 
whip up these batters for the oven. The 
time saving, plus the convenience is 
worth the extra price to the young 
housewife. 


A Hamburger Heaven 


4. Butchers the country over have 
been astonished at the growing popu- 
larity of the humble hamburger since 
the war’s end. Ground meat, frank- 
furters, steaks and chops are the fa- 
vorite food of the crowded family or the 
family in small quarters where the wife 
works, This kind of meat can be quickly 
fried by surface cookery or broiled ona 
table broiler. Roasts and boiling meats 
which are much less expensive, are not 
bought simply because of their bulk and 


| the added amount of time required for 


preparation. Even ham, tenderized by 
steam, is preferred. 
5. Salads such as those of the gela- 


| tin and potato varieties have appeared 


in the grocery markets in ready pre- 
pared form for the convenience of the 
young housewife who doesn’t have 
storage space or working space to put 


| them together. Cottage cheese may be 
| bought ready mixed with pineapple or 
| chives. 


6. The bakery practically gets all of 
the small family’s trade on desserts. 
Cakes, pies, pastries are lugged home 


| by the young housewife as commonly 





| as soap. 


7. The canning of food has disap- 
peared from.the tiny apartment. In the 
first place our young housewife has no 
place for a 7 qt. pressure cooker. Next, 
she has no storage capacity, as modern 
city apartments have frequently elimi- 
nated the basement locker that used to 
go with apartments. 

8. Baking or advance preparation 
for holidays, is out. 

The serving of food is no less com- 
plicated. Due to cramped space, there 
is a premium placed on the idea of hav- 
ing the skimpiest meals possible. In too 
many homes doughnuts, coffee cake 
and coffee, plus a hurried gulp of 
tomato juice out of the refrigerator 
form the family’s bracer-upper for the 
day. 

Cooking appliances have invaded the 
family’s breakfast nook, or “dinette” as 
the real estate experts so like to de- 
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scribe it. For breakfast today there is a 
table grill or a waffle iron over which 
a sheet of aluminum may be imposed, 
which does a dandy job of frying bacon 
and eggs right at the table. There are 
electric broilers on the market which 
may be plugged in and you can watch 
your steak sizzle as you wait, prodding 
it occasionally with a fork. Pancakes 
and waffles cooked right at the table 
are swell, as anyone will testify. The 
electric coffee maker immediately won 
affection for itself, not because it was 
electric but for the reason that it re- 
lieved one burner at the range, and 
made a pretty picture of brewing hot 
coffee right at the table. If it is auto- 
matic so much the better, it can be 
started before the morning bath and 
shave routine. Hot coffee is ready when 
each person is ready for it. 

Fortunate are the newlyweds who 
can count among their wedding pres- 
ents a roasterette and a timer clock. 
They can put a small roast and a frozen 
vegetable or even a quick-mix pudding 
in the roasterette before they leave in 
the morning, set the clock and come 
home to a delicious hot dinner. 


Table Top Ironing 


The miniature washer has scored a 
success in small apartment homes 
where there is no quarter in the slot 
machine in the basement. The electric 
iron (possibly with a steam attach- 
ment) has invaded the sanctum largely 
because many a girl knows how to 
spread newspaper over a porcelain top 
kitchen table and do an ironing or 
pressing job in a space that doesn’t 
have room for an ironing board. 

The radio record player is more 
popular if it is a table model, and a 
console radio is a rarity. Television 
does better if the set can be set on 
something and with peevish landlords 
an indoor television aerial is almost a 
‘must,’ or at least one that can be in- 
stalled on a window. Electric clocks 
hanging on the wall present no occu- 
pancy problem. The automatic toaster 
of pop-up toaster owes a lot of its 
popularily to the fact that it takes up 
less space at the breakfast nook table 
than does its brother, the flipflop 
toaster. 

In a small apartment things must be 
shoveled out almost as fast as they are 
brought in. There simply is not space. 
The Salvation Army can always make 
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“| JUST CALL IT, ‘GIRL READY TO 
USE SUNLAMP’ “ 
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a cleanup picking up old magazines, 
old books, old clothes which are often 
in wearable condition but simply 
haven’t hanger room. 

The younger generation has a lot of 
food habits that are new, too. Not long 
ago a home economist said that old 
folks always fry their food, young folks 
always broil it. The maker of an elec- 
tric broiler recently said that it was 
the young people who ate the broiled 
stuff. Orange juice, tomato juice, or 
some sort of a vitamin proposition is a 
must with the young working wife, 
hurriedly gulped as she gallops off to 
work. Coffee and cigarettes several 
times a day are a necessity although 
the coffee habit is no stranger to the 
older generation. Home-made soup is 
not popular because these young house- 
wives have no place to store excess 
quantities. Fried and boiled potatoes 
are taboo because they are fattening. 
The younger generation very fre- 
quently lacks a cookbook and tries to 
struggle along without one. Those that 
have cookbooks complain they are so 
fancy they don’t have time to do the 
things they read in them. 


Young Wives’ Habits 


Because of the limited floor space, 
vacuum cleaners that pick up ashes and 
go over draperies and _ upholstered 
pieces are deemed more important. The 
younger generation does not like to get 
down on its knees to scrub the floor 
but prefers a mop. Favorite place for 
sitting around gabbing is around the 
family dinette table. Card tables are 
popular because young folks serve com- 
pany buffet style if it more than fills up 
the breakfast nook. Young females 
don’t wear stockings while doing house- 
work, go for housecoats or live in their 
pajamas until noon. Manicuring their 
finger nails or doing their hair takes a 
lot more of their time than it did their 
mothers. Tooth brushing is a universal 
practice and the daily bath an accepted 
custom. Long underwear is_ taboo, 
young housewifes preferring to slip on 
coats when cold. Forced air electric 
heaters are a common defense against 
coal-stingy landlords. The electric fan 
is a must against the stifling lack of 
ventilation in the one-window bed- 
chamber in summer. For that reason, 
the manufacturer that first brought out 
a silent operating fan scored a ten 
strike against competitors. Fly swatters 
are unknown in these little cubbyhole 
apartments because they are well 
screened. 


Baby Is a Doubtful Blessing 


Everhanging dread of the young 
family is the arrival of an infant, which 
would crowd them out, with no place 
to go commensurate with their pocket- 
book. If they must tolerate a baby, 
bottle warmers and sterilizers become 
the order of the day, the modern young 
mother cheerfully preparing ten or 12 
foods. When baby goes on a visit the 
mother carries along a bucket of sealed, 
sterilized food receptacles instead of a 
bottle, as her mother did. 

It’s a different world we're selling, 
this younger generation of cramped, 
crowded, GI couples, and we can report 
truthfully that they are eager to follow 
in their father’s and mother’s footsteps 
just as soon as they can find more 
room. End 

















MODEL 16B, 16 cu. ft. 
Counter-Balanced Twin Doors. 
500-600 Ib. capacity. 











MODEL 8B, 8 cu. ft. 
Counter-Balanced Door. 
250-300 Ib. capacity. 











MODEL 4B, 4 cu. ft. 
“Utility-Top” apartment size. 
150 Ib. capacity. 











MODEL 16C, 16 cu. ft. 
Self-Serve Freezer. 
“Tuflex” giass tops. 











MODEL 8C, 8 cu. ft. 
Self-Serve Freezer. 
“Tuflex” glass tops. 











MODEL 16D, 16 cu. ft. 
Self-Serve Beverage Cooler. 
32°—54° 








MODEL 8D, 8 cu. ft. 
Self-Serve Freezer. 
“Tuflex” glass tops. 





MODEL 8-R, 8 cu. ft. 
Refrigerator. 
35 Ib. Frozen Food Capacity. 





MODEL 8.5-R, 814 cu. ft. 
Refrigerator. 
20 Ib. Frozen Food Capacity. 
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ARM: COMMERCIAL FREEZERS And 








ar The FORWARD LOOKING DEALER is busy 
establishing his Home Freezer markets 
TODAY. Set yourself to Sell the Complete 
Line of Marquette Home, Farm and Commer- 
A cial Freezers ... and Refrigerators. 
i 
} 
| 


SEE ALL THESE MARQUETTE APPLI- 
ANCES ... You'll see why dealers from coast 
to coast make Marquette Appliances the “cen- 
ter of attraction” on their display floor. 





wa | MARQUETTE FREEZERS have gleaming 
- : white, high bake Dulux enamel finish with con- 
} trasting black recessed base. Panelyte, the new 





Sera | 
bi | B} plastic nection ae, cane ae 
7 a ee breaker. Heavily Insulated with full 44” o 
_ Rock Wool and Compressed Insulation. 
Dependable, Hermetically Sealed Refrigeration Units are sealed-in-oil. Copper 
cooling coils are metallically bonded on ALL Four Sides of food storage com- 
partment for 97% conductivity. 


MARQUETTE SELF-SERVE FREEZERS are designed for displaying and 
merchandising Frozen Foods at their best. Equipped with non-warping “Tuflex” 
crystal-clear tempered glass sliding doors. Excellent visibility for fast selling of 
all Frozen Foods. 


MARQUETTE BEVERAGE COOLERS provide Dry Storage of all bottle goods. 
No icing to check, no water to spill. Thermo-Control range of 32° to 54°. The 
greatest advance in Beverage Coolers in years ... and a real soft drink 
merchandiser. 


NEW MARQUETTE REFRIGERATORS are Beautifully styled and sturdily 
built. All Marquette Refrigerators feature Frozen Food Compartments, Her- 
metically Sealed Compressors and Static Cooled Condensers. Full 3 inches of 
Glasswood Insulation. Absolutely quiet. 














MARQUETTE APPLIANCES, Inc. 
Minneapolis 14, Minnesota 
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“We are 
50 YEARS YOUNG” 


Armstrong @ 
x Products 
Corporation 





For half a century Armstrong craftsmen 
have given full-time attention to qual- 
ity materials that go into their products, 
to workmanship and to finish. 


When you show an Armstrong, its 
worth is immediately apparent to your 
customer—it practically sells itself. The 
only come-backs are compliments. 


Yes—when it’s an Armstrong . . 
depend on it. . . you're selling 
the best of its kind! 





ARMSTRONG 
PORTABLE 
IRONER 
Gleaming chrome and white enamel finish. It's the low priced qual- 
ity ironer with a 21-inch roll. Elbow control leaves both hands free 
to guide clothes. Thermostatic heat control. AC current. Weighs 
30 pounds. Retails for around *$49.95. 





ARMSTRONG 920-V HEATER 


For natural, manufactured or LP gases. 
A real gem—a circulating heater that 
is fully vented. Gives off no gas fumes 
or unpleasant odors. AGA approved. 
Porcelain enamel—the lifetime finish. 
Color, brown. 19” high. 20,000 B.T.U. 
Retails around *$33.00. 





ARMSTRONG ELECTRIC 
No. 514 HEATER 


A sturdy little fellow made of 24-gauge 
iron in walnut or white porcelain 
enamel finish. AC or DC, 1320 watts. 
Only 15” high. Weighs 6% pounds. 
Retails for *$6.95 plus tax. 





ARMSTRONG LAWN SPRINKLERS 


Come in 3 different styles: the popular Aero-Mist, Original Foun- 
tain, Half Fountain and Special Fountain. All well made for long 
service. All made of brass except the Special Fountain which has 
brass top and zinc-plated steel bottom. 


We invite dealers to celebrate our 50th Anniversary 
with us—send for literature on any of above products, 
and get in on Armstrong profits. 


ARMSTRONG PRODUCTS CORP. 
Quality Appliances since 1899 
Huntington 12, W. Va. 


* Slightly higher West of Rockies & in Canada. 
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| The Know-How with Washers 





| partment and the home service depart- 
| ment—provide dealers with every ad- 
vantage in selling the firm’s products. 

The wholesale appliance division, 
distributing such products as Bendix 
laundry equipment, Payne heating 
equipment and other lines, is highly 
organized for efficiency. Each line is 
handled by a field manager who is a 
trained specialist in his own product. 
He travels his territory regularly, as- 
sisting the dealer’s salesmen, holding 
sales meetings and working all out 
with the dealers on special promotions 
and contests. 

Dealers often are called into Monroe 
for meetings which are held in the 
company’s auditorium. These meetings 
usually involve sales training or pres- 
entation of a new product and are 
generally conducted by Mr. Flournoy, 
the sales manager, with the assistance 
of the field men and the advertising 
and sales promotion manager. 

“The maintenance of dealer loyalty 
and cooperation is our goal, of course,” 
says Mr. Flournoy. “We expect to 
maintain it by providing the dealer with 


_ exactly the same thing—loyalty and 


cooperation. That’s why we continually 
are exploiting every line of promotion 
and merchandising we possible can.” 
Smoothly backing up the selling end 
are the advertising and promotion de- 
partment and the service department. 
The former is headed by Garrett 
Stewart, who has organized his depart- 
ment strictly on a distributor-dealer 
participation basis. According to Mr. 
Stewart, every newspaper ad received 
from the dealer organization is double 
checked for size, statements and figures 


| quoted. Every dealer receives a com- 


plete statement every 30 days show- 
ing the status of his advertising ac- 
count. During special promotions, Mr. 
Stewart gives the dealer organization 
“a shot in the arm” by sending out 
loads of sales promotion bulletins, by 
making personal calls to the dealer 
store, by assisting in setting up display 
material and by advising on advertis- 
ing and publicity plans. 


Service Schools Held 


An efficient service engineer, Griffin 
White is head of the service depart- 
ment. He trains dealer service person- 
nel by holding periodic service 
schools in the company’s auditorium. 
These schools are always thorough. 
Any problems encountered on service 
by the dealer in the field receive Mr. 
White’s personal visit and advice. 
Much of his time is spent in the field 
assisting the service man with some 
particular tough problem he has en- 
countered. It is also his responsibility 
to see that dealers carry a sufficient 
stock of parts in order always to be 
able to give prompt service to cus- 
tomers. 


One Retail Department 


The firm maintains one retail depart- 
ment, in air conditioning and heating. 
Headed by M. E. Phillips, a graduate 
mechanical engineer, the department 
gets air-conditioning and heating busi- 
ness through two sources—architec- 
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tural engineers who place jobs on the 
open market for bids from reputable 
contractors, and through cold canvass, 
On jobs which come from architectural 
engineering, a complete analysis of the 
architect’s plans and specifications is 
first made by Mr. Phillips and a com- 
plete cost breakdown prepared. The 
sales engineer handling the particular 
job returns to the architectural engi- 
neer and obtains permission to go di- 
rect to the customer and do a selling 
job on the firm’s product. If the right 
kind of selling job is done on the pur- 
chaser and the architectural engineer, 
Mr. Phillips says, the contract is 
awarded to United Electric Service. 

In using the cold canvass method, 
the sales engineer obtains prospects 
among commercial operations and 
among the better home owners. After 
the first contact is made, a survey is 
run and brought into the engineering 
department which makes up a complete 
and detailed set of plans and specifica- 
tions. These are then laid before the 
prospect and the sales engineer pro- 
ceeds to close the sale. 


Department Has Own Staff 


In order to do a complete sales job, 
Mr. Becker points out, this department 
has its own administrative staff, sales 
engineering personnel, engineering de- 
partment capable of handling almost 
any sized job, and a crew of erection 
and service men. Lines handled by this 
department include York and Servel 
air conditioning, Payne heating equip- 
ment and Acme ventilation equipment. 

Mr. Becker and his associates have 
come a long way since selling the first 
Bendix automatic washer back in 1937, 
They had a small organization then, 
one which did about $90,000 worth of 
business and thought it a good year. 
Today, United Electric Service oc- 
cupies two big buildings on busy Louis- 
ville Avenue in Monroe. The firm em- 
ploys 105 people and Mr. Becker en- 
visions an even greater organization in 
the not too distant future. 

“We're still growing,” he says sim- 
ply. 

Bendix dealers in the United Elec- 
tric Service territory will agree to 
that; they’re growing right along with 
him. End 








“MOTHER PRE-COOKED THE FIRST 365 MEALS 
FOR US.” 
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Liquidate Their Sales Resistance! 





orange peel, toss it in with a little 
honey, and it becomes breakfast mar- 
malade. 

Follow this stunt up with the manu- 
facture of tomato juice (in season). 
Tomato juice doesn’t taste very well 
without spices and salt. You would 
lose crowd interest if you proceeded to 
put in half a dozen spices in order, so 
the simple way to do it is to shake in 
a little catsup. Incidentally, catsup has 
all the spices necessary. It’s a good 
jdea to take the label off the bottle as 
this seems to complicate the picture. 

Some drinks are particularly tasty, 
and one of these is carrots and milk to 
which a little ice has been added. This 
is an excellent item for the crowd to 
sample. 

Another bit of Arlen advice is not to 
jet drinks settle. They lose their appe- 
tizing appeal the minute the vegetables 
precipitate to the bottom. A good 
demonstrator, if he doesn’t pass them 
out as samples, will get his old liquids 
under the counter as quickly as pos- 
sible. 


Talk Economy 


Talk of economy possibilities is what 
bridges the gap with the audience and 
builds up an irresistible desire on the 
part of the prespect to own one. 

“Every woman knows that a sand- 
wich spread will cost around 26¢ at 
the store,” said Mr. Arlen, “and if it 
can be proved that she can make it at 
home for 7¢ she wants a liquidizer 
right then. Every woman has leftovers 
in her refrigerator. Demonstrations 
put on with them make it seem as if 
she is getting something for nothing. 

This demonstrator points out that in 
order to make sandwich spread you 
must always start with mayonnaise. 
Mayonnaise is the ingredient the others 
tide on. A pickle, a frankfurter and 
the mayonnaise result in something 
truly delicious. A little coloring slipped 
in will give high eye appeal. In fact, 
the frankfurter ceases to taste like a 
hot dog and resembles Smithfield ham. 

“In preparing a sandwich spread,” 
said our demonstrator, “it is well to 
mention the limitations of the liquid- 
izer. The truth is it won’t cut cheese 
or raw beef.” 

With women accompanied by chil- 
dren, the demonstrator has a field day. 
The vogue for feeding children strained 
vegetables is at its height. Every wo- 
man knows that a jar of strained baby 
food costs around 12¢ or better. Take 
the food off the table, put it through a 
liquidizer and for around 3¢ you can 
have the same thing that you buy in 
12¢ cans. In fact, the baby can eat the 
same food as the family does, because 
it is so completely cut up it can be 
poured through a strainer. 


Do’s and Don'ts 


“In handling a crowd,” says Mr. 
Arlen, “quickness is the idea. Don’t 
let the machine run. Do the job and 
shut it off. This gets over the effect 

at it is time saving. 

Another thing: People wonder how 
one stirs a preparation in a glass jar 
lM whose bottom knives are rotating at 


CONTINUED FROM PAGE 66 





from 12,000 to 14,000 rpm. You must 
never use a spoon or fork. A stalk of 
celery will premit you to do any reach- 
ing you wish and will not interfere 
with the knives.” 

The expert demonstrator never talks 
recipes and does everything he can to 
make this job seem ridiculously simple. 

In different sections of the country 
crowds respond to different formulas. 
In New York, which has a large for- 
eign born population, German potato 
pancakes are sales clinchers. Put in an 
egg and three tablespoons of flour, 
potatoes, a little onion. Give the ap- 
pearance of feeding in the stuff fast. 
Actually the trick is to drop the potato 
in slowly. 

A witty remark that gets a laugh 
from the crowd is, “Don’t cry over the 
onions, let the machine cry over it,” 
meanwhile tossing in the onion. 


Eye Opening Stunts 


There are always a few sleight oi 
hand performances that impress the 
crowd but do not mean so much in the 
actual work in the kitchen. One of 
these stunts is in putting in an egg, 
shell and all, into the liquidizer. What 
actually happens is that the shell is 
pulverized but the disappearance of the 
egg causes a murmur through the 
crowd of people whe say, “Look at that 
thing !” 

Free samples of frozen ice, preter- 
ably lime, is one of the nice ways of 
ending a demonstration. Ice, lime juice, 
sugar and a little coloring will whip up 
and freeze right before the crowd’s eyes 
and later may be given to the crowd to 
taste. 


Handling Hecklers 


One of the things that demonstrators 
of the food liquidizer are going to run 
into is hecklers and food faddists. The 
heckler can best be met. with humor, 
and the individual who interrupts can 
best be silenced with the remark, such 
as “Do you mind if | finish this first? 
Then we'll have a talk.” 

It is essential that no one talk while 
the demonstration is going on as your 
crowd consists of a lot of people who 
are just passing, and must be over- 


whelmed with economy and the versa- ; 
tility of the liquidizer. A good operator | 


can put on seven good demonstrations 
a day, and frequently chalks up 15 sales 
while doing it.. This sort of a record 
was made when they had to lay the full 
cash price on the line, and since down 
payments are permitted, it is believed 
that the average can be even greater. 


Child Feeding 
When 


you have an 


won't eat liver or spinach. They will 
if it is in a milk shake. Liquidize the 
liver and spinach in the milk, and flavor 
it with vanilla or pineapple. Tell the 
crowd you are putting in vegetable 
coloring to make it look pretty. Any 
youngster present will gobble it right 
down with glee. And the audience will 
gobble up the demonstration. End 
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fore you who all know that children 
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CADILLAC! | 
What gives Cadillac dealers é 
a sales edge in today’s com- 
petitive market? Cadillac’s 
dirt getting efficiency, gentle- 
men. The kind that out- 
demonstrates competition. 
The kind that puts punch in 


your sales talk, 
and converts 
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MODEL 
“ se 143A 
lookers” in- (Shown on 
isploy 
to buyers. $59.95* 




























Put Cadillac up to 

your customers with show- 
seeXoset-jebyohdelot@ clen's-mes) Co) onscotsalon tem celeb ajo) ¢- 
with this brilliant 4-color “isle” display. It 
ole io) ot 1-3 dol ty feo (elt-Rot-Mem-s0(-sel@-ielK-iseelone! 
for Cadillac. Displays upright and cylinder 
models, complete with attachments. Com- 
pact, it occupies little floor space—won't 
obstruct the view 
to other merchan- 
dise. Write for 





full information Cadillac cleaners are VALUE 
today. PACKED with all the features 
that add up to fast, thorough 

“Rane price. Shar cleaning ... BUILT with more 


more west of Rockies 


than 37 years of “know how” 
in vacuum cleaner produc- 
tion ... BACKED by national 
advertising that reaches your 
customers, and brings busi- 
ness to your door. 








Built for long, satisfactory service, 
Cadillac cleaners are the result 
of more than 38 years of special- 
ization in vacuum cleaning equip- 
ment. 


CLEMENTS MFG. CO. 
DEPT. A 6666 S. NARRAGANSETT AVE. 
CHICAGO 38, ILL. 
















Since 1911, sold only by reliable 





dealers and distributors 
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Table Top Ketrigerator 


A real profit producer for 
distributors who are staffed to serve 
dealers, builders and architects 



















































Here’s the answer to the 
refrigeration problem in 
low-cost housing. Glasco 
Table Top Refrigerator, 
with full 5-ft. net capacity, 
is specially designed for 
the small kitchen where 
work-space and shelf area 
are at apremium. Get fast 
FHA approval of extra- 
compact kitchens because 
this unit permits addi- 
tional counter and cabinet 
space not possible with 
old-fashioned high refrig- 
erators. 


aecticteniatnatoon 


aes 
ct ~ 








THE OLD WAY: 


THE GLASCO WAY: 


GAINS 324 sq. in. of shelf area, 600 
sq. in. of surface, plus flush fit with 
other cabinets. 





m Sacrifices 324 sq. in. of shelf area, 
oH 600 sq. in. of work surface. Dirt-catch- 
ing space between uvuits 


DISTRIBUTOR TERRITORIES NOW AVAILABLE 
If you are staffed to serve appliance dealers and the building industry, get 
all the facts on the Glasco Refrigerator today. Attractively priced to retail 
at only $199.95. Made by Glascock Bros. Mfg. Co., Muncie, Ind. National 


Sales Office, J. H. Rasmussen and Co., 1454 Merchandise Mart, Chicago 
54, Write or send the coupon today. 


oe 
~ 






NOW ON DISPLAY—1454 MERCHANDISE MART, CHICAGO 






J. H. RASMUSSEN AND CO., 1454 Merchandise Mart, Chicago 54 


We are interested in the Glasco Table Top Refrigerator for our distributor 
territory. Send full information. 





Name 


Firm 


Street. 
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IN THE REAR is the service department with ten men working, and in the 
basement is a complete display of second hand stuff. 


Four Sales Per Customer 





“A rounded out profit comes from 
the trade,” declares Mr. Paull. “When 
we take in a trade, we must clean it up, 
put it in working condition, display in 
a good light, guarantee and sell. At 
the present moment we are getting one 
trade-in washer to six new sales.” 

William Paull is glad that he was a 
service man. In fact, ELECTRICAL MErR- 
CHANDISING caught him in the service 
department. He says he knows how 
long it takes a service man to produce, 
which is important. He knows that 
service men need careful supervision. 

On collections, the store has 2,500 
open account customers, who are con- 
stantly passing through the displays of 
merchandise to make their payments. 
For working men come in and pay 
cash, and don’t write checks. William 
Paull has a credit man who is unique 
in the way he gets credit information. 

“T just sit down and have a visit 
with my prospective customer,” said 
the credit head. “I visit with him and 
get credit information by talk, not by 
direct questions.” 

Salesmen work on a five percent 
basis with 7¢ allowed for mileage. They 
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AFTER LEAVING the cashier’s desk, you have to pass all these islands filled 





get a Christmas bonus at the end of the 
year which varies according to the 
business done. William Paull declares 
he pays himself only $50 a week and 
is the worst paid executive on Superior 
Street. 

“We have to work tightly,” he says. 
“T’m told that Montgomery Ward 
across the street is going to be operat- 
ing before long on a 25 percent margin, 
We have to be in a position to go along 
equally as well. Eighty percent of our 
sales are repeat business. Sixty per- 
cent are second repeat, 40 percent are 
third repeat. We try to make four 
sales to each customer. As Julius 
Rosenwald of Sears Roebuck said, the 
money is in, repeat business—you don’t 
have to work so hard to sell it. 

“We don’t fear chain store competi- 
tion. The chains today are selling 
quality. Price is their strength, and in 
this fashion they are becoming non- 
competitive. Nor do we fear coopera- 
tives, as they are not salesmen.” 

That's all there is to it—William 
Paull is touching all the bases with the 
idea of getting the customer to come 
again. It works in Duluth. End 


















with traffic appliances, impulse merchandise. 
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SECOND STORE for V. J. Morris, is the above, located at edge of prosperous 
neighborhood, a few miles from his downtown store. He remodeled building, 
but left it in keeping with neighborhood of homes. 


It’s the Second Sale That Counts 








have lost the possibility of profitable 
second sales through the type of credit 
terms imposed on the customer, and 
he doesn’t want it to happen to him. 

When there are no government 
credit regulations, Morris has no rigid 
schedule of terms which the customer 
must take or leave.: He relies on his 
ability to talk the customer into a con- 
tract that will pay off the debt in as 
short a time as possible within that 
customer’s means. With each pur- 
chaser, the matter of credit is talked 
over on a friendly basis, usually with 
the customer allowed to state the size 
of the monthly payment which he 
would prefer to make. Morris has 
found that this plan has many ad- 
vantages. In the first place, it lends 
itself more easily to questions than 
does the formal asking of credit in- 
formation for a contract that is in 
standard printed form. If what Morris 
and his customer are trying to arrange 
is the most convenient sum to be paid 
each month, it is natural and easy for 
Morris to ask, “What are you paying 
for now?” and similar questions which 
give him an opportunity to judge the 
customer’s credit status. In the second 
place, the customer often is glad to set 
a shorter period of payment than the 
dealer would have suggested, or which 
would have been set up on a standard 
contract form. As a result of this per- 
sonal method in establishing time pay- 
ment contracts, on more than 90 
percent of the contracts Morris re- 
ceives at least a 30 percent down pay- 
ment. 

Morris takes particular pains to 
point out the amount of interest that 
will be paid so that the customer can 
see that there is a saving in having 
a short term contract. And he always 
explains that the 90-day clause in the 
contract enables the customer to pay 
off the debt within that time without 
any interest charges for those three 
months. He has found that some pur- 
chasers have taken out a personal loan 
from the bank, paid off their contract 
with Morris near the end of the 90-day 
Period, thereby financing the purchase 
Over a period of time with no interest 
charge for the first three months. 

ith the downpayment and the 
monthly terms arranged, Morris al- 
Ways insists on reviewing the details 
of the’ contract with the customer. He 
Wants to be sure that the purchaser 
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knows exactly what the contract in- 
volves and he wants to have any pos- 
sible questions asked and answered 
before the obligation is incurred.” Mor- 





ris says that his early experience in | 


department store work taught him that 
one of the main reasons for friction 
between a merchant and his customer 
was the possibility of misunderstand- 
ing some clause in the contract rela- 
tive to payments or service guarantee. 
By making sure that the customer 


knows the obligations of both sides, he | 


lays the foundations for future friendly | 


relations as well as prompt payments. | 
This extra attention to credit pur- | 


chases does not mean that Morris con- 
centrates on that type of selling, or 


that people who purchase on time re- | 


ceive preferential treatment at the 
Morris store. Morris has been out- 
spoken in his feeling that cash buyers 
deserve and must get the same personal 
attention and follow-up over the years 
as those customers establishing credit. 
He and his staff are just as interested 
in the second sale from a cash buyer. 


Home Economist Follow Up 


Whether the customer at the V. J. 
Morris Co. purchased for cash or on 
credit, she will see a lot more of the 
store’s staff as they prepare for the 
next sale. Morris and his staff feel 


that they establish the basis for a | 


friendship with the customer during 


the sale, but, like all friendships, it 


must be cultivated to continue. 


On all sales, Morris’ first step is to | 


see that the customer “gets what she 
pays for’—an appliance that has per- 
fect appearance, that is properly in- 
stalled, and that operates satisfactorily. 
Then he sees that she “gets her money’s 
worth out of it” by knowing how to 
operate the appliance and by knowing 
the full extent of its uses. Then he 
sees that the purchaser continues to 
have the full value of the appliance 
during its practical life both through 
the maintenance of the guarantee and 
by having a capable service organiza- 
tion available at reasonable rates. 

On the afternoon of the day a morn- 
ing installation of a major appliance 
is made, or on the morning after an 
afternoon installation, the customer of 
the V. J. Morris Co. receives a call 
from a trained home economist. Re- 
gardless of how thorough was the 

(Continued on next page) 
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RING UP NEW PROFITS WITH 


SENSATION *: 
MOWERS... ~ 


HERE’S WHY SENSATION DEALERS MAKE MONEY 


@ Sensation Is Priced Right. Compare it with other power 
mowers. You'll find Sensation gives greater dollar value. No 
matter what size iawn your customers have, or how many dollars 
they have in their pockets, you'll find a Sensation model to fit their 
needs. 


@ Good Profit Margin. Sensation is priced to give you a good 
return for your selling effort. Margins are better than on most 
major appliances. 


@ Sensation Builds Sales. The one-piece whirling blade, pioneered 
by Sensation, exclusive Adjusta-Hi-Cut, lightweight construction, 
world’s champion Mono-Cycle engine, ballbearing wheels, and other 
Sensation features help to increase your profits. 


@ Trouble Free Service. Simple, sturdy construction means low 
maintenance cost for customers. ... no service problems for you. 
Sensation has no cutting bars or multiple blades to get out of line. 
The Sensation blade can be sharpened with a good file. Another 
reason Sensation customers are Sensation boosters. 


Sensation Makes A Gasoline Or Electric Model 
For Every Grass Cutting Need 






© Homes @ Estates ® Parks ® Institution Grounds 











MODEL H 7 SP 
Here is a quality-built but low cost, self-propelled 
mower. Available with or without Sulky. You'll find 
your park commissioner and your customers who 
have large lawns are ready prospects. Model H 7 SP 
cuts labor costs and provides better lawn trimming. 
List price $299.50, Sulky $39.95. 


MODEL B 29 G 
uses a 3-h.p. Sensation Mono-Cycle engine. 
Cuts a 20” swath. Priced at $189.50. 


MODEL B 17 E 

is an ideal electric mower for the 
home with a fifty or sixty foot lot. 
Priced at only $99.50. 


ADJUSTA-HI-CUT 


This exclusive Sensation feature is found on all gaso- 
line models. It allows the operator to vary the cutting 
height from '/o” to 4/2" in one minute’s time. All he 
needs is a crescent wrench. 





Siauf + 


Write for information on Se s compl line of power mowers. We will present 
you with an interesting profit picture. 


SENSATION MOWER, INC. 


BOX EM 249 RALSTON, NEBRASKA 


PAGE 171 











Torture Tests Prove 


STEEL SINKS AND CABINETS 
Can take it! 


Pressure of 150 lbs was applied 
diagonally across front of cabinet at- 
tached to wall in normal position to 
determine if cabinets would retain 
their shape under undue stress. Jn 
every case, cabinets not only retained 
their shape but doors opened and 
closed in the same perfect alignment 
as when no pressure was applied— 
proving that Kitchen-Kraft welded 
construction absorbs punishment. 


Kitchen-Kraft cabinets from stock 
are subjected to 720 hours in a humid- 
ity chamber maintained at 100% 
humidity at 100° temperature. When 
removed from the chamber, no blister- 
ing, no rust, no dulling of enamel finish 
is visible. The careful metal prepara- 
tion ‘bonderizing) for the Dupont 
Dulux finish is responsible for this re- 
markable durability. 


$ 


= 











A 72 lb. weight was suspended from 
outer corner of each cabinet door, 
standing open at 90°. When the weights 
were removed, doors opened and closed 
with their a facility. There was 
no evidence of sagging or fatigue. Al- 
though hidden from view when doors 
are closed, hinges will support a life- 
time of useful service. 


Drawers in stock Kitchen-Kraft 
sinks and cabinets are loaded with 10 
Ibs. per square foot of drawer area, 
then opened and closed 10,000 times 
(the equivalent of 3 years of actual 
use). When checked for wear, the 
rollers showed no wear and drawers 
were as good as new. 





KITCHEN-KRAFT KITCHENS EXCEL ON EVERY POINT 

To prove to ourselves that Kitchen-Kraft equipment will 
stand up under terrific punishment, samples selected from stock 
are regularly subjected to gruelling laboratory tests. It is unlikely 
that Kitchen-Kraft products will ever encounter these abnormal 
conditions when installed in homes, but you can be assured that 
when you sell Kitchen-Kraft, you are selling the quality line— 
built to withstand the worst kind of abusive treatment. Let your 


customers know about 
these few simple facts. 


REMEMBER: there are no trade-in 
worries, no service problems, and 
a ready, pre-sold market for com- 

lete Kitchen-Kraft kitchens, 

Tite today for detailed infor- 
mation on dealer discounts and 
the workable Kitchen-Kraft sales 
plan that nets quick profits. 


It’s the Second Sale That Counts 





Bin 


demonstration of the appliance in the 
store at the time of the purchase, there 
is another complete demonstration in 
the customer’s home. Morris realizes 
that in the store at the time of buying, 
the customer is not able to absorb full 
details on the operation of a major 
appliance—she is thinking of many 
things, including whether or not to 
buy this model or this make, how much 

| money it costs and where the money 
is coming from, and usually is con- 
scious of receiving the demonstration 
in a public place. When she is in her 
home, although she may be a little 
excited at the arrival of the fine, new 
appliance, she is surrounded by her 
own things, and she is more in a state 
to understand what she is told and is 
more likely to ask questions that will 
prevent problems later. 


Service Follow-Up 


Within two days of the installation, 
the customer receives a call from a 
serviceman of the Morris organization. 
The apparent and first reason for this 
call is to see that the appliance is work- 
ing properly. Most “bugs” show up in 
the first day or two of operation. 
Maybe the handle of a reirigerator is 
loose after being used a few times. 
Maybe the range thermostat is off. 
Usually, following careful installation 
and checking, there is little if anything 
wrong, but if there is, Morris wants 
it corrected before the customer has a 
chance to call the store. The service- 
man’s call serves too to see if the 
customer is operating the appliance 
properly in spite of the expert demon- 
stration. If she has misunderstood the 
operation of some part, and possibly 
has thrown it out of adjustment, Mor- 
ris wants that corrected and the cus- 
tomer corrected before she gets dis- 
gusted with the appliance and with 
Morris’ store. When, as is usually 
true, there is nothing wrong, the call 
serves its second purpose, to impress on 
the purchaser the type of personal in- 
terest that she gets from the Morris 
store and it tends to relieve her mind 
for the future because it has shown her 
that there is a competent service organ- 
ization available to keep her appliance 
serving her. 


Then Monthly Contacts 


There is a personal contact with the 
customer every month after that. It 
begins when Morris sends a letter 
within a short time after the purchase. 
In the letter he expresses his thanks 
for that person’s courtesy in trading 
with the V. J. Morris Co., and reminds 
them that the services already rendered 
(by that time the appliance has been 
installed, demonstrated and the service 
check made) do not close with the 
transaction, that the whole Morris 
organization will continue to be avail- 
able to see that she gets full value from 
the appliance. 

After that letter, the monthly contact 
may be either a letter or a ’phone call, 
just checking to see that the appliance 
is still giving satisfaction. There need 
be no reason for the telephone call— 
Morris has found that the customers 
appreciate having him call and say, 
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thing was going all right. That's 
fine.” He hasn’t found it necessary 
to ask if the new appliance has created 
enough interest among the customer’s 
friends to make them prospects, be- 
cause the average customer is prompt 
to take advantage of the opportunity to 
tell him. “Oh, by the way, Mr. Morris, 
the other night Mr. and Mrs. Jones 
were over for bridge and she, par- 
ticularly, was very impressed by all 
the freezer space in the refrigerator 
you sold me. I just bet you could sel] 
one, too. You know her, probably, the 
Joneses over on Third St.” It is just 
a friendly tip, passed along to the 
owner of a store that has given her 
personal attention. It pleases custom- 
ers to do this because they feel that 
they are returning a favor for the 
extra services they didn’t expect to 
get when they made the purchase. It 
isn’t hard to guess what an experienced 
appliance salesman can do with such a 
tip, getting a prospect that already, 
through a friend, knows how satis- 
factory it is to trade with Morris. 
Occasionally, these calls or letters 
bring the news that something is 
wrong with the appliance. Morris pre- 
fers to get this news through his own 
asking, rather than have the customer 
call up to complain or gradually build 
up a resentment toward the store be- 
cause of some small matter of dissatis- 
faction with the appliance. Morris be- 
lieves in being very generous with his 
service. If you sold an electrical appli- 
ance to a personal friend, he says, you 
would go out of your way to see that 
it was kept in good operating condi- 
tion. Well, when you are preparing 
for the second sale by establishing each 
customer as a friend of the store, you 
need to do the same thing. Sometimes 
he passes the friendship on to others 
who are not his regular customers. 
Every Saturday, for instance, he runs 
an ironer demonstration in his store, 
with his operator giving instructions 
to the owner of any ironer as well as 
to the people who are being initiated 
to the idea of an ironer. Because there 
is no sales pressure at these demonstra- 
tions, the owners of ironers purchased 
elsewhere come in to improve their 
knowledge on the finer points of me- 
chanical ironing. They know they will 
not be “pestered”. As a result they 
become friends of the store and when 
they have other appliances to buy they 
are likely to remember the courtesy 


LATEST| 


IN 
ELECTRIC 
TOASTERS 





“AND PRESTO—YOUR TOASTED 


@© MIDWEST MFG. COMPANY, GALESBURG, ILLINOIS CHEESE SANDWICH!” 


“We merely wanted to know if every- 
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given them at the V. J. Morris Co. 
Furthermore, just by coming in and 
staying in the store for a while, they 
have been exposed to Morris’ complete 
display of major and traffic appliances. | 

All these methods of establishing 
the appliance customer as a friend and | 
a long range buyer of appliances are | 
extended to every purchaser, whether 
the payment was made in cash or on | 
credit terms. However, for the credit | 
customer there is a special event. 
When the last payment is made, Mor- 
ris sends a letter expressing thanks | 
for the friendly relations enjoyed dur- 
ing the period since the purchase. At | 
the same time, the store sends a small 
present, usually a couple of decks of 
playing cards, either bridge or pi- 
nochle—whichever the recipient pre- 
fers. Finding out which type is wanted 
makes a phone call necessary. With 
this call, Morris has an opportunity to 
ask whether there are other electrical 
needs which the household is planning 
to fill in the near future. 


How to Create Goodwill 


Going into practice now is another 
type of follow-up, which was not neces- 
sary for a while after the war. Morris 
makes it a practice to phone a cus- | 
tomer just before the guarantee period 
expires. He lets the customer know 
that the guarantee is about to expire 
and he wants to be sure that the appli- 
ance is operating satisfactorily. The 
few repairs that must be taken care 
of are of minor import compared to 
the goodwill that these calls create 
among a public that thinks that the 
dealer is waiting for the guarantee to , 
expire so he can stick them for repair | 
bills, 

Morris has made another bid to hold | 
his customers’ favor through his serv- | 
ice department. He has set up service 
calls in two categories—emergency and | 
regular. When a customer phones for 
service, the Morris organization finds 
out what is wrong—if it is a repair | 
that must be handled at once in order | 
to keep the appliance in operation, a 
service truck is dispatched within an | 


dont 
look 


now! 


LOOK IN MARCH FOR BIG NEWS 
FROM CARRIER ABOUT ITS TWO NEW PRODUCTS 
FOR YEAR-ROUND SALES! 


AIR CONDITIONING + REFRIGERATION + INDUSTRIAL HEATING 





hour or two—if it is something that 
can wait, service is promised for the 
next day, and that call is put on the 
regular service truck routing sheet. 
Thus, by analyzing which calls are 
emergency, all others can be handled 
In the most economical fashion, by 
being taken care of when the truck is 
in that neighborhood. End 
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| Psychology for the 
Appliance Salesman 


Pat Monaghon believes salesmen are not born 


“Confidentially the 


1949 Ben-Hur Freezer 
Line ( Cant be Beat! 





New 1949 Model 2129 


12.5 cu. ft. size 








@ 
@ 
| 





“Today's top value in freezers’ 

. . . that's what BEN-HUR engineers and 

designers were shooting at again in this year's 

line . . . to give you and your customers better 

value-per-freezer-dollar to fit every family’s needs. And 

this was confirmed by hundreds at the January Shows, who 

saw a preview of the three great new models in the 1949 
BEN-HUR Freezer Line. 

It's THE line to please your customers. Judge it for 
yourself . . . the new design beauty and cabinet front, the 
wealth of valuable new operating features, new convenient 
food baskets and racks, new patented cold control and 
temperature indicator, new safety hardware, new accessories 
. . » PLUS another dozen time-proven features made famous 
by BEN-HUR Farm and Home Freezers. 


Make 1949 a BEN-HUR Year for You! 


Check them all . . . then write for the 
BEN-HUR Complete Line Sales-and-Profit story. 


=< amma 


© 


© 
© © 
= = 


MODEL 2189 


MODEL 299 
18.45 CU, FT. SIZE. 9.19 CU. FT. SIZE. 


CAPACITIES: 425 TO 900 LBS. 


DEPT. EM, 634 EAST KEEFE AVENUE 
MILWAUKEE 12, WISCONSIN 
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but made, and his book 


HE clue to the value of Pat 

Monaghan’s new book, “How to 
Sell Home Equipment” (Fairchild 
Publications, Inc., 7 E. 12th St., New 
York, $5), lies in its subtitle: “A Prac- 
tical Guide to the Human Side of 
Selling.” It is practical, and it does 
deal with the human side of selling— 
which is more than can be said for 
most books that make similar claims. 
Mr. Monaghan seems to have written 
it to support his claim that sales- 
men are made, not born; indeed, it 
could very well serve as a one-session 
course in the psychology of selling. In 
conjunction with a course in product 
knowledge, it could be used to produce 
the complete outside salesman. 

Mr. Monaghan likes people. It is 
reassuring to know this, because his 
awareness of their foibles and frailties 
is so exhaustive that, if put to un- 
worthy uses, it might be cause for 
worry. His thirty years of experience 
in selling have been distilled here in a 
form which, if studied carefully, might 
give a prospective salesman a five 
years’ head start in his profession. 


No Vague Generalities 


One of the best features of “How to 
Sell Home Equipment” is its logical, 
almost chronological, order. It not 
only tells the outside salesman what 
to do, it tells him when to do it. He 
finds out what preparatory steps he 
should take to lay the groundwork for 
a sale, how to proceed when the time 
comes to put the pressure on, and 
what he can do after the sale to estab- 
lish his position and improve it. The 
information is not presented in the 
form of broad generalizations; it is 
specific to the point of quoting ver- 
batim remarks which can be used in 
particular situations—not that the 
reader is expected to parrot the re- 


makes out a good case 





PAT MONAGHAN 


marks, but he can work variations on 
them to suit his personality. Any sales 
man who can instinctively anticipate 
his prospect’s thoughts has an immedi- 
ate advantage. If he does not have 
this ability to start with, he can gain 
a great deal of it by reading Mr. Mon- 
aghan’s book; and it is the most valv- 
able equipment he can hope to have, 

It might be well to note that the book 
deals only incidentally with inside 
selling. It is concerned with the out- 
side salesman, whose problems are 
peculiar to his field. 


Setting Up A Store 


The final section of the book is de 
voted to details involved in setting w 
a retail appliance store. Though short, 
it covers comprehensively the pitfalls 
that can drive a dealer out of business 
before he really has a chance to gt 
started, and shows him how to make 
the best use of the resources. he is 
likely to have. JAMES BOLGER 








“DO BE CAREFUL DEAR, TRYING TO BREAK INTO THAT FREEZER.” 
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What’s the Matter With Women? 


To the Editor: 

The Electrical Women’s Round 
Table’s leadership appears to take ex- 
ception to your December, 1948, edi- 
torial urging business to hire women. 
Members have been encouraged to 
protest. 

The part of your article that appears 
to displease the ladies particularly is 
your suggestion that we are hirable at 
bargain rates. Though I do not usually 
get on the band wagon for “equal 
rights”, I do agree with others in the 
group—to some extent. And the longer 
women work and become competent the 
less numbers you'll find who can be 
hired cheap unless they aren’t worth 
any more than they’re getting. In 
other words, a woman who works these 
days for a low salary is worth a low 
salary just the same as is a man with 
limited competence and abilities. 

You’re just a bit behind times when 
you say that women can work for less 
because they have no families to sup- 
port. There are many studies to prove 
that most women support one or more 
people besides themselves—sometimes 
they’re even supporting husbands! 

So this is a mild protest. You get 
what you pay for, in feminine labor as 
well as in anything else, so I object to 
your recommendation that we’re a per- 
sonnel bargain. 

JEsstE BAKKER 
Equipment Editor 
The Family Circle 
Magazine, Inc. 

25 W. 45th St., 
New York 10, N. Y. 


To the Editor: 


The December issue of ELECTRICAL 
MERCHANDISING carries your letter 
under the heading, “What’s the Matter 
With Women ?”. 

What is the matter with women? 
And why shouldn’t they be paid the 
same salary as the men if, and when, 
they do the same good job? 

Marion Cox STOKER, 
Homemaking Editor, 

Mademoiselle’s Living 
New York 17, N. Y. 


To the Editor: 


The answer to your question is ap- 
parent. Women are suckers. They do 
a better job and ask less money. My 
question is, what is the matter with 
men, that they are so unfair? 

NAME WITHHELD 


To the Editor: 


By now you probably have received 
such an avalanche of letters that you 
are convinced “There is nothing the 
matter with women”—or at least you 
are convinced that’s the way women 
feel about it. 

I am sure the headline “What’s the 
Matter With Women?” which domi- 
nates your December editoria lIcarried 
4 connotation which you do not agree 
with. I am also sure that in your 
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efforts to be helpful to dealers and sales 
personnel alike, the article unfor- 
tunately, leaves an implication that you 
cannot possibly condone. 

And now that we are all making, or 
should make, every effort to eliminate 
prejudices of class, color and creed, we 
should also extend our feeling of 
“brotherly” love to include sisters as 
well. 

MAXINE LIVINGSTON, 
Family Home Editor 
The Parents’ Magazine 
52 Vanderbilt Ave., 

New York 17, N.Y. 


To the Editor: 


I read your December editorial with 
much interest. Trained merchandising- 
minded women are extraordinarily 
good salespeople and do a splendid job 
when they are permitted to. However, 
my personal belief is that there is noth- 
ing the matter with women and their 
position in the electrical appliance field 
that a little revision of thinking on the 
part of the men in the industry wouldn’t 
cure. 

The day has come when women 
should be treated and paid according 
to ability and accomplishment and not 
on the basis of being the “weaker” sex. 
The figures quoted by you in your next 
to the last paragraph are misleading, 
too, not because of what they say but 
rather what they do not say. 


1949 


No department store pays an average 
“salary” of $94.40 to any appliance sales 
person. Department store sales people 
work on a salary and commission basis. 
If the average compensation for women 
is less than that received by the men it 
is only because the men jealously guard 
their “right” to the major appliance 
sales (where the big commission money 
lies) and leave the small appliance (and 
the small commission) sales to the 
women. It is not because the women 
will or want to work for less pay and 
less commission, but in most depart- 
ment stores the opportunity is not 
given them to work where they can 
make money. 

But why should the department store 
field be the criterion for salaries in the 
electrical’ industry? Why the broad 
over-all inference that women will 
work for less money? Why should 
women work for less money than men 
if they are as capable as you believe 
and everyone else acknowledges they 
are? : 

The time has come for women to be 
considered and paid on the basis of 
personal ability and achievement and 
not on the basis of sex and the out- 
moded idea that a woman has only 
herself to support—no family obliga- 
tions; no dependents and no need to 
earn “real” money. 

I am sure it was not your deliberate 
intention to discriminate against wom- 


enen in any way, but it is unfortunate 
that you permitted the impression to 
be given that while women are wonder- 
ful salespeople they are not too bright 
where their personal compensation is 
concerned, -that distributors and re- 
tailers don’t have to pay them in direct 
proportion to their worth, so why not 
exploit them! 

Why don’t you, as editor of ELEc- 
TRICAL MERCHANDISING and a leading 
figure in our industry, undertake to 
correct this inequity? I am sure this 
would do more to further the progress 
of the electrical industry and increase 
its economic stature than any other 
type of program. In all honesty and 
fairness, don’t you agree that ability 
and accomplishment, not sex, should be 
the basis for remuneration in a given 
field? 

In closing may I suggest that dis- 
tributors and retailers look into the 
possibility of part time employment of 
women in the selling field. There are 
many capable housewives (usually 
with previous business experience) 
with time on their hands who would 
like to augment their family incomes 
(at a fair rate of pay) and who would 
be willing to devote several hours each 
day to selling appliances in their own 
neighborhoods. These women also 
could be employed to good advantage 
to give follow-up home demonstrations 
on major equipment. Every retailer 
should have at least one such woman 
on his payroll. It would certainly “pay 
off” in good consumer relations and 
would pave the way for future sales. 

Mary R. Rrepet, Director 
Proctor Information Center 
Proctor Electric Company, 
480 Lexington Ave., 
New York 17, N. Y. 


To the Editor: 


I think it is too bad that your edi- 
torial in the December issue of ELEc- 
TRICAL MERCHANDISING has so many 
connotations in it that might lead men 
to believe that women are still just 
chattels. 

Do you realize how many women 
who are working—even though they 
be “old maids”—have great financial 
burdens to bear at home; and:though 
I am not a Lucy Stoner, I believe that 
women should be paid for their ability 
and not hired as cheap help. 

I quite agree with some of our mem- 
bers of the Electrical Women’s Round 
Table that “men jealously guard their 
‘right’ to the major appliance sales 
(where the big commission money 
lies) and leave the small appliance 
(and small commission) sales to the 
women.” I have had department store 
experience, and I saw some of the 
finest saleswomen of major appliances 
shunted off to other parts of the store 
so that men could have these lucrative 
jobs. I have felt as a homemaker for 
25 years—as well as a businesswoman 


- —that housewives buying equipment 
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SELF-STARTING 
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CONVERTS REFRIGERATORS 10 FULLY 
AUTOMATIC NIGHTLY DEFROSTING 


@ Defrosts any electric refrigerator automatically every 
night after | A.M. Eliminates hand defrosting, box 
odors. 


PATENTS PENDING 


Saves food, cuts electric costs, prolongs refrigerator 
life. 


Every housewife is a live prospect. 


@ No installation costs. Just hang ‘de-frost-it' on the 
wall, plug cord into convenient outlet, refrigerator 
cord into ‘de-frost-it’. 


@ Compact—fits in palm of your hand. Retails fast at 
$9.95. Repays users in savings. Liberal trade dis- 
counts mean real profits. 


Saves Food.. “Time. . Electricity 
Paragon t.ectric coMPANy 


1638 TWELFTH ST., TWO RIVERS, WISCONSIN 
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Letters on “What’s the Matter with Women?” 


CONTINUED FROM PAGE 175 





put a great deal more credence in 
what women salespeople have to say 
about the equipment. Just as you say, 
these women salespeople sell the sizzle. 

I do take exception to your suggest- 
ing that women be hired mostly. be- 
cause they will work for less. I take 
great exception to the fact that we are 
the frail sex. 

I still contend that it is too bad men 
believe only in figures (two-legged or 
black and white). If the executives 
who hire the people to sell their appli- 
ances spent more time making these 
appliances better, and if there were fol- 
low-through of the organizations in 
post-sales demonstrations and repairs, 
the appliance industry would not be 
held in the disrespect which it is by a 
great many women purchasers. 

In fact, I am all for your magazine 
—hbetter equipped than any other—to 
get after this lack of follow-through 
on equipment. My desk is loaded with 
complaints from housewives who buy 
major equipment at our recommenda- 
tion and then have to wait two or three 
weeks, three months even, for repair 
men to take care of a washing machine 
or a range. 

Believe me, this letter is written to 
you because I feel so strongly about 
our American women being “sold down 
the river” as homemakers, and in re- 
ality we are the strongest sex—after 
all, don’t we spend 98 to 198 percent 
of the men’s money? 

EpitrH RAMSAY 

Home Equipment Editor 
The American Home 

444 Madison Ave., 

New York 22, N.Y. 


To the Editor: 


I have been downright indignant 
every time I run across your editorial 
page in the December issue of ELEc- 
TRICAL MERGHANDISING. I cannot see 
any reason for implying that the hiring 
of women in sales positions is a matter 
of expediency. As you say, women are 
doing all kinds of jobs and are doing 
them well. I am sure that you or any- 
one else will find that except for work 
which requires plain physical strength, 
women do jobs just as well as the 
men do. 

I may say that it has been my ex- 
perience that you will often find women 
giving more time, energy and earnest 
effort to their work than do men on 
the same jobs. Then why imply that 
their work is inferior by saying that 
women can be hired for much less? 
The fact that women do receive less 
for comparable work is something to 
hang our heads in shame for and to 
work to correct instead of offering it 
as a reason for employing women. 

You offer what seems to me a feeble 
excuse in saying that a man with a 
family to support requires higher 
wages. There are, of course, a few 
women who are working simply be- 
cause they would rather be in business 
and employ someone to do their house- 
work than to do it themselves, earning 
at the same time enough to buy some 
luxuries that they might not other- 
wise be able to afford. But if you will 
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make your own survey among working 
women, you will find that most of them 
are carrying their full load of essential 
responsibilities. They are supporting 
parents and other elderly dependents— 
their brothers being too much involved 
in the support of their own families to 
be responsible for these elderly folk. 
Many are educating nieces and neph- 
ews—children of the same more highly 
paid brothers—and of course there are 
many women who are the sole or main 
wage earner for their families. In ad- 
dition to carrying full-time jobs, 
women also carry the responsibilities 
for their homes as well. 

If wages are to be allocated on the 
basis of social responsibility, the work- 
ing woman should be getting the 
higher wage. However that is more 
than we ask. We only ask that women 
be paid equal wages for equal work and 
that people in such positions as yours 
give us due credit for the work we 
are doing, or avoid making such com- 
parisons as your editorial does. My 
answer as to what is the matter with 
women is that we have been too meek 
about this whole matter for much too 
long. We can and are doing big jobs 
and should be getting full credit for 
them. 

ELIZABETH BEVERIDGE 
Home Equipment Editor 
Woman’s Home Companion 
250 Park Ave., 

New York 17, N.Y. 


To the Editor: 


In your editorial entitled ‘What's 
the Matter With Women?” you vividly 
brought to light the fact that there still 
exists in the business world an in- 
equality of payment between men and 
women. 

If I recall correctly, the New York 
State Legislature passed a law called 
the Todd Act which, among other 
things, was designed to eradicate this 
very situation. 

Apparently few people are aware of 
this Act—for certainly inequality in 
pay still exists in almost every field. 
Perhaps the time has come for women 
to become aware of their value in the 
business world and hence expect com- 
pensation in direct proportion to their 
worth, regardless of sex. 

Perhaps then, and only then, will 
women no longer be exploited. 

Jean M. Pavt, 
Home Economist, 
8 Prairie Ave., 
Suffern, N. Y. 


To the Editor: 


I wish to quarrel with you about 
your article “What’s the Matter With 
Women?” in December ELECTRCAL 
MERCHANDISING. 

If women are smart enough to do as 
good a job as men, why do you think 
they will accept half the wages paid 
men? Also for your information any 
woman working in 1949 would not be 
working just for fun, she nine times 
out of ten has family obligations. The 
World of 1949 is not that fond of work, 
in any form. 

Please I beg of you, make ne sug- 
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gestions to the electrical dealers that 
they employ only the “Dumb Dora’s” 
for these are the only members of the 
frail sex these days would work on the 
basis you suggest. I warn you, the 
industry will suffer, more than the 
“gals”, through gross _ inefficiency. 
However, if the dealers and the utili- 
ties throughout the country should take 
this advice they deserve all the head- 
aches. 

I really think your article is very 
misleading. Prove that women -over 
the country, that is those who do just 
a passable job, and are not engaged to 
be married, or just filling in for a few 
months, will take low pay? 

Thanks for starting the argument. 
Note too, I am not even bringing up 
the discrimination angle. 

FLORENCE WREN, 

Home Economics Adviser 
Public Service Electric 
and Gas Co. 

Englewood, N. J. 


To the Editor: 

Members of the Electrical Women’s 
Round table seem te be very disturbed 
over your December _ editorial— 
“What’s the Matter With Women”. 





| 
| 


I think I understand your motive in | 


writing as you did. You were really 
paying a tribute to women as good 


} 


salespeople, in a field that they have | 


not yet invaded in any numbers in that 
particular role. However, I think 


you'll agree with me that the home | 


economists, in that field now, are sales- 
people in the broadest sense of the 
term, that is, the truly competent ones. 
And these are gaining fine recognition. 

Where you made your mistake was 
to place undue—and unwise—emphasis 
on the idea that women “will work for 
less”, In a number of fields they still 
do that and unfortunately this is often 
due to the fact that they expect—and 
accept—less pay. One reason for this 
is obvious. They are newer comers 
than men in many business and pro- 
fessional fields and they are still hav- 
ing to work for a place in these fields 
that is comparable to that of men. But 
this is changing and to a great extent 
it is up to the women to determine the 
rate of this change. 

In the business and professional 
world we are seeing more women 
every year become leaders in their 
own field and these receive the recog- 
nition they are earning. They have the 
pioneer spirit and the vision to earn 
the position they have achieved. 

Those who encourage women to 
enter any field will get poor, mediocre 
or superior people according to the 
reward they offer. In stressing the 
idea that they’ll work for less, one is 
not inviting superior service and so is 
teally losing out. That’s the way I 
feel about it. 

NAME WITHHELD 


To the Editor: 


Golly Moses but your December 
editorial was certainly a bang-up end- 
ing for 1948. I think, however, that 
you wroté fits editorial without reck- 
oning with women, particularly on 
this salary business. It might be very 
interesting to make a survey of women 
and see the number that are supporting 

(Continued on next page) 
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Mujdipe RECORDER 


Here is the tape 
recorder you...and 


your customers... have 


been waiting for! 


Yes, sir! Here’s the machine that’s got what it takes to sell 
in volume ... to homes as well as to offices, professional 
people, schools, churches, etc. Incomparable tone fidelity .. . 
with faithful reproduction of the full frequency range from 


50 to 8000 cycles .. . at a price within the reach of everyone! 


The Crestwood MagicTape Recorder has a completely new 
type of recording mechanism .. . patented and exclusive. It 
has a new, compact, high-gain amplifier. And look at the 
features . . . including two-channel recording! Compare this 
recorder with machines priced much higher. 


Yes, the Crestwood MagicTape Recorder sells easy! Discounts 
are right . . . and it’s backed by aggressive advertising with 


plenty of store sales aids. Get the facts! Mail the coupon today! 














& 
A) 


FEATURES APLENTY! 


ds | 


Makes Recordings from Radio, Phonograph Records 
or Microphone. Recordings last indefinitely .. . 
no matter how often played. 

Two Channel Recording puts a full hour’s enter- 
tainment on the standard half-hour reel. Also 
plays single channel recordings made on other 
machines. 

Simple as A-B-C. Just three controls: (A) For- 
ward-stop-rewind, (B) Record-or-play, (C) 
Tone-and-volume. Threads easily by simply 
dropping tape into slot. 

Self erasing. Each new recording completely 
erases previous recording - automatically. 
Can't accidentally erase while rewinding. 
Records or Plays Continuously. Not necessary to 
rewind before removing reel. Fastest rewind 
time . . . less than 14% minutes. No rethread- 
ing needed for immediate rewind. 

Output jacks permit playing through a high 
fidelity radio amplifier, a P.A. system or an 
auxiliary speaker system. 

Light Weight, Compact. Weighs only 25 pounds, 
including microphone and extra reel. Size: 18” 
x 12%4” x 934” high. 

Handsome, Sturdy. Ruggedly constructed, scuff re- 
sistant case is finished in rich, light brown with 
gold beading. Comfortable carrying handle. 


MAIL FOR COMPLETE INFORMATION 


CRESTWOOD RECORDER CORPORATION 
218 S. Wabash Ave., Chicago 4, Ill. 


Gentlemen: Please rush complete information about the 
Crestwood MagicTape Recorder. No obligation. 


Name 





Address 





City State. 
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2 New Silent Breeze 
“Night Cooling” Units 


with amazing, new features to 
build bigger profits for you! 







Package 
Includes Automatic 
Ceiling Shutter 


© One Unit for Any Installation 


Here is the most practical complete fan package you've ever seen 
» . . and the easiest to install. Flexible, air-tight fabric seal is 
slipped over and sealed to extra deep venturi ring to form suction 
box. Resilient isolators between frame and mounting brackets; 
complete unit floats on rubber. Everything you need included in 
Installation Parts Kit. When you sell Silent Breeze Gold Seal you 
have either a horizontal or vertical package merely by switching 
: Installation Kits. Simplifies your installation problem—holds 
down your inventory. Fan and motor bearings sealed and lubri- 
cated for life; never need oiling. 5-year guarantee. 


© Reap ready profits 
from big rental market 
with America’s most 
beautiful window 
ventilator 


New, streamlined beauty and com- 
pactness. Ideal for apartments and 
small homes. Fits inside any win- 
dow frame measuring 27” or 
wider. Extends into room only 3! 
inches. Only tool needed for in- 
stallation is screw-driver. Can be 
removed in a minute for washing 
windows. 24” fan, quiet two-speed, 
rubber floated motor. Plugs into 
any AC outlet. Weighs only 40 lbs. Easily converted to Portable 
{ Circulator. 

















Silent Breeze dealers sell ‘Night Cooling” and healthful ventila- 
tion, not just attic fans. We provide you the “selling tools” and the 
best values in the field. Get set right away for the big profit-making 
season just ahead. Write or wire for complete details on the Silent 
Breeze money-making dealer franchise. 


HOLCOMB & HOKE MFG. CO., INC. - Established 1896 


1549 Van Buren Street + Indianapolis, indiana 











VENTILATING FANS 
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Letters on “What’s the Matter with Women?” 








aged parents; that are widowed, sup- 
porting a family—I can speak know- 
ingly on that question because I reared 
a family without any help and you 
would be surprised at the number of 
women who are definite wage earners. 

If your statement of the difference 
in salary between the male salesmen 
and the “frail” saleswomen is as great 
as you say in the City of Denver, it is 
a disgrace. I think the women would 
be far better doing house work, con- 
tenting themselves with being baby 
sitters and let the appliance field suffer. 
They could make more money doing 
either of those two things. 

I am not one of the females who 
believe women should be recognized as 
being the same stature as men; I mean 
both financially and mentally. It is a 
man’s world so we might just as well 
recognize it and quit struggling against 
the tide. However, I do know this and 
know it darn well, that a woman has 
to work twice as hard to receive recog- 
nition as a man does. 

Now the trouble with the appliance 
salesmen is not that they are so diffi- 
cult to find, but the average man is too 
lazy to work so, therefore, he doesn’t 
want to work hard at being a salesman 
and won’t take the job. The average 
woman isn’t lazy and she will work. 

No, I am a wee bit disappointed in 
you in making such a premise that the 
“frail” sex is worth less money. Evi- 
dently from your editorial, you felt 
things would be in a devil of a fix with- 
out them, so if that is the case, let us 
have a justified compensation instead 
of a mere pittance. 

1 guess maybe women should form a 
union, that might solve the wage prob- 
lem. 

Mrs. Jutta Kiene, Manager, 
Home Economics Institute 
Westinghouse Electric Corp., 
Mansfield, Ohio. 


To the Editor: 

I read your editorial in the De- 
cember issue of ELecTricaAL MEeEr- 
CHANDISING titled “What’s the Matter 
With Women?” I would like to take 
this opportunity to criticize your state- 
ments. Regardless of your good in- 
tentions, the impressions you conveyed 


represent ideas that died out with the . 


nineteenth century. As recently as last 
year an important U. N. Committee, 
headed by Mrs. Roosevelt, took an un- 
equivocal stand against the very prin- 
ciples you impliedly favor. 

Mr. Wray, women should not have 
to do equal work for less compensation, 
and I can assure you that it does not 
make them happy to do so. 

Anita HoBan 

Home Economist and 
Kitchen Consultant 

W.& J. Sloane 

New York, N. Y. 


To the Editor: 


Of course women make good appli- 
ance sales people! They are working, 
in the first place, to help provide their 
own water heaters, ranges and re- 
frigerators; and their own short time 
makes them particularly critical and 
observant when it comes to over-the- 
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counter products from which they de- 
mand good service and speed. To pay 
them less than men, for equivalent jobs, 
is to bite the hand that feeds us. 

It may give you a jolt to learn there 
are working in the United States 
8,300,000 married women. This js 
2,400,000 more married women than 
single women! Do you think all these 
“matrons” can be kept out of their 
kitchens for peanuts ? 

Mrs. WiNiFRED HoLMEs 
Associate Merchandising Editor 
Plumbing and Heating Journal 
45 W. 45th St. 

New York, N. Y. 


To the Editor: 


Your December article on women 
selling appliances was an expression 
of a viewpoint held by many men. I 
agree with you that women can sell, 
but why for less wages than men? 
Doesn’t a roast of beef cost a woman 
as much as a man? 

Until women are sold things for a 
lower price than men pay for the same 
things, let’s see that women get the 
same money for the same amount of 
time and effort. 

Rut C. Barr 

Home Service Director 

New Jersey Power & Light Co., 
Dover, N. J. 


To the Editor: 


In the December issue of ELectri- 
CAL MERCHANDISING, my attention was 
arrested by the headline “What’s the 
Matter with Women?”, 

I am sure that you intended to pay 
women a compliment when you sug- 
gested that they be employed by elec- 
trical appliance dealers. However, as 
a professional woman who has worked 
in a consultant capacity for years with 
electrical appliance manufacturers and 
with the Waring Corp. as home econo- 
mics consultant and public relations 
representative on their Waring Blen- 
dor, I felt that the whole article was 
rather facetious and truly an insult to 
women. 

You did admit that they could prob- 
ably do a sales job and do it well, but 
you did indicate that they could be had 
at bargain basement prices. 

It certainly seems to me to be be- 
side ‘the point that department stores 
manage to take advantage of women’s 
necessity to work by paying them 
wages less than men doing the same 
work. 

The whole modern trend is that of 
equal work for equal pay which should 
be particularly applicable to salesman- 
ship in the electrical appliance field. 

As you say, there are a great many 
fine women both home economists 
and women who have come in through 
advertising or other avenues working 
in the electrical appliance industry. 

ELECTRICAL MERCHANDISING has al- 
ways treated the subject of women’s 
cooperation with the respect that the 
value of their services has warranted. 
I hope that under your editorship it 
will continue to do so. 

MABEL STEGNER 
Home Economist 
57 W. 52nd St., 
New York 19, N.Y. 
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Problems of 
Small Business 


SMALL BUSINESS, ITS PLACE 
AND PROBLEMS. By A. D. H. 
Kaplan. McGraw-Hill Book 
Co., Inc., New York. $3.25. 


EFLECTING the increasing con- 
cern with the future of small 
business, this research study of the 
Committee for Economic Development 
discusses the problems of the small 
businessman with a view toward doing 
something about them. It is an im- 
partial book which makes use of a 
wide variety of information previously 
available, plus much fruit of the labors 
of CED’s Special Committee on Small 
Business. 
Some of the difficulty of improving 
the lot of small business is due to the 


fact that it is very nearly impossible to | 


define to everyone’s satisfaction what 
constitutes a small business. Accord- 
ing to the Commerce department’s 
qualifications, 92 percent of the na- 
tion’s businesses are small; the Senate 
Small Business Committee’s require- 
ments would put 99.88 percent of our 


business operations in that category. | 
Moreover, the problems of big and | 
small business are, in some fields, iden- | 
tical; in some they overlap; and in | 


others they are utterly different. This 
makes it difficult to apply specific reme- 
dies, with the result that the author 
confines himself to general suggestions. 

The book covers too much ground 
for summary in a short space. Suffice 
it to say that if you are interested in 
the future of small business enough to 
want to do something about it, the 
book will provide you with good am- 
munition. Be warned, however, that 
the author’s main thesis, supported by 
a mass of facts, is this: there are very 
few small business problems which 
cannot be solved by adequate manage- 
ment. If there is a remedy, it lies in 
management guidance, through re- 
search experts, manufacturers or sup- 
pliers, industrial engineers, trade asso- 
ciations, and successful executives of 
larger businesses. But—the small en- 
terpriser must be sold on the value of 
these agencies before he will make 
wholehearted use of them. In this case 
the doctor must become the patient, 
and the specialists must do a selling 
job on him. 














“PERHAPS THIS WILL REFRESH YOUR MEMORY.” 
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TOR COOLER RANGES 
AND CONTENTED COOKS” 

































































FIBERGLAS* 
Helps you tell the story 


Madam may not know a weld from a welterweight, 
but when you start talking insulation and FIBERGLAS 
—that’s in her line. FIBERGLAS Insulation she knows. 
And she regards it as evidence of quality construction. 
When you mention it as a feature, it helps her sell 


herself. Try it today and see. 





--.a@ swell feature to HAVE 


OWENS- 
-+-@ swell feature to SELL CORNING 


FIBERGLAS 


ts 066 GA rat ore 





THERMAL 
INSULATION 





_ *Fiberglas is the trade-mark (Reg. U. S. Pat. Off.) of Owens-Corning Fiberglas 
Corporation for a variety of products made of or with glass fibers. 
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$5.07 saved a contract 


--e-and a man’s business 





Special switches were needed to complete an electrical instrument con- 
tract. Late delivery of finished items would kill chances of future orders 
and lay off men. Switches were 1100 miles away, but Air Express de- 
livered the 15-lb. package at 3 a.m.—8 hours after pick-up. Cost, only 
$5.07. Air Express now used regularly. Keeps down inventory, improves 


customer service by early delivery. 





Low as $5.07 was, remember Air 
Express rate included door-to-door 
service, receipt for shipment and 
more protection. It’s the world’s 
fastest shipping service that every 
business uses with profit. 





y 
- a Hi 


World’s finest Scheduled Airline 
fleet carries Air Express. 24-hour 
service—speeds up to 5 miles a 
minute. Direct to over 1000 airport 
cities; air-rail for 22,000 off-airline 
offices. 


Facts on low Air Express rates 


17-lb. carton of hearing aids goes 900 miles for $4.70. 
12 lbs. of table delicacies goes 600 miles for $2.53. 
(Same day delivery in both cases if you ship early.) 


Only Air Express gives you all these advantages: Special pick-up 
and delivery at no extra cost. You get a receipt for every shipment and 
delivery is proved by signature of consignee. One-carrier responsibil- 
ity. Assured protection, too—valuation coverage up to $50 without 
extra charge. Practically no limitation on size or weight. For fast 
shipping action, phone Air Express Division, Railway Express 
Agency. And specify “Air Express delivery’’ on orders. 


SEUY Aj 








ESS 


GETS THERE FIRST 


Rates include pick-up und delivery door 
to door in all principal towns and cities 


AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES of THE U.S. 
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Appliances in the Magazines 


WOMEN’S SERVICE GROUP 
Good Housekeeping 


The vacuum cleaner is featured in 
February Good Housekeeping in an 
article entitled “You Can’t Beat Vac- 
uum Cleaning in The Care of Rugs 
and Carpets,” by Truman L. Hender- 
son and Helen W. Kendall. 

In the Hope Chest department, Lee 
Chapman gives a list of do’s and don’ts 
on the subject of toasters—how to 
select the best toaster, the most con- 
venient place to store it, etc. 


Woman's Home Companion 

Small appliances get a play in 
“Breakfast On The Run” by Mary 
Dudds in February Companion. It 
shows how a toaster, egg cooker, cof- 
fee maker plus the ever-necessary re- 
frigerator all help to make breakfast 
an easy, quick meal to prepare. 

Elizabeth Beveridge reports what 
happened in the way of kitchen mod- 
ernization when one of the Compan- 
ion’s reader-reporters decided she 
needed a new sink—in “It All Began 
with a New Sink.” 


Ladies Home Journal 


“Kitchen in a Nutshell” is Gladys 
Taber’s contribution for January in 
the Journal. She describes a kitchen 
that takes up only 5 x 6 ft. of floor 
space. 

In the “How America Lives” depart- 
ment of the same issue, Margaret 
Davidson discusses lighting in “Are 
You Light Minded?” 


House & Garden 


January issue of House & Garden is 
largely devoted to gardens and garden- 
ing, but there is one article entitled 
“New Tools that Make Light Work 
of Gardening,” which describes. some 
electric hedge trimmers and electric 
and gasoline powered lawn mowers. 


McCall's 


There’s an electric washer and an 
electric power saw described in the 
February McCall’s series “This Is 
How I Keep House,” by Elizabeth 
Sweeney. 

And the electric toaster is featured 
in “Easy Meals Around the Clock” 
by Anna S. Fisher. 


FARM GROUP 


Successful Farming 


Tracy L. Van Camp in January 
Successful Farming tells what a group 
of 10 farm women has done to make 
their 101 kitchen duties lighter and 
more pleasant in “Cook As Good As 
They Look” which is the way Mrs. 
Van Camp, a Nebraska home demon- 
stration agent thinks kitchens should 
perform. 

“Oven Done!” another article in 
the same issue by Carolyn Schenk, 
describes four meals that can be pre- 
pared in the oven while the home- 
maker is doing other things thereby 
saving time and money. 


Farm Journal 


Naomi Shank in January Farm 
Journal shows what can be done “With 
a Clothes Dryer”. 


Household 


“Elizabeth Shaffer Looks at Vacuum 
Cleaners” in January, displaying the 
extra jobs cleaner accessories can do 
to keep a home clean, above the floor. 
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“Order in the Kitchen” shows how 
one woman in Dauphin County, Pa., 
saved space and steps by remodelling 
her kitchen. 


HOME SERVICE GROUP 


Better Homes & Gardens 


Elaine Knowles Weaver and Jessie 
Prather have collaborated in the Feb- 
ruary issue of Better Homes, in an 
article entitled “Know What A Dryer 
Can Do For You?” which answers 
questions such as how does a dryer 
work? will it save work? steps? how 
long does it take to dry a family wash? 
etc. 

“Longer Life for Your Home Mo- 
tors,” by Ken Murray, shows how to 
keep motors clean and lubricated to 
avoid high repair bills. 

Do’s and don’ts in lighting are given 
by Harry Richardson in “Pick the 
Right Lamp—and Get Better Light- 
ing.” 

American Home 


An old kitchen—a relic of the '90’s 
is transformed with “Gleaming Copper 
on a Wall of Glass”, into a conven- 
iently small, step-saving kitchen in- 
side the big kitchen. By L. P. Faneuf, 
in January, American Home. 

Number 10 in the “Planning Primer” 
has electric wiring as its subject mat- 
ter in January. 

“How to Stretch Your Bedding 
Dollar,” by Mary E. Monze and 
Edith Ramsay, while primarily a story 
about bedding, includes some informa- 
tion on electric blankets and sheets, 
and how the washer, dryer and ironer 
helps to keep them clean. 


House Beautiful 


A modern electric kitchen is de- 
scribed and illustrated in “They are 
Open-Minded About New Ideas,” in 
January House Beautiful. And the gas 
kitchen featured by Charlotte Eaton 
Conway under the title “This Kitchen 
has 5 Departments” is not entirely 
devoid of electrical appliances, for a 
radio, a blender and an electric mixer 
are included in this article. 


What's New In Home Economics 


The Household Equipment Section 
of January What's New, under the 
editorship of Amber C. Ludwig, fea- 
tures irons, ironers, and dryers. And 
again in the Textiles and Clothing 
Section the iron comes in for some 
good promotion in “Pressing is Part 
of Dressmaking.” 


Forecast 


“Electric Range Cookery” is the 
January appliance feature in Forecast 
Magazine. 


Family Circle 


In “Hot Water-Automatically” Sue 
Sutton discusses the new water heater 
sizes required with the advent oi the 
automatic clothes washer and auto- 
matic dishwasher. 

“How to Get the Best Results with 
your Automatic Clothes Washer,” by 
Jessie Bakker, lists seven simple steps 
in laundry management that will work 
magic with an automatic washer. 

“Sit Down for easy hand ironing” 
shows the steps required for latest 
methods of hand ironing. 

And last, but not least, “Dishwashing 
Can Be Pleasant” by Edith Hall shows 
automatic dish washing methods, hand 
methods, and some of the small port- 
able water-pressure methods. 
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REA Financed Lines 
Add 147,000 Miles 


Government financed rural electric 
power systems added 147,000 miles of 
new lines in service during 1948, ac- 
cording to a recent statement by the 
Rural Electrification Administration. 
It was also made known that 468,900 
new consumers had been added on 
their distribution lines and 40.8 percent 
more power was sold last year than 
in 1947. Estimate was based on data 
for the first three-quarters of 1948. 


Average Sale 2,097 Kwh. 


The agency report observed that the 
average sales to both retail and whole- 
sale consumers amounted to 2,097 
kw.-hr. per customer for 1948, an in- 
crease of 275 kw.-hr. over the previous 
year. It was also estimated that REA 
lines purchased 35.8 percent more en- 
ergy, 5,052,008,000 kw.-hr. as compared 
with 3,720,704,00@ kw.-hr. in 1947. An 
increase of 40.1 percent in power costs 
from $37,249,806 to $52,200,000 for 
1948 was also noted. 

REA financed systems generated 
60.2 percent more energy, 694,000,000 
kw.-hr. as compared with 433,282,000 
in 1947. Yet this was only 12 percent 
of the total power used by borrower 
systems. The installed capacity of gov- 
ernment financed generating plants 
increased 17.9 percent for a total of 
217,000 kw. 


Revenues & Costs Rise 


The investment in distribution facili- 
ties rose during the year because of 
increased. construction costs and ex- 
tension of lines into sparsely settled 
areas for an average cost of $1,366 
per mile, an increase of 12.2 percent. 
Cost per consumer was 12.3 percent 
higher or $447. 

However, total operating revenues 
of the systems added 31.5 percent from 
$114,787,798 in 1947 to $151,000,000 
for 1948. 


G-E Revises Its Premier 
Vacuum Distributor Setup 


General Electric Co. has decided to 
discontinue marketing the Premier 
vacuum cleaner through presently 
utilized wholesale distributor channels, 
according to a recent announcement 
by Charles R. Pritchard, marketing 
manager, appliance and merchandise 
department. When G-E acquired the 
line several years ago, the company 
marketed the units through established 
Premier wholesalers. Previously, the 
cleaners had been sold for many years 
on a direct house to house basis. 

Mr. Pritchard stated that the firm 
regretted the decision which was made 
only after a very careful study and 
consideration of future business. He 
made it known that distributors will be 
allowed to continue purchases to 
balance out their stocks to the extent 
of the limited factory stock of current 
models. The sale of service parts and 
service, he concluded, will be con- 
tinued through G-E service centers and 
other authorized organizations. 


Son-Chief Sales Volume 
Gains 61 Percent In ‘48 


Son-Chief Electrics, Inc., Winsted, 
Conn., realized a 1948 sales volume 61 
percent higher than the record volume 
of the year before, according to a 
recent announcement by B. S. Mitchell, 
general sales manager. 





Franchise Protection 
that Protects 


If you have a Morton Dealer Franchise, you 
have strong sales advantages against the com- 
petition in your market... more and more 
valuable as selling pressure increases. 


FIRST—you have protection from needless 
competition on the Morton line. Morton dis- 
tribution is based on providing an adequate 
market for each dealer, and selecting a com- 
petent, progressive dealer for each market. 


SECOND-—you have an outstanding line of 
merchandise, with many exclusive style and 
construction features. 


THIRD-—you have a merchandising plan 
based on low inventories, efficient turnover, 
and customer appeal. The Unit Sale program 
is designed for the volume market—the great 
majority of home makers who find it necessary 
to modernize by easy stages, a unit at a time. 


Morton sales policy is dealer-minded. The 
Morton Franchise is your protection against 
over-crowding and many of the avoidable 
problems that flourish in a buyers’ market. 


Marton. 





MORTON MANUFACTURING COMPANY 


General Offices: 5125 W. Lake St. 
Chicago 44, Illinois 
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The CLIMAX 


B-22 


y 


A LARGER, MORE POWERFUL 


Window-Type H 


@ Here’s a mighty, window-type 
unit, designed and engineered 
to cool—not 1 or 2 rooms—but 
an entire apartment, or small 
home, upstairs, or down. Home- 
makers like the Climax B-22 
because it’s so simple to install. 
Fits’'most any window Requires 
no extra wiring, for it plugs 
into ordinary 110-volt, 60-cycle, 


CLIMAX 


D-16 


OME COOLER 


A.C. outlet. Economical to op- 
erate. Available, one-speed or 
two-speed. Free air delivery, 
4,500 CFM (high) and 2,600 
(low). You're selling more com- 
fort... more convenience... 
more for the money when you 
sell the Climax B-22. Write us 
for the name of your nearest 
jobber. 


Tue ROOM COOLER SEucrybedy Wants 


@ The Climax “D-16”... Amer- 
ica’s most popular Room Cooler 
- +. turns your summertime 
slump into profit time. It meets 
your customer demand for a 
Room Cooler that’s easy to in- 
stall, simple to operate, attract- 
ive to the eye. That’s the “D-16” 
. . » 3-speed, simple, powerful, 
direct drive . . . moves 1800 


cubic feet of air per minute at 
high speed—down to a 700 
cubic feet “whisper” at low 
speed. Adjustable to fit ’most 
all windows. Baked ivory en- 
amel with chromium trim. 


Write us for the 
name of your near- 
est jobber. 


Plug in any 
110 voit 
60-cycle 

circuit 


CLIMAX Evaporative Coolers also Manufactured By 
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NEW POSITIONS 





Radio Corp. of America 





FRANK M. FOLSOM 


Frank M. Folsom was _ recently 
elected president, Radio Corp. of 
America, by the Board of Directors, 
according to an announcement by 
David Sarnoff, chairman of the board. 
Previously executive vice-president in 
charge of the RCA Victor Division, 
Mr. Folsom has administered RCA 
production and merchandising activi- 
ties for the past five years. John G. 
Wilson, vice-president and general 
manager in Camden, succeeds to Mr. 
Folsom’s former post. 


Hoover Co. 





H. W. HOOVER 





FRANK G. HOOVER 


Frank G. Hoover, vice-president, 
Hoover Co., North Canton, Ohio, was 
recently elected president at a meeting 
of the board of directors, it has been 
announced. He succeeds his elder 
brother, H. W. Hoover, who had been 
president and general manager since 
1922 and who now becomes chairman 
of the board. In making the statement 
that H. W. Hoover would continue his 
active interest in the company and 
retain a strong share in its manage- 


FEBRUARY, 


ment, the firm also made it known 
that the titles of general manager and 
assistant general manager have been 
retired from the list of officers, 


Farnsworth Television & 
Radio Corp. 


E. A. Nicholas, president, Farns- 
worth Television & Radio Corp, 
Fort Wayne, Ind., has been elected 
chairman of the Board of Directors, 
according to a recent announcement 
by the company. President since 
1939, Mr. Nicholas will continue in 
that capacity. He succeeds as board 
chairman Jesse B. McCargar, who 
resigned. 

At the same time, it was stated that 
Abe Fortas has been elected as a 
director. Mr. Fortas was previously 
Undersecretary of the Department of 
Interior, and is presently a partner 
of Arnold, Fortas and Porter, Wash- 
ington attorneys. 

Mr. Nicholas announced that Philo 
T. Farnsworth, director, has been 
elected a vice-president and Chester 
H. Wiggin secretary of the firm. 
S. A. Morrow has been appointed 
advertising manager, succeeding J. F. 
Garceau. 

The resignations of Burton A, 
Howe, Edwin M. Martin, and 
Charles E. Buesching were announced. 





S. A. MORROW 


Stanley A. Morrow has been named 
manager of advertising and sales pro- 
motion, Farnsworth Television & Ra- 
dio Corp., Fort Wayne, Ind., accord- 
ing to a recent announcement by D. M. 
Allgood, vice-president. Mr. Morrow 
has been affiliated with the company 
since 1944 and has served as war ma- 
teriel expediter as well as assistant 
advertising and sales promotion man- 
ager. 


Avco Mfg. Corp. 


V. C. Havens was recently ap- 
pointed assistant general sales man- 
ager, Crosley Division, Avco Mig. 
Corp., Cincinnati, Ohio, according to 
an announcement by W. A. Blees, vice- 
president and general sales manager, 
Crosley. Mr. Havens had formerly 
been associated with Consolidated 
Vultee Aircraft Corp., and General 
Motors Corp. 

Eric O. Johnson, general manager 
and vice-president, American Central 
Division, Connersville, Ind., made 
known the appointment of Gilbert May 
as traffic manager. Mr. May succeeds 
Walter Wilson, 
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Florence Stove Co. 





ROBERT H. TAYLOR 


Robert H. Taylor was recently 
elected president, Florence Stove Co., 
Gardner, Mass., at a meeting of the 
board of directors. He fills the vacancy 
created by the death of Edward F. 
Dobson. Affiliated with the company 
for over 16 years, Mr. Taylor had 
been vice-president in charge of sales 
and a director of the company. 


General Electric Co. 





HAROLD F. SMIDDY 





P. M. AUGENSTEIN 


Harold F. Smiddy has been elected 
a vice-president of the General Elec- 
tric Co. by the board of directors, 
according to a recent announcement 
by Charles E. Wilson, president. He 
will continue to serve as general man- 
ager of the firm’s air conditioning and 
chemical departments, Mr. Wilson 
added. His previous affiliations include 
Ebasco Services, Inc., Electric Bond 
and Share Co., and West Penn Power 
Co. 

Paul M. Augenstein has been ap- 
Pointed sales manager for water heat- 
ers, it was made known by J. R. Po- 
teat, manager, range and water heater 
divisions. Mr. Augenstein has been 
— with the company since 

5. 


George F. Devine has been promoted 


to assistant to the sales manager, spe- 
cialty division, electronics dept., ac- 
cording to a statement by G. F. Met- 
calf, division manager. 

Albert E. Jungels has been named 
sales representative for the company’s 
clocks in the north central district, it 
was announced by J. S. Strecker, dis- 
trict manager of appliance sales. 

William W. Hogben has been ap- 
pointed appliance sales representative 
in the Omaha office of the company’s 
central district, it was announced by 
H. A. Warren, district manager of 
appliance sales. 


Camfield Mfg. Co. 





A. C. SANGER 


A. C. Sanger was recently elected 
vice-president in charge of sales and 
advertising, Camfield Mfg. Co., Grand 
Haven, Mich., according to an an- 
nouncement by the company. He was 
previously affiliated for 15 years with 
General Electric Co. where he man- 
aged the traffic appliance divisions and 
later became sales manager of the en- 
tire appliance division. 


Stewart-Warner Corp. 





EDWARD L. TAYLOR 


Edward L. Taylor was recently 
named general sales manager: of radio 
and television products, it has been 
made known by Sam Insull, Jr., vice- 
president in charge of Stewart-War- 
ner Electric, company division, Stew- 
art-Warner Corp. For the past three 
years, Mr. Taylor had been vice-presi- 
dent for sales of Camfield Mfg. Co., 
Grand Haven, Mich. prior to which he 
had been affiliated with Schick, Inc., 
McGraw Electric Co. and Thor Corp. 


Schick Inc. 


The appointment of Jack Bosk as 
Western district manager for Schick 
electric shavers has been announced 
by Sy Moorman, sales manager. 
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Make easy “check-back sales”, y 
of these popular 


AUTOMATIC 
OIL CONTROL ACCESSORIES 


1 EVERY Oil Heater sold since 1939 
can be the source of EXTRA SALES 
and profits for you right now! Dig 
out your old files, check them over 
carefully, give them to a telephone 


girl to make sure the addresses are 





right and that they’re still using 
A-P Thermostat Comfort Kit 


A-P Thermostat Comfort Kit 
Adds AUTOMATIC Tempera- 
ture Control convenience to 
any heater made since 1939— 
now using A-P Model 240-D, 
U or Y series Manual Controls. 
Saves Oil. Ends wasteful over- 
heating. Complete sales pack- 
age includes: sensitive modern 
wall Thermostat, Conversion 
Top for mounting on present 
control, Transformer, wiring 
and accessories. Easy to install. 


2 


your heater. Then parcel out the 
names to your salesmen and arm 
your men with “sales ammunition” 
on A-P AUTOMATIC OIL CON- 
TROL ACCESSORIES. You'll be 
surprised how easily you can turn 
over extra sales and profits on these 


old friends of yours...and sell 


new heaters to them, too! 


J Sell ONE or ALL THREE 








A-P OILIFTER 


Automatically supplies fuel oil 
to room heaters, water heaters, 
furnaces and kitchen ranges— 
All vaporizing oil burning ap- 
pliances. “Lifts” oil as high as 
third story from bulk storage 
tank outside or in basement. 
Ends oil handling, spilling, 
wastage. 





Folders for mailing Consumer Catalogs, 
Direct Mail Broadsides, Newspaper Ad 
Mats, Oil Control Tags. 





A-P Fuel Oil TRAP-IT 


Improves heating, efficiency by 
trapping all dirt, sludge, gum, 
moisture in oil lines. Saves 


service expense. 
DEPENDABLE o1: conrrois 


DESIGNED TO ELIMINATE SERVICING 


AUTOMATIC PRODUCS COMPANY 


2400 North Thirty-Second Street 


“Album of Famous Vaporizing Oil Burning 
Appliances", 15-Minute Slide-Sound Film 
Available for dealer and salesman showing. 





Milwaukee 10, Wisconsin 





Reape Enter our order for immediate shipment of: 
this” Gold” 
NOW 


Name 


Address......... 


Retuum 
the Coupon ER Pa ea be ii caged eS EN 
TODAY! | st 


Our taki. 


























CHILL-AIR . . . The Leader in 
COOLING and VENTILATING 
Now Offers 


2 OUTSTANDING UNITS! 


Meet the BIG DEMAND by 
ordering NOW! 


Make BIGGER PROFITS and 
BIGGER SALES by ordering 
NOW! 


CHILL-AIR Window Coolers 


Reduces temperatures 10° to 18° . . . cools 1 to 3 
rooms. Fully self-contained. No installation required. 
Simply set in window and plug in. Available in 
two sizes: 1700 C.F.M 2300 C.F.M. 


CHILL-AIR Window Fans 


Replaces attic fans at 1/4 the cost. 
Takes only 10 minutes to mount in 
window. Sturdy built for years of 
service. Complements the beauty of 
any room. 3 speed control. Available 
in 3 sizes: 2300 C.F.M., 3300 C.F.M., 
5500 C.F.M., 16 In., 20 In., 24 In. 


Also larger size evaporative coolers for 
commercial and industrial installation. 


To Distributors: a rew Territories Stitt Open 


To Dealers: Write For Literature And Prices. 


A Nearby Distributor Will Supply Your Require- 
ments. 


ENGINEERING & MANUFACTURING CO. 


KANSAS CITY, MISSOURI 

















NATIONAL 


523 WYANDOTTE 

















a 
a anil e 
april 10-14 


Exhibits by manufacturers only. National 


prestige lines. Regional Show for all 
Western States buyers. Five complete 


floors. Sunday thru Thursday. Plan your 


i buying trip now! 
S\Qd 
los angeles 


alexandria hotel 





Managed by Los Angeles Trade Fair Inc. 
Los Angeles Chamber of C ce + Los Angeles 15, California 
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NEW POSITIONS 





McGraw Electric Co. 


R. V. PALMQUIST 


Richard V. Palmquist recently was 
appointed sales manager, Clark Divi- 
sion, McGraw Electric Co., according 
to an announcement by B. M. Riker, 
general manager. Affiliated with the 
company since 1937, Mr. Palmquist has 
been district manager in the mid-west 
and east coast territories. He had 
previously been associated with the 
Northern States Power Co. in the 
appliance business. 

At the same time, Mr. Riker stated 
that Donald J. Burdick had been pro- 
moted to assistant sales manager. Mr. 
Burdick joined the firm in 1946, pre- 
vious to which he had been a district 
manager for the Davey Co. for two 
years. 


Perfection Stove Co. 


L. BUSHFIELD 


Cc. C. WEST 


L. Bushfield was recently appointed 
sales manager, range and heater divi- 
sion, Perfection Stove Co., Cleveland, 
Ohio, it has been announced by C. H. 


FEBRUARY, 


Foulds, vice-president in charge of 
sales. Mr. Bushfield, who had been 
manager for the past four years in the 
Atlanta district, succeeds O. H. Lari- 
mer, who has retired after 3 years, 

C. C. West, veteran of 29 years with 
the company, takes over Mr. Bush- 
field’s post in Atlanta. 

The following additions to the sales 
staff were also made known: Everett 
C. Taylor, St. Paul district; Jerome 
H. Wilson, Chicago district; and 
David Jackson Musick, Oakland dis- 
trict. 


Emerson Radio & 
Phonograph Corp. 


CHARLES ROBBINS 


EDWARD LANEY 


Charles Robbins, sales manager, 
Emerson Radio & Phonograph Corp., 
New York, N. Y., was recently elected 
vice-president in charge of sales at a 
meeting of the board of directors, it 
has been announced. 

Edward Lane has been named 
advertising manager, according to a 
statement by Stanley M. Abrams, sales 
promotion manager: Formerly affili- 
ated with Columbia Records as mer- 
chandising director, Mr. Lane had 
previously been associated with the 
Muzak Corp. as advertising, promotion 
and publicity director. 


Motorola Inc. 


Walter H. Stellner has been ap- 
pointed vice-president of merchandis- 
ing and Elmer H. Wavering vice- 
president of product design, according 
to a recent statement by Paul V. Gal- 
vin, president, Motorola Inc., Chicago, 
Ill. Mr. Stellner will supervise all 
merchandising including sales, adver- 
tising, market research and service, it 
was added. 
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York Corp. 





JOHN S. GARCEAU 


John S. Garceau has been appointed 
to a newly created post on the execu- 
tive staff of the York Corp., York, 
Pa., it was recently made known by 
John R. Hertzler, vice-president and 
general sales manager. Mr. Garceau 
will be responsible for directing ad- 
yertising and sales promotion pro- 
grams for all corporation divisions. 
He formerly was associated with 
Farnsworth Television and Radio 
Corp. for ten years as manager of 
advertising and sales promotion for 
Capehart and Farnsworth. Other 
associations include Crosley Corp., 
Fairbanks Morse and Kelvinator. He 
has been active in Radio Mfrs. Assn. 
affairs. 


General Motors Corp. 





J. H. MOLONEY 





R. F. CALLAWAY 


J. H. Moloney has succeeded R. F. 
Callaway as manager of the Detroit 
branch, Frigidaire Sales Corp., ac- 
cording to a recent announcement by 
P. M. Bratten, general sales manager, 
Frigidaire Division, General Motors 
Corp. Mr. Callaway retired Jan. 1 
after 26 years of continuous service 
with the firm, 20 of which had been 
spent as the Detroit manager. 

Mr. Moloney became affiliated with 
the organization in 1926. He was 
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named Detroit general sales manager 
in 1945 and assistant branch manager 
in 1948. 

Other changes included are as fol- 
lows: R. E. Robertson, present man- 
ager of the Oakland branch, is being 
transferred to the Pacific region as 
assistant to the regional manager; 
H. J. Miller, manager, Oklahoma City 
branch, becomes manager of the Oak- 
land branch. L. A. Hanlein, appliance 
sales manager, Pittsburgh branch, 
takes over the Oklahoma City branch 
while Howard L. Burns, factory 
laundry equipment representative, is 
the new appliance sales manager of 
the Pittsburgh branch. 


Wagner Recorder Mfg. Corp. 





H. A. CASTELLUCCI 


Hector A. Castellucci has been ap- 
pointed general sales manager, Wag- 
ner Recorder Mig. Corp., New York, 
N. Y., according to a recent statement 
by Andrew D. Weinberger, president. 
Mr. Castellucci has been active in the 
radio industry for more than 20 years, 
having been most recently associated 
with Farnsworth Television & Radio 
Corp., in the New York eastern re- 
gional office where he directed adver- 
tising and sales promotion. 


Horton Mfg. Co. 


C. L. Lannin has been appointed 
sales manager of the Central Division, 
according to a recent announcement 
by A. E. Askerberg, president. 

Mr. Lannin, formerly a_ special 
Horton representative, will have su- 
pervision of all sales personnel in 
Ohio, Indiana, Michigan, Wisconsin, 
Illinois, Missouri, Kentucky and Iowa, 
and make his headquarters at the 
Fort Wayne headquarters. 


Cordley & Hayes 


Walter A. Bowe was recently ap- 
pointed director of public relations, 
Cordley & Hayes, New York, N. Y., 
according to an announcement by 
C. M. Cordley, president. Mr. Bowe 
has been affiliated with General Elec- 
tric Co. and Carrier Corp. 





Correction 


The reported appointment in the 
Dec. 15 issue of Mr. J. E. England 
for National Enameling and Stamp- 
ing Co., should have read that Mr. 
England was made sales frepre- 
sentative in Northern California for 
NESCO metalwares and stove di- 
visions only. C. A. Russell is agent 
for Nesco’s electrical division. 











1949 


LET'S LOOK AHEAD! 


.....Which is the ONLY major 
appliance with an active and 
| growing market that hasn’t 
| approached saturation? 


): ‘am THE HOME FREEZER 


.....Which home freezer of- 
fers the OUTSTANDING VALUE 
in this profitable and prom- 
ising new field? 


Ym HARDER-Freez 


BA il-1e-M Oo ol gedit ole) (-MRivlitic-MRcolmm Zell Mol MoM al -V.1D) co aa-1-) ael-Te] (-1 anol: 
distributor —if your territory is not already covered. Outstanding 
Nol [Uw olor tre MolaMme Meelis] ol-i1ihi mm laid -Mel slo (e) Mel olliammi-volitic-\Melale 
| construction, explains the steady progress HARDER-Freez has 
made in 1945, 1946, 1947, 1948 and 1949— and promises contin- 
| ved progress in the future under an intensified sales program 





Aline that's right to meet 
1949 sales demands. 


TOP QUALITY materials, construction, engineer- 


ing, design—in a complete line you can sell! 


COMPETITIVE PRICE—well below practically all 


other makes with comparable specifications. 


OUTSTANDING FEATURES include Exclusive 
Center Plate Coil, Hermetically Sealed Compres- 
sor, Self-Balancing Lid, Pressure-Lock Hardware, 
Adjustable Dividers, Handy Freez-Basket, Temper- 
ature Indicator, Warning Signal, Recessed Base, 5 
Year Warranty Plan. (Ice Cube Trays— optional.) 


OUTSTANDING VALUE, more for your money, 


means bigger return on your sales efforts. 


FULL LINE, both Chest and Upright models — 
sizes that sell, and offer adequate capacity. 


SALES HELPS include effective literature, mail- 
ing pieces, stuffers, newspaper mats, dealer signs, 
and point-of-sale material to help you sell. 


CONSISTENT NATIONAL ADVERTISING 
since 1945, influences the best prospects in your 
territory. The 1949 schedule includes Better Homes 
& Gardens, McCall's, Saturday Evening Post, Field & 
Stream, Country Gentleman, Farm Journal. 


EXPERIENCED MANUFACTURER with over 
20 years’ background in the food refrigeration field. 
Tyler originated the welded-steel refrigerated Meat 
Display Case—has been a pioneer in home freezers. ' 





. 9 ev. ft. Upright 


iy 


= 














D 


I 


FUTURE PROFITS 
FOR YOU WITH— 








18 cu. ft. Upright 
. 


WRITE OR WIRE ABOUTe DISTRIBUTORSHIPS— 
DEALERSHIPS. YOUR TERRITORY MAY BE OPEN. 













TYLER FIXTURE CORPORATION, DEPT. EM-2, 






NILES, MICHIGAN 


. 
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The Voss Floating Agitator . 


Pressure Extractor . . 


Stainless Steel tub . 


OF THE WASHER INDUSTRY HAS SCORED 


ANOTHER "FIRST". 


VOSS BROS. MFG. 


NATIONALLY ADVERTISED, 
the LU-MAR pump re- 
tails at $2.95, less can. 
Regular dealer dis- 
count. Mail coupon to 
your distributor or to us. 
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AIN..VOSS HEA 


~ Corrugated 
— Stainless — 
= Steel ..~~> 
y ei 
Tub) 


PROVIDING ... 


@ LIFETIME BEAUTY 

@ DURABILITY 

@ SANITATION 

@ EASE OF CLEANING 

@ STAINLESSNESS 

@ FREEDOM FROM RUST 


@ ASSURANCE AGAINST 
CHIPPING 





ae 


een A ENE 


‘cure ANT 
DS THE PARA DE 


. . The Voss Electro-Safe 


. and now the new Voss Corrugated 


. VOSS A PIONEER 


WOSS 
Time TESTED 
Since 1876 


W a sHee 
Davenport, lowa 


FREE! 


SELF-SELLING DEMONSTRATOR 
for the 


LU-MAR all-purpose PUMP 


with initial order for 1 dozen or more 


The LU-MAR pump is designed for 
every outdoor-sportsman in America. 
It transfers gasoline or any liquid from 
one container to another or toa motor, 
heater or stove, while the user sits 
or stands, using only one hand. The 
demonstrator, with its “PUMP ME!” 
label, attracts instant attention, demon- 
strates the pump’s action dramatically, 
sells shoppers even when no clerk is 
available! Sent free with your initial 
order of 12 or more. 


LUCAS SCREW PRODUCTS, INC. 
953 Exchange St. e Rochester 8, N. Y. 


co. 


Please ship at once 
LU-MAR all-purpose pumps 
© a free LU-MAR demonstrator 


7) further information and the name of 
my nearest distributor 
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DISTRIBUTOR NEWS 











CALIFORNIA 


By arrangement of Sues, Young & 
Brown, California distributor for 
Coolerator, owners of their home 
freezers may buy for $46 a large as- 
sortment of frozen foods, including 
128 packages of fruits, vegetables, 
meat and fish, plus a chicken, 40 chip 
steaks and three gallons of ice 
cream—all delivered direct to the cus- 
tomer’s home on a C.O.D. basis. 
Beef, lamb and pork are also avail- 
able at wholesale prices. Daily quota- 
tions are furnished to those telephon- 
ing direct to any of the wholesalers. 

The appliance and hardware whole- 
saling firm of Momsen, Dunnegan and 
Ryan, Phoenix, Ariz., has been pur- 
chased from Dunnegan and Ryan by 
Momsen brothers and associates. The 
firm’s new officers are Gus Momsen, 
president; Rueben F. Momsen, vice- 
president and treasurer; Leo J. Mom- 
sen, vice-president and secretary; A. A. 
Martin, vice-president; and A. J. 
Murray, vice-president and sales man- 
ager. In addition to its business in 
Phoenix the firm has offices and ware- 
houses in Albuquerque, N. M., El Paso, 
Texas. 

Stetson Electric Co., Los Angeles, 
has moved its offices and warehouse 
to larger quarters at 948 Cahuenga 
Blvd. 


GEORGIA 


“The nation’s most cooperative dis- 
tributor” is the title bestowed upon the 
Chas. S. Martin Distributing Co., At- 
lanta, by the Mullins Mfg. Corp. 
President Charles S. Martin was pre- 
sented with a gold watch at a dinner 
given in his honor by D. F. Rucks, Jr., 
assistant sales manager of Mullins. 
Selected from among 61 Mullins dis- 
tributors for the honor, Mr. Martin 
was described by James C. King, 
southeastern regional manager for 
Mullins, as having done everything 
possible to make teamwork and har- 
mony the watchword in all relations 
between manufacturer and distributor. 
The Martin firm has also announced 
that Clyde Harris has been named 
merchandise manager of the company. 


ILLINOIS 


ROY K. THORPE 


Roy K. Thorpe has been named 
president of Major Home Appliances, 
distributors at 536B, Furniture Mart, 
Chicago. Mr. Thorpe, who has been 
associated with Amana Refrigeration 
for the past 12 years, will direct the 
Chicago market area for Amana, and 
will continue as midwestern regional 
sales manager for Amana freezers and 
refrigerators. 


FEBRUARY, 


MISSOURI 


Mayflower Sales Co., has completed 
the estimated $160,000 job of remodel- 
ing its office building at 816 N. 11th 
St., St. Louis, and has held its formal 
opening, according to Maurice B, 
Lasky, president of the company. 

There’s no substitute for actual 
ownership and use of a home freezer 
when trying to put across the savings 
and convenience story to prospective 
customers—that’s the feeling of Buddy 
Nelson, appliance sales manager of 
Enterprise Wholesale Co., Kansas 
City. So convinced was Mr. Nelson 
of the possibilities of this idea that he 
formulated a salesman’s- ownership 
campaign for two months recently to 
encourage dealers and salesmen to put 
a Coolerator refrigerator or family 
size freezer in their homes, and 
at a special price. Delivery costs were 
paid for by the purchaser, and the re- 
frigerator or freezer was shipped direct 
from the distributor’s stock to the 
home of the purchaser. Methods of 
payment were cash, payroll deduction 
or any financing plan then in effect. 


MONTANA 


Refrigeration Supply Co., Billings, 
has moved into new and enlarged 
quarters at 17 N. 31st St. according 
to Norm Sulenes, manager oi the 
firm, who adds that floor space is now 
double what it was. 


NEW JERSEY 


WALTER FERRY 


Walter Ferry has been named sales 
promotion manager for all products of 
the D. W. May Corp., 49-53 Edison 
Place, Newark. Mr. Ferry served the 
same firm in a similar capacity from 
1922 to 1932. For the last two years 
he has been located on the Pacific 
Coast as sales manager for Rivers 
Mfg. Co. 

The Eagle Sales Co. of Newark has 
moved to its new quarters at 310 
Sherman Ave., corner Concord St., ac- 
cording to Morris H. Freedman, vice- 
president of the company. The move 
nets the firm 43,000 sq. ft. of ware- 
house and shipping space. 


NEW YORK 


Philco Distributors sales and ad- 
ministrative offices have. been moved 
from 565 Fifth Ave., New York City, 
to 47-51 33rd St., Long Island City, 
says J. J. Harris, general manager 
of the New York division. The firm 
now claims to have the largest 
quarters of any major appliance dis- 
tributor in the country. The building 
occupies an entire city block with 
180,000 sq. ft. of floor space. Next 
on the schedule was the moving of 
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the parts and service departments 
into the building, to be followed after 
Christmas by the moving of ware- 
house stocks from 239 11th Ave. 





RALPH MOREL 





HENRY STEPHENS 


The Times Appliance Co., West- 


inghouse distributor in the metro- 
politan New York area, has an- 
nounced the appointment of Ralph 


Morel as sales manager for radio and 
television, and Henry Stephens as 
sales manager for kitchen utilities. 
Mr. Morel comes from Zenith Radio 
Corp., where he was general sales 
manager. Mr. Stephens has been a 
member of the Times Appliance sales 
staff since 1924. 

A re-alignment of personnel has 
been announced by Bruno-New York, 
Inc., metropolitan distributors. The 
following is the new executive line-up: 
Charles Sonfield, chairman of the 
board; Jerome Harris, president and 
secretary-treasurer; Irving Sarnoff, 
executive vice-president; Gerald O. 
Kaye, vice-president in charge of sales; 
and William M. Sheeser, comptroller. 





WILLIAM H. BRODIE 


It has also been announced that 
William H. Brodie, who joined Bruno- 
New York in 1947 as sales manager 
of the International Harvester refrig- 
eration division, has been named sales 
Manager of the firm’s Security Home 
Appliances division. 


ELECTRICAL MERCHANDISING—FEBRUARY, 


Annonncement has been made that 
General Electric Supply Corp., 67 
Mortimer St., Rochester, has pur- 
chased the Rochester inventory of G-E 
appliances held by Gould Farmer Inc., 
and is now sole area distributor for 
G-E. Gould Farmer continues its busi- 
ness in Syracuse, Binghamton, Elmira 
and Utica. 


OHIO 





PAUL H. DOW 


Paul H. Dow has been appointed 
sales manager of Temperature Equip- 
ment Corp., 4505 Euclid Ave., Cleve- 
land, according to C. W. Millsom, vice- 
president and genera! manager. Mr. 
Dow has been associated with the Bry- 
ant Heater Co. of Cleveland as sales 
promotion manager for the past two 
years. 


PENNSYLVANIA 


Raymond Rosen & Co., Phila- 
delphia distributor, has been sponsor- 
ing “Institute on Kitchen Planning” 
meetings, in conjunction with the 
T-Square Club of Phila. and Ameri- 
can Central, Inc., for builders and 
architects who have to handle de- 
mands for planned kitchens. Leon 
Raider, the firm’s builders’ division 
manager, has been host at the series 
of Saturday morning programs which 
present well-informed home eco- 
nomists on the essentials of kitchen 
planning. American Central, Leonard, 
Kelvinator and Bendix Home appli- 
ances are featured. 


RHODE ISLAND 


Harry A. Baynes is the new general 
sales manager of Tracy & Co., Inc., 
76-86 W. Exchange St., Providence, 
according to Harry R. Tracy, presi- 
dent and treasurer. Mr. Baynes, who 
has a long appliance history, was most 
recently general sales manager for 
Midwest Appliance Distributors, De- 
troit. Maurice R. Cloutier is now as- 
sistant manager of the Coleman Heat- 
ing department, and J. W. Tweedy is 
sales manager of the Domestic sewing 
machine department. 


TENNESSEE 
McDonald Brothers, Philo tee- 
vision distributor in the Memphis 


area, has completed its fourth class 
on the servicing of television re- 
ceivers, and by now 52 men have com- 
pleted the training course. The class 
was open not only to Philco dealers, 
but to all service men in the area. 
Five Philco warranty television serv- 
ice stations have been set up in 
Memphis, and a survey truck has 
been determining which sections will 
have television available. The school 
is headed by W. J. Ashworth, Mc- 
Donald’s service manager, with Leo 
Smith, television service manager, 
and Sam Seiberling from Philco 
headquarters aiding in the program. 
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HEAVY DUTY 


CHILL CHEST 











Now you can sell the new Revco 
12.3 cu. ft. CHILL CHEST heavy 
duty freezers — to customers who 
want to buy at the most advanta- 
geous prices. The refrigeration unit 











is a 4 HP, fan-cooled, internally 
mounted Tecumseh unit, which 
will give years of trouble-free 
service and most economical per- 
formance. 


THESE FEATURES WILL HELP YOU SELL THE NEW REVCO 12 CU. FT. HEAVY DUTY FREEZERS: 


1. Compact size — large capacity. 


2. Aluminum food liner — chip proof, easy 


to clean. 
3. Modern design —all welded steel 
struction — all seams vapor sealed. 
4. Heavily insulated with 


Ayn 
4V, 


con- 


fiberglass. 


5. Efficient, 

operation. 
Exclusive red flashing safety light, pro- 

tects against temperature rises. 

. Counterbalanced ‘‘floating action’’ lid, 
with interior light. 


economical — dependable 


6. 


5 


Write us for complete specifications and folders 





DEERFIELD, 


NATIONAL DISPLAY SPACE — 1454 MERCHANDISE MART, CHICAGO, ILLINOIS 


MICHIGAN 
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BREEZE 


ars0och 


IRCULATING FAN 


The Original 


‘lope 


FAN EVER BUILT 


ANOTHER PIECE OF FURNITURE 
FOR THE HOME 


For the past three years, the PALM BREEZE fan has been the most talked of fan 


on the market, and has sold like hot cakes all over America. 


Get ready now to cash in on the demand already created for these sensational fans. 
The new 1949 De luxe model incorporates the finest in manufacturet’s engineering, 
design and utility, and will build sales for you from the very first. 

PALM BREEZE’S new advertising material and dealer-helps will help you mer- 
chandise these fans. Three models to choose from, $39.95 and up, list price. 


Write today for more information about PALM BREEZE 





QUALITY PRODUCTS 


LEE HOLLAND CO. 


1012 NORTH MAIN ST. 
FORT WORTH 6, TEX. 
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MR. DEALER: 
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poor 4 
Kitchen FOR 


‘\ APPROVED BY 


QUALITY 
TESTED 


STEEL 
KITCHEN CABINET 
INSTITUTE 


COPYRIGHTED 1940 























Cabinets bearing this seal have passed 21 tests... 
have been built up to a standard, not down to a 
price. These tests are open to all manufacturers. 


for additional information — WRITE 


& STEEL KITCHEN CABINET INSTITUTE 


The 
BIG CAPACITY, 
Table-High 
Refrigerator 
Your Customers 
Have Been 
Waiting For! 








The 
NEW palé4 LO-BOY 


CU, FT. OF FOOD STORAGE IN THE 
‘*KITCHEN - TAILORED”’ CABINET! 


counter area, or it can serve as a separate 
table. 

So, wherever space is at a premium, 
you have a prospect. .. and if you have 
the Lo-Boy, a sure-fire sale! 

Also recommended for kitchenettes, 

Equipped with Formica top, the Lo-Boy summer cottages, motels, recreation rooms, 
becomes 36” high and creates useful offices, etc.— 

Specifications: Interior dimensions, 28-5/16” x 19%" x 17”. Cabinet liner is 
all-welded construction with vitreous enamel finish. Door opens full width. Ex- 
terior, polished, baked, white enamel over rust-proofed steel. 9 freezer speeds, 

56 ice cubes. Hermetically sealed Tecumseh condensing unit, “Freon 12”; 110 

volt, 50 or 60 cycle; 231 lbs. ship. wt. 


For Dealer Facts and Figures, Write, 


MOSS-ATLAS CORPORATION, 244 Herkimer St. * Brooklyn 16, N. Y. 


Exclusive Territories Available to Factory Agents Calling on Dealers and Dept. Stores 


Here, at last, is the refrigerator geared to 
the modern, stream-lined kitchen! 3412” 
high and 24” square, the new Lo-Boy sets 
absolutely flush with range and sink, both 
in height and depth . . . thereby making 
available additional useful working space! 
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McGraw Acquires Manning, 
Bowman Co. and Bersted 


Move expected to boost 
firm’s income, position 


McGraw Electric Co., Chicago, IIL, 
recently purchased through exchange 
of stock the Manning, Bowman & Co. 
and Bersted Mfg. Co., according to an 
announcement by Max McGraw, presi- 
dent. As a consequence, the McGraw 
firm is increasing its outstanding stock 
from 472,600 to 627,600 shares. The 
New York Stock Exchange has added 
the increase of 155,000 shares to list- 
ing, but is not offering them for dis- 
tribution. 


Company Strengthened 


Mr. McGraw stated that the effect 
of the deal will be to diversify and 
amplify the company’s position with 
a substantial increase in both earnings 
and net current position of the firm. 
It is estimated that the combined cash 
position will be approximately $7 mil- 
lion and that the combined net earn- 
ings for last year will be in the neigh- 
borhood of $4,400,000. This is equival- 
ent to $7 per share on the new capital- 
ization which consists of common 
stock alone. None of the organizations 
has any funded debts or bank loans, it 
was added. 


Divisions Continue Per Se 


The different divisions will carry on 
as separate entities with no contem- 
plated changes in management, accord- 
ing to Mr. McGraw. The output of 
each unit will be improved and ex- 
panded, he said, but no change in sales 
policies is expected. Sales of all three 
companies have risen continuously to 
date over the corresponding month in 
1947, and most of their products are 
still on allocation to wholesalers. © 


Past Histories 


The McGraw Electric Co., which 
has plants in Elgin and Chicago, II1., 
St. Louis, Mo., and Azusa, Calif., is 
a pioneer manufacturer of automatic 
toasters, food warmers, and water 
heaters sold under the trade name 
Toastmaster. It also produces circuit 
protective devices which are sold un- 
der the trade names of Buss Fusetrons, 
Buss Fustats and Buss Fuses. 


Appliance Jackpot 


| 
| 
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Manning, Bowman & Co., situated 
in Meriden, Conn., is a pioneer pro- 
ducer of electric heating appliances 
including flatirons, coffee percolators, 
toasters, waffle bakers, grills, egg 
cookers, heating pads, vacuum con- 
tainers and other table ware. The 
Manning Bowman operation, which 
was created before the Civil War, was 
formerly controlled by the Interna- 
tional Silver Co. and has a lengthy 
and successful record with its best 
showing chalked up since its purchase 
by Mr. Bersted in 1941. 

Bersted Mfg. Co. which is located 
at Fostoria, Ohio, is the maker on an 
integrated basis of a moderate priced 
line of non-automatic electric heating 
appliances and motor driven units in- 
cluding flat irons, toasters, space heat- 
ers, grills, waffle irons, popcorn pop- 
pers, electric fans, mixers, vibrators 
and hair dryers. 


Kisco Resumes Circulair 
Production on Feb. 15th 


Production of Kisco Circulairs will 
be resumed at the new company plant 
in St. Louis, according to a recent 
announcement by J. W. Kisling, presi- 
dent, Kisco Co., Inc., St. Louts, Mo. 

Output was interrupted by a disas- 
trous Christmas day fire which de- 
stroyed the company’s three-story 
building. Mr. Kisling expects full 
production by March 15th. He added 
that pending resumption of fall output, 
orders for standard Circulair models 
are being filled from stocks in other 
warehouses. 


Vactric Establishes New 
Direct Distribution Plan 


Vactric, Inc., has instituted a new 
policy to sell its vacuum cleaners and 
floor polishers through sales agents 
direct to department stores and re- 
tailers, according to a recent announce- 
ment by George W. Rose, president. 
The firm is presently alloting exclusive 
areas to established sales agents who 
will represent the company in the na- 
tional market. 


re 





SIMPLE INQUIRY by Mrs. Henry Witt concerning washer parts was conjured into 
a six product Frigidaire appliance order by Les Herried, Modern Electric Co., Vermil- 
lion, South Dakota. Mrs. Witt and Mr. Herried are shown with her purchases, an 
ironer, automatic washer, automatic dryer, eight cu. ft. home freezer, electric range, 


and nine cu. ft. refrigerator. 


” 
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"VIBROSAGE’ 


AIDS BEAUTY — AIDS HEALTH 


Here's an inexpensive vibrator that 
can add substantially to your present 
sales volume. The ‘Vibrosage’”’ has a 
personal appeal to men and women 
alike . . . ideal for scalp, face and 
body massage. Speedy ‘‘Vibrosage’”’ is 
cool running, durable and SANITARY. 
Its action is deep and penetrating, yet 
gentle . . . its effect invigorating, yet 
soothing. Operates on 110 volt, 60 
cycle A.C. Underwriters’ Laboratories 
approved. 


PACKED IN a 
ATTRACTIVE CARTON Vibr® 
Each “Vibrosage"’ comes P ssge 


Drop us a line about our Deal. 


BEAUTY APPLIANCE CORPORATION 


DEPT. V729-B ° RACINE WISCONSIN 


WILL SHAVE 






attractively packed, com- 
plete with four sani- 
wrapped applicators. 

list price...... only $8.50 





LR © 
‘ ELECTRIC SHAVER 


THE SHAVER THAT SHAVES Ang BEARD 


Here’s a popular priced shaver that 
can really do a job on both light and 
heavy beards. The new, improved 
WhiskER shaves any beard quickly 
and cleanly . . . even seven days’ 
growth! It is built to last .. . has no 
gears, brushes or bearings. It has a 
simple, straight-shaving head that 
takes the beard and shaves with a 
quick, free-gliding movement. The 
WhiskER is powered by a strong mag- 
netic-type motor. Operates quietly on 
110 volt, 60 cycle A.C. Fully approved 
by Underwriters’ Laboratories. No 
radio interference. Pick up your sales 
volume now, with this profitable 
WhiskER . . . the electric shaver that 
truly SHAVES. 


Write Today For Dealer Proposition 


ELECTRO TOOL CORPORATION 
DEPT. W729-B © RACINE, WISCONSIN 


ELECTRICAL MERCHANDISING—FEBRUARY, 
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DISTRIBUTOR 
APPOINTMENTS 





Admiral Corp. 


W. C. Johnson, general sales man- 
ager of Admiral Corp., announces the 
following new distributor appoint- 
ments : 


Capital Distributors, Inc., 15% E. Reno 
St., Oklahoma City, Okla. 

Reliance Distributors, Inc., 343 W. Jeffer- 
son, Syracuse, N. Y. 

Arizona Hardware Co., Phoenix, Ariz. 

Gold E. Distributing Co., 1905 Harbor 
Drive, San Diego, Cal. 

E. Garnich & Sons Hardware Co., 400 
Seventh Ave. W., Ashland, Wis. 

Stewart Wholesalers, Inc., 20 Curtice St., 
Rochester, N. Y. 


Apex Electrical Mfg. Co. 


A. C. Scott, vice-president in charge 
of sales for the Apex Electrical Mfg. 
Co., announces that a new distribu- 
tor, replacing Jules Alexandre, Inc., 
is: 


Motor Parts Co., Harrisburg, Pa. 


Coolerator Co. 


New Coolerator Co. distributors, 
according to William C. Conley, Jr., 
sales manager, are: 


Tri-State Supply Co., Knoxville, Tenn. 

Wood-Alexander Co., Hartford, Conn. 

Graybar Electric Co., Inc., Boston, Mass., 
and Philadelphia, Pa. 

Mid-Atlantic Appliances, 2501 Frederick 
Ave., Baltimore, Md. 


Crosley Div., 
Avco Mfg. Corp. 


Tye M. Lett, Crosley export 
director, announces the following as 
exclusive Crosley distributors for the 
Territory of Hawaii: 


Coleman Co., Inc., Ltd., Honolulu, Hawaii 


Deepfreeze Div., 
Motor Products Corp. 


According to F. F. Duggan, gen- 
eral sales manager, Deepfreeze Div., 
Motor Products Corp., a new Deep- 
freeze distributor is: 

Gross Distributors, Inc., 570 Lexington 

Ave., New York City 


Hamilton Mfg. Co. 


Charles H. Rippe, Jr., sales man- 
agar of the appliance division, Hamil- 
ton Mfg. Co., Announces the follow- 
ing new Hamilton clothes dryer dis- 
tributors : 

Standard Distributing Co., 227 E. Cevallos 

St., San Antenio, Tex. 

Buckeye Appliance & Sports Equipment 

Co., 21 Summit St., Toledo, O. 
Northeastern Distributors, Inc., 588 Com- 

monwealth Ave., Boston, Mass. 
Cleveland Ironing Machine Co., 732 Scho- 

field Bldg., Cleveland, O. 

Covington Distributing Co., 34 N. Hamil- 
ton, Houston, Tex. 
lroners, Inc., 144 S. 5th West St., Salt 

Lake City, Utah, and 246 S. First St., 

Phoenix, Ariz. 

Broome Distributing Co., 26 Lackawanna 

Ave., Scranton, Pa. 

D. W. May Co., 49 Edison Place, New- 

ark, N. J. 

Pacific Co., Ltd., 768 Kapiolani Blvd., 

Honolulu, T. H. 
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WINDOW FAN 





-+- IT HAS THE SUPERIORITIES! 


sk EXHAUSTS MORE AIR 
tk QUIET OPERATION 
te EASY PORTABILITY 


% BEAUTIFUL DESIGNING, 
IVORY FINISH 


No other Cooling Fan on the market has its 
capacity for exhausting hot, stagnant air 
from the room or, by reversing position, to 
induce healthful draft of fresh air. No other 
Cooling Fan has its whisper-quiet operation 
even at high speeds. No other Cooling Fan 
is so adaptable—fits windows up to 38-in, 
wide—by using adjustable side panels. No 
other Cooling Fan itches its str lined 
beauty. Also, it’s portable. May be placed 
on the floor or on any level surface any- 
where. For homes and offices. For greater 








%& ONE-YEAR GUARANTEE 


profit possibilities, SECO is the line to handle. 


ALL METAL...IT’S ALL AMERICAN! 


S€CO- LITE MANUFACTURING CO. 


4916 EASTON AVE. + ST. LOUIS 13, MO. 





WRITE FOR 


FULL INFORMATION 








The Old Reliable 
Hardwood ESCORT 


| This crawling action lets the ESCORT roll 
up and down steps and curbs without slipping, 
jarring or bumping. It eliminates lifting . 
gets more work done every day. On level 
surfaces the ESCORT rolls easily on the two 
rubber-tired wheels. 


The $-2-S (top) is available in steel or alum- 
inum and will handle 1200 pounds and 800 
pounds respectively. The A-2-S-M (bottom) can 
be used in the regular fashion. On level sur- 
faces the swivel wheel is dropped for use. The 
heaviest load can be moved without weight on 
| Operator. Available in both steel and aluminum. 


Write for descriptive folder and prices. 


STEVENS APPLIANCE 
P.O. Box 897 









ON THE FAMOUS 
CATERPILLAR TREAD 


All ESCORT trucks are sold 
on a money back guaran- 
tee. If not satisfied after 
fair trial, return for refund 
of full purchase price. 


TRUCK CO. 
Augusta, Ga. 
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MAKE YOUR STORE STAND OUT 


Only the unusual commands attention. Keep a Revere 


Floor Clock operating in your store. Its authentic 
Westminster Chimes, its aristocratic appearance, its 
superb craftsmanship, speak, louder than words, of 
superior excellence in. selections. And Revere Mantei 
Clocks, also Westminster Chiming, widen your customer 
list of beauty conscious homemakers. Write for cata- 
log showing the models that will identify your store 


with the finest. 


THE REVERE CLOCK CO., CINCINNAT! 6, O10 
















No. R-937 is a highly populer mantel 
clock, Westminster chimes. 
Retails for $45 plus tax. 


West Coast prices slightly higher 
Available through 
Revere Authorized Distributors 
NEW YORK OFFICE: 
37 West 47th Street 
CHICAGO SHOWROOM: 
1422 Merchandise Mart 


“WRIST ACTION” CORD SET 


Wireless swivel plug 
turns, bends, swings, 
spins — eliminates all 
cord wear, 95% 
of all cord 
troubles. Exclu- 
sive, patented de- 
sign. A proven 
seller. Attractive 
display card free. 
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RANGE CONNECTORS 


Finest quality cord and recepta- 
cles, including new flush range 
receptacle. Underwriter's Ap- 
proved. 220 volt, 50 amperes. 
Eliminates costly electrical work 
in connecting ranges. 


your jobber or write direct 
for full details and prices. 


DAVIS Mfg. Company 


DAVIS MFG. COMPANY 
PLANO 2, ILL. 


' 

| 

| 

: Gentlemen: Please send me information on 
| [)] Cord Sets ] Range Connectors 
| 

| 
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Name 
Address 

















The PILGRIM (floor model 
shown) has Westminster 
Chimes on tubular bells. 
80” high. Reloils for 
$425 plus tax. 


*&® CHIMES OF 





for Appliance Dealers 


Ruggedly built for long serv- 
ice... low in price... backed 
by an unmatched guarantee & 
service policy. 





- 


THE NEW 1949 SOLID SMALL 
Full-size professional electric clip- 


per. Easy to handle—light weight 
plastic case. The favorite in beauty 
shops for years. $9.75 List 






WAHL Silent 
Hair Dryer 


Fast and thorough. Hot 
or cold air as desired. 
Quiet. Plastic case... 
= light weight. $9.75 List 
WAHL “Hand-E” _& — 
Electric Vibrator 
Gives perfect mas- 
sage stroke — 
powerful and 
penetrating. Fits 
the hand. Com- 
plete with four 





applicators. 






GUARANTEE — We 
agree to repair or re- 
place free of charge, for 
one year, any WAHL 
product which does not 
give perfect satisfaction 





WRITE TODAY TO 


Dept. E M 49 FOR 
DEALER INFOR 
MATION 





DEPARTMENT 
STORES 








Lawson Named Radio-Tele 
Buyer At Cronin, Inc. 


Clifford Lawson was recently ap- 
pointed buyer for the radio and tele- 
vision department, Grover Cronin, 
Inc., Waltham, Mass., according to 
an announcement. He had previously 
been major appliance buyer at Paine’s 
in Boston for the past two years. 


Greenberg Returns To 
Namm Buyer's Position 


Harry Greenberg recently returned 
to his former position as buyer of 
housewares, major appliances and 
radios, according to Nelson Miller, 
president, Namm Store, Brooklyn, 
N. Y. Mr. Greenberg had been mer- 
chandise manager of home furnishings. 


Arthur Hyman Assumes 
Hecht Radio, Tele Post 


Arthur Hyman has taken over the 
buying of radios and television in 
addition to retaining the buying duties 
for refrigerators, vacuum cleaners, 
ranges and kitchen installations, it was 
recently made known by Charles B. 
Dulcan, Sr., vice-president and general 
manager, Hecht Co., Washington, 
D. C. Michael M. Stein, who recently 
resigned, formerly held the radio and 
television spot. Mr. Hyman has been 
with the firm for the past four years. 


Paul Cohen Quits Gimbel 
Bros. Buying Position 


Paul A. Cohen recently resigned as 
buyer for major appliance, radio, tele- 
vision and record departments at 
Gimbel Bros., New York, N. Y., ac- 
cording to an announcement by Joseph 
L. Eckhouse and Ralph Chipurnoi, ex- 
ecutive head and merchandise man- 
ager, respectively. Mr. Cohen had 
been with the store for the past three 
years. No replacement was announced. 


Krauss Okays Future Tele 
Trade On Current Radios 


Krauss Co., New Orleans, La., is 
currently promoting the sales of radio- 
phonographs to prospects who may 
want television sets later by offering 
a written guarantee of at least 50 per- 
cent allowance on the combination 
toward a video trade. The department 
store is utilizing full page newspaper 
ads in this drive, according to reports. 


Dorrill Manages Joske’s 
Appliance Department 


Herbert Dorrill has been appointed 
manager, appliance department, 
Joske’s, Houston, Tex., it was recently 
announced by the new department 
store. Mr. Dorrill, who was formerly 
affliated with Electric Equipment, 
Inc., distributors, is said to be heading 
one of the largest appliance depart- 
ments in the territory with 6,000 sq. ft. 
devoted to major appliances. An addi- 
tional 2,000 sq. ft. covers sewing ma- 
chines, vacuum cleaners and floor 
polishers, all electric. Featured in the 
department is an all-electric kitchen 
for demonstration purposes before pur- 
chases. 
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Experienced Sewing 


Machine Dealers 


FOR THE NEW NATIONALLY 
ADVERTISED “SEW-GEM" 


Rotary Electric Sewing Machine 


If you are looking for something new with 
big sales and profit potentials, it will pay you 
to investigate the newest of electric sewing 
machines. 


A hungry market is now waiting for this product, 
Territories are still open in many sections of the 
country and will be allotted on a first come first 
choice basis. 


Here is an excellent opportunity to get'in on 
the ground floor and enjoy fast sales and nice 
profits. If interested, write us at once for com- 
plete details. All inquiries will be held in strict 
confidence. 


4. 


POPULAR © 
MODELS 











Aman 


MANUFACTURING CO 
ROCK ISLAND 


ILLINOIS 








AIR-FLO automatic 


CEILING SHUTTER 





TOP VIEW-- OPEN - ~ LESS MOULDING 


FOR ATTIC FANS 


Built so they can be installed practi- 
cally flush with the ceiling, AIR-FLO 
Ceiling Shutters present a refined, fin- 
ished appearance. Their natural alumi- 
num color blends with any decoration, 
eliminating need for painting and no 
grille or winter cover is required. Fur- 
nished in 5 different widths, single 
panel up to 73” long. No operating 
mechanism shows. Built-in fusible link. 
Meets fire underwriters’ requirements. 
Write for illustrated catalog 43-A of the 
complete AIR-FLO line. 











VIEW FROM BELOW -- CLOSED 


with moulding 


AIR CONDITIONING 
PRODUCTS CO. 
2340 West Lafayette Blvd. 



























Detroit 16, Michigan 


——— 
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your 
appliance 
sales 


Packed six to cor- 
tugated shipper 


ENETRA 


PROFESSIONAL (RUBY) MODEL 


HEAT LAMP 


Transmits maximum infra-red rays... 
holds back the ‘‘visible” light. De- 
signed specially for treating sinus and 





nasal congestion and for applying local 
heat for muscular aches and pains. 


EASY TO DISPLAY— 
A Natural For Winter Months 


Complete appliance is assembled in 
the “Demonstration Package.” All 
important uses are illustrated on the 
Catton... it sells while it tells. 


A clever little clip is concealed in 
the base. The lamp stands or hangs 
anywhere. The handiest heat appliance 
made, it turns in 
any direction with 
atwist of the wrist. 
Uses both AC and 
DC. U. L. listed. 








PENETRAY CORP. 
TOLEDO 5,O0HIO 


Be 


geo 














LEAGUE 
ACTIVITIES 





Guthrie Heads Nebraska- 
lowa Electrical Council 


W. H. Guthrie has been elected 1949 
president of the Nebraska-Iowa Elec- 
trical Council, according to a recent 
announcement. Head of the Omaha 
Electrical Works, Mr. Guthnie suc- 
ceeds M. C. Roy. Others chosen 
include George Balliette, first vice- 
president; C. R. Helgeson, second 
vice-president; W. H. Sinke, secre- 
tary; and Paul H. Matthaidess, 
treasurer, 


Orange County Appliance 
Assn. Adopts Charter 


The adoption of a charter for the | 


Electrical Appliance Assn. of Orange 
County, Fla., was recently made 


known by Ted Keiser, president. The | 
charter, it was said, is patterned after | 


that in Jacksonville. Absentees from 
the charter meeting will be’ given a 
limited amount of time to associate 
with the group, Mr. Keiser concluded. 


Wm. Prokopf Is Elected 
Queens Assn. President 


William Prokopf, Prokopf Electric, 
Maspeth, N. Y., was recently elected 
president of the Queens Electric Ap- 
pliance Merchants Assn. at the annual 
meeting of the group. Other elections 
included William Noah, chairman of 
the board; Frank Murphy and George 
Pancoast, vice-presidents; Marino 
Jeantet, secretary; and Percy Hen- 
riques, treasurer. 


Canadian Assn. Elects 
W. Hodgins President 


Wilfred Hodgins was recently elec- 
ted president of the Canadian Assn. 
of Radio and Appliance Dealers, 
according to an announcement. Other 
elections included Ed Johnson as first 
vice-president; George Gaudette as 
second vice-president. 

The Sarnia Assn. of 
Appliance Dealers of Canada has 
made known the election of 
Docks as president; Max Zieler as 
vice-president; and F. J. Delderfield 
as secretary. 


Radio and 


Marcuse Is President 
Of New Orleans Assn. 


George E. Marcuse was recently 
elected president, Radio and Television 
Assn. of New Orleans, according to 
an announcement. He succeeds Wal- 
ter A. Leonhard. Other elections were 


as follows: Frank H. Blue, Sr., first | 


vice-president; Herman Estrade, sec- 
ond vice-president; Albert Labiche, 
treasurer; and A. B. Lindauer, secre- 
tary. 


Brown Heads Vancouver 
Assn. Appliance Group 


T. Brown was recently elected pres- 
ident, radio and appliance dealers di- 
vision, Retail Merchants’ Assn., Van- 
couver, B. C., it has been made known. 
Mr. Brown is associated with Brown 
& Munton, West Vancouver. John 
Taylor, B. C. Electric Railway Co., 
was elected vice-president. 
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Do you carry 


GENERAL @ ELECTRIC 


appliances ? 


You can carry them with safety, ease and 
greater economy with Webb Slingabouts, pro- 
tective packages tailor made for General Elec- 
tric and all makes of appliances. Here's why. 


— Shock of sudden jars is cushioned, damage 
by weather is eliminated, by Slingabout's 
heavily padded, rugged canvas jacket. 


— Mirror finishes are protected from mars, 
dents, scratches by Slingabout's thick inner 
layers of soft flannel. 


— Movement through narrow doors, hallways 
is facilitated by sturdy sling. Customer's 
property is protected, and risk of injury 
to handlers is reduced. 


— Slingabouts eliminate messy unpacking, 
can be slipped on and off quickly, and can 
be used repeatedly to lower delivery costs. 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 
Send Slingabout prices for model + 











make —_—__— Refrigerators 
ine ___ Radio 
Check Range 
Address Appliance )Washer 
Other 
T @) D A Y City State (please specify) 





| 
| 
| 
| 
SEND | 
| 
| 
| 
| 

















Restaurants 
Apartments 
Taverns 
Offices 
Stores 

Homes 


Also ask us for details of Peerless 
| Ventilattic Fans, the efficient home 
coolers which may also be installed in 
stores, theatres, dance halls and 
restaurants for exhausting large, con- 
tinuous volumes of air. 













Se 


WITH THE ~~ 


Peerkess. lectric 


REVERSIBLE 
ALL-PURPOSE FAN 


@ Here’s an all-season, ready-to-plug-in 
appliance with dozens of commercial and 
domestic applications—a Peerless-quality 
fan you can make a volume leader and a 
profit leader. 


Peerless WF-30 all-purpose, all-metal fan 
and cabinet is 30” square and only 54” 
deep . . . tremendous air capacity of 4220 
CFM high speed exhaust and 2500 CFM 
low speed exhaust. Two speed 1/6 h.p. 
motor .. . reversible . . . thermally pro- 
tected—can’t burn out . . . 6 blade fan. 


Also made as WF-24 in 24” cabinet 
equipped with 4-blade fan delivering 3500 
CFM at high speed exhaust and 1800 CFM 
low speed exhaust. Write for complcte 
details today! 


THE Peerless. Electric COMPANY 


ESTABLISHED 1893 + 
MEMBER PROPELLER FAN MANUFACTURERS ASSOCIATION 


WARREN, OHIO 
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THIS IS 
HOW YOU 
CAN......... 


gs ——" MECHANIZED 
ene SELLING 





There are 5 steps in selling... 


1. CONTACTING ... all the men who directly or indirectly 
control the purchase of your product 


2. AROUSING INTEREST .. . in your product 
3.. \CREATING PREFERENCE . . . for your product 


4. MAKING A SPECIFIC PROPOSAL . . . applying your product 
to the prospects problem 


5. CLOSING ‘THE ORDER 





ELECTRICAL 
MERCHANDISING 


will make the 
First S 
FOR YOU 


MECHANIZED SELLING uses the high speed and lew 
cost of advertising to cover the first three steps in manu- 
facturing a sale. It frees your distributors and sales force 
to concentrate on sales. 


MECHANIZED SELLING does the vital but time-con- 
suming chores of making preliminary contacts, arousing 
interest, and creating preference for your product. When 
MECHANIZED SELLING performs these important func- 
tions consistently in ELECTRICAL MERCHANDISING, 
your distributors and sales staff can concentrate much 
more of their specialized ability and limited working time 
on the job that they alone can do, and do best. 


THE END RESULT IS LOWER UNIT COST PER SALE 


ae ge 
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HEW © FAST SELLING 
Home Hair Clipper 


f A Fs ‘oe ¢: : "yl 





Shoves Army 
ond Legs 


RETAILS FOR ONLY 


$0.95 
Le 


ELECTRIC HAIR CLIPPER 


You can build sales volume with the 
inexpensive “‘Cadet’’ because it offers 
many money-saving opportunities for 
the whole family. The practical, plastic- 
housed ‘‘Cadet’’ has a special design 
blade for clean, close cutting and trim- 
ming. Ideal for removing superfluous 
hair quickly and safely. Operates on 
110 v., 60 cycle A.C. Fully approved 
by Underwriters’ Laboratories. Proudly 
display this smartly-styled, “‘jewel’’ of 
a clipper to your customers. Priced at 


only $9.95! 
Write Today for Dealer Proposition. 


ELECTRO TOOL CORPORATION 
DEPT. C729-B © RACINE, WISCONSIN 







Removes Hair 
Under Arms 


THE VERSATILE 


























Manufacturers 


Jobbers 


®@ Line Cord Sets 
@ Cube Tap Extension Cord Sets 
® Vacuum Cleaner Cord Sets 
@ Heavy Duty Power Cord Sets 
®@ Heavy Duty Extension Cord Sets 
®@ Heater Cord Sets 
@ AC-DC Resistance Cord Sets 
+ SERVICE IS OUR PROMISE. 
NOTE: Prompt delivery for all orders. 
Send us your specifications and require- 
ments for prompt attention. . 


We now have a new cable assembly depart- 
ment. No job too small or too large. 








OUR SPECIALTY 
All types of resistance cords for all 
purposes. 

We carry in stock for immediate delivery 
many types of wire and cable in gauges of 
from 23 to 2, in addition to various types of 
multi conductor cable for many uses. 

We are moving shortly to our new and 
lerger building and are slashing prices on 
our stocks of millions of feet of wire, cord 
and cable. Send now for your sixteen page 














bulletin listing these bargains. 


COLUMBIA WIRE & SUPPLY CO. 


736 ELSTON AVE anf -) 


\ ag iz 


HICAGO 30.1 
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WHS PORTION OF UNIT PLACED 
OM OUTSIDE OF BUILDING 


DRIP RIDGE 
ORIPS OFF MOISTURE O8 GREASE 
AWAY FROM WALL 


range, even on an inside wall. 


* 


o 


can’t offer . . 


3202 E. Washington Street 





THE Kitchen-Aire EXHAUST FAN 
Is DIFFERENT ...! 





RESISTANT ALUMINUM 


cOrros 
IMPREGNASLE TO WEATHER CONDIT! 


Check this list of selling points . . . 
* MAXIMUM EFFICIENCY:—exhaust grill may be mounted above cooking 


* FIRE-SAFE:—grease laden air is NOT drawn over motor. 
QUIET:—operating mechanism is mounted OUTSIDE the wall! 
* WEATHERPROOF :—back draft damper protects against heat loss; operat- 
ing mechanism is housed in corrosion-free aluminum. 
ECONOMICAL:—low in cost; easy to install. Grease and moisture laden 
air is not deposited on kitchen walls—saves on cleaning and decorating. 
* WIDE USEFULNESS:—electrically operated, can be installed anywhere, in 
new or old houses—keeps kitchens cool and odorless, bathrooms and 
recreation rooms fresh, and basements dry. 


Here are features that the conventional exhaust units 
Kitchen-aire units are actually 
SUPERIOR, and they’re selling fast! Underwriters 
approved. As advertised in Better Homes and Gardens. 


STEWART MANUFACTURING COMPANY 


Indianapolis, Indiana 














And Now . . . Introducing 
MOVEMENT with LIGHTS 
Model “712” 


Roto-Sho 


LECTRIC TURNTABLES 


For Your 
Sales 
Producing 
Displays 





ODEL “712” ROTO-SHO’S two- 

way, built-in electric outlet, per- 
mits novel, self-contained lighting 
effects by means of sliding contacts, as 
well as operation of electric devices 
while the turntable revolves three 
times a minute—lights turn with table! 
There’s nothing like “712” to revolu- 
tionize your window trim and stop 
passersby dead in their tracks. Sturdy, 
steel construction, guaranteed, it car- 
ries up to 200 lbs. 18” diameter table. 
Allover height just 7”. A.C. only. 





g displays, write TO- 


© For winnin 
DAY for full in ormation our 
complete ROTO-PRODUCTS catalog 


GENERAL DIE AND STAMPING CO. 
Dept. 65, 267 Mott St. © New York 12, N. Y. 
SE I) 





YOU GET 


100% extra profit 
Very low cost inventory 
Greatly increased store 

traffic with 


CONTINENT LAMPSHADES 





@ Satin over Parchment 
@ Parchment, 
plain or decorated 
@ Burlap 
®@ Tole 
@ Silver or Gold Foil 
© Rayon Silk 


A sparkling selection of 10 colors. All 
sizes from 4" to 19" ranging from $.50 
to $3.50 RETAIL. 


Write for prices and complete brochure to: 


CONTINENT LAMP SHADE CO. 


310 West 106th Street, New York, N.Y. 
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market. Modest investment required SALESMEN—CALL on hardware, dept., furn. Seen ON ROYALTY OR WILL AS- Seco-Lite Mfg. Co........-++++- 189 
for showroom samples and small in- and appliance stores in middle-western SIGN Sensation Mower, Inc........... _ 
ventory. Particularly interested in ap- states. Have establ. accounts in territories. Clock Co., The......... 
Send qualif. refs. 1st letter. SW 7511, Electri- BO-7759, Electrical Merchandising Sessions Clock Co., a 
pMeations from Fhitedeiphia, Balti cal Merchandising. 330 West 42nd St., New York 18, N. ¥. Shisley Corp. .......-ceeseeeee 12 
) more, New Haven, Albany, Syracuse, SALESMEN—MEDIUM sized manufacturer Signal Electric Mfg. Co......... 36 
Rochester, Buffalo, Miam|!, Jackson- of top quality line of steel kitchen cabinets Smith Co., The C. W........... 195 
ville, Wichita, Maine and several other . a a = io Smith Corp., A.O0 107 
on on 5% commission basis. Cees. = © oe, 2 oe ee ae = «(6h | | ee eG. nwo ssceoens 
points and many secondary markets. representation for department stores, and sep- Sparton Radio- Television, Div. of 
Replies will be acted upon in confi- arate gn ye ~~ sopmnnee stores, — s The Sperks Withington Co. 44 
" fer men capable of selling quality merchan- - 
dence and personal interviews prompt dise. State full details, age, experience, Loc. in prosp. Alaska community with Steel Kitchen Cabinet institute. . "188 
ly arranged. If possible give financial , 
territory, type of trade, lines now carried, etc. no competition. 2% miles of transmis- d & A iates Inc Ww. 
position and trade references in reply. RW 7512, Electrical Merchandising. si oon on ond sien, Stensgaar Sssoc " “" * 
New York market not open. FACTORY REPRESENTATIVES wanted by | | 204 pron oo ag mag en Se oe 
Rw v 7274 Electrical Merchandising leading manufacturer of electric water ° < Stevens ppliance 
520 N. Michigan Ave., Chicago 11, iL heaters. No objection to handling limited pital, schools and all city lighting: also Stewart Mfg. Rete eS 193 
number of related non-competitive lines. Sub- 190 f h 7 rm. modern 39 
mit full details and references. RW 76599, meters for homes. 7 Stewart-Warner Corp. i 
! | Blectrical Merchandising. residence. Truck, tools & storage tanks. Strombera-Carlson Co. ......... 159 
| LIYE WIRE Factory Agents wanted! To call | | All heavy duty Diesel Generating Sets. Successful Farming ............ 101 
DISTRIBUTORS direct on dealers for new and superior 8 ft. $26,000 gross receipts a year—$12,800 Sutton Corp er Be 144 
| high refrigerator of 3% cu. ft. capacity, ex- , ft to owner with hired help 0 ” Th 10 4 
clusive territories assigned, liberal commis- net pro ? Swartzbaugh Mfg. Co., O....- 
Wanted for | sion. Give full particulars. Apply RW 7574, $120,000 price —lock, stock & barrel. 
BEST Al D Electrical Merchandising. Terms. 
M ACME BROKERAGE, INC. 
Washing Machine Replace- POSITION WANTED 1919 - 5th Ave., Seattle, Washington Tappan Stove Co., The......... 
3 P AVAILABLE SOON. As Sales, Branch or ee eee 95, 
r ment District Manager for reputable manufac- EE UE i as ote anwar me we 
ribies 
t turer. Executive with 18 years successful le & Kift, Inc bs 
} sales and sales management experience with Tuttle oF Ea nes = 60.9o 8 KORE TS 185 
large appliance manufacturer. Broad experi- Tyler Fixture Corp he temel pede €e6n 8 4 
ence in hiring, training and supervising sales- E 
WRITE men, planning and executing merchandising R 
campaigns, establishing and developing appli- ) 
APPLIANCE PARTS co ance distributors and dealers. Wide acquaint- = . 65 - 
1 ance electrical pootension, prver companies Union Pacific Railroad......... 1 . 
anne and department stores. P Electrica 
1228 Williston Waterloo, lowa | | iferchenaicing | tc 
‘ | e 
BUSINESS OPPORTUNITIES Investment e Vous Sees, Mile. Ca............: 186 P 
ne TW TER Miami, Florida 
) Oo A —A penGing pecssqevatien, air centitioning. 
television, and appliance center. 1 sell for 
HOT ELECTRICALLY about $12,000. Write for details. BO-6963, | : Cc . 190 
Electrical Merchandisin Wahl Clipper Corp..........-- 
WATER at no more cost than i - — : mae Webb Manufacturing Co........ 191 
BOILER Pot Stove operation Drop Shipment jobber Productive advertising Welch Co., W. W........0-000+ 21 
SALESMEN WANTED buying for 125 large stores desires additional en Electric Cor 
ines. Tede & Etchingham, 2138 Champa . Westinghouse Electri P-, 
for FISKE sidearm | Street, Denver 2, Colorado. is an INVESTMENT Appliance Div. .........--. 2% = 
Electric Water Heater * Westingh Electric C 
stinghouse Electric Corp., 
pos vast new market. Re- WE CAN ASSURE LOW PRICES! rather than an EX- ee) ee ee ee + 2 
as heaters with this fully Stamping Up To 100 Tons, Finishing, Assembl- Westward Washing Machine Co.. 
<_< Sutomatic electric water ing, Packing, Labelling and Shipping Facilities PENDI [T IR E. Whitehead Mfg. Corp., D. W.... 115 ane 
fast present water axsachon ALL TYPES AND SIZE Wiegand Co., Edwin L.......... 94 Man 
ce. . 
- : PRODUCTION 0 hlicht” adverti Woman's Friend Washer. ....... 136 sone 
FISKE PRODUCTS, INC. WANTED Searc ight advertis- -Woman’s Home Companion. .... 149 Ohi 
Bedford Hills, N. Y. E . , : 1 
Complete facilities oui for production of items ers almost invar iably re- — 
work pene = mg to parts <a ranges. .- =— 7 195 
work requiring presses up to ions and produce . 
INVENTORY CLOSEOUT hing out of stecl, brass or any alloy. Have fa- port prompt and satis- Yeats Appliance Dolly Sales Co. . 
cillt ties for enamelling, Dolishing, buffing one arene 





) VACUUM CLEANER | | tritiatccts.sctas’ totetalaredacs tr factory results. 


us full description of your requirements with blue- Zenith Radio Corp Teer Cees ao 105 


HOSE ra SSMEL-GAUGE CO. BE CONVINCED — 




















EAST HAVEN, CONN. . ; a 
for INDUSTRIAL, COMMERCIAL | send us your advertise- : = 
d FURNACE CLEANERS | SEARCHLIGHT SECTION a 
an Your Inquiries to ment TODAY. (Classified Advertising) 
Large quantity new flexible rub- Advertisers Will EMPLOYMENT 
ber hose, wire reinforced, fabric H S 4 V 1 Positions Vacant PTeEPECT ETE 194 
covered, in 10 ft. lengths, 1%” ala sedincnn: ea Pontisas Wanted.' / esr... 194 
: inside diameter, A-1 quality —for you—the advertiser—and the Address Classified Selling Opportunities Wanted.... 194 
for industrial commercial use. publisher, if you mention this pub- Advertising Division BUSINESS OPPORTUNITIES 
Packaged 20 lengths to the Page a ——— Fe ae a I ee Bia gic cs 194 
bundle. is evidence o publi you 
1 EQUIPMENT 
LESS THAN eee ae ELECTRICAL MERCHANDISE 
MANUFACTURERS COST and—more advertisers mean more MERCHANDISING (Used or Surplus New) ail ~ 
WRITE FOR PARTICULARS TODAY information on more — o PS |) tecsebenes is tae 
FS-7785, Electrical Merchandising oe servic - 330 W. 42nd St., New York 18, N. Y. 
520 North Michigan Ave., Chicago 11, Il. | . 
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‘WASHING MACHINE PARTS 
ALL MAKES 


PROMPT SHIPMENTS 


DISTRIBUTORS—Goodrich Wringer Rolls 


Gates Belts 
@. T-K Range Ports 





Electrical Appliance Parts 


811 9th St., N.W. Washington 1, D. C. 








WESTWARD 


Cut rubber to length 
Re-crepe old rolls 


Machine undercut for 
drain trips on rolls for 
Lovell Wringers 


Sanding disc will remove 
burrs from shaft ends. 


Efficient, easy to operate Westward 
Roll Lathe performs four important jobs 
—saves time, labor . + means less 
cost per job, more profit! Operates on 
ordinary 4 h.p. washing machine mo- 
tor (1725 r.p.m.); requires no extra 
equipment. Only $21.50, dealer net 
price. Shipping charges prepaid. 

(Motor and belt not included) 


Some Choice Jobbing Territories 
Now Available 


> WESTWARD 





WASHING MACHINE CO. 


1400 ST. AUBIN AVE. DETROIT 11, MICH 


THE BV Ga en eV PD Epe ce 
SUPPLEMENT 


Flerible Couplings for 
WASHING MACHINES, OIL BURNERS 
MOTOR DRIVEN MACHINES 






The Lovejoy w+ 
“DX” is used 

more penne 
ers of electrical 
equipment than any 
other flexible coup- 
Mae. The ideal 


dampen vibration 


L-R Type “DX” and noise. 


Write for catalog and name of nearest dealer. 





Products 


FOR MORE SALES —FOR MORE PROFITS 


iS eae 












5028 W. Lake St. 


Chicago 44, Ill. 








JUST THINK of the LOSS of LIFE, ACCIDENTS, 
DAMAGE to merchandise and proper that 
occur every year when delivering Heavy Ranges, 
Refrigerators, Water Heaters, Bath Tubs and 
many other Bulky Articles. The COST runs into 
THOUSANDS OF DOLLARS 

You can prevent your share of this unnecessary 
waste by using the NEW 6-in-1 SAFETY 
E-ZEE-LIFT to handle your appliances. 


aa a 
Make 1949 a Safer Year 
E-ZEE-LIFT is now used by Movers, Furniture and 
Appliance Stores, Plumbers, Bottled Gas Dealers 
and — others in the USA. Made of heavy 
duty machine belting and webbing. Easily adjusts 
to any appliance. Ca- 
pacity 1200 Lbs. 6 

Month guarantee. 


You Can’t Lose! 


If you order one or 
more E-ZEE-LIFTs to- 
day. Price is still only 
$17.95. Check with 
order or COD if you 
prefer. Or ask for 
folder ‘D’ 





REFRIGERATION 
Neal Products Co., Marlboro 8, Mass. 




















LOVELL WRINGER ROLLS 
IRONER PADS AND COVERS 
ALL SIZES FOR ALL MAKES 


WASHER AND IRONER PARTS 
Aerobell - Conlon - Easy 
Horton - Speed Queen - 1900 - Thor Etc. 


OHIO WASHER COMPANY 


1223 Superior Ave. Cleveland 14, Ohio 











“YEATS APPLIANCE DOLLY” 


Aluminum frame, caterpillar type “STEP GLIDES” for 
climbing steps, straight slide on back tor easy loading 
in delivery truck, curved cross members for round 
water heoters. Handles all appliances easier and 
quicker because it is the ONLY APPLIANCE DOLLY 
WITH PATENTED RATCHET DEVICE TO TIGHTEN 
THE HOLDING STRAP. Write for full information. 


YEATS APPLIANCE DOLLY SALES CO. 
2525 W. Kilbourn Ave., 


The NEW 


Milwaukee, 3, Wisc. 





THE TRUCK THAT 
oe Se ee 


EASLOAD APPLIANCE TRUCKS bolance 
the entire weight of the load on big 
cushion tires. You slide the Easload under 
the load and releose it for rolling position 
with foot pedal action. Easy rolling. 
Avoids strain. One man operation. Saves 
60% ‘hauling costs. Double ratchet strap 
cincher. All welded tubular steel frame 
for sturdiness and sliding lood over 
steps. Rubber guards. 

7) WRITE TODAY FOR FOLDER 


COLSON 


EQUIPMENT & SUPPLY CO. 


1317 Willow St., Los Angeles 13, Cal. 














SPECIALTIES 





Vacuum Bags, all types 
Mangle pads and covers, all types and sizes, 
separate and combination; Ironing board 
pads and covers; Washing machine covers. 
Ohio Textile Spec. Co., 3438 W. 5th St., 





Heavy Duty WRINGER HEADS 


To replace 
APEX — ABC — _BLACKSTONE —_ 
NATIONAL _ 19900 — 


GENERAL ELECTRIC 
Free descriptive circular 
APPLIANCE PARTS CO. 











Cleveland, Ohio. 117 South Ave. Youngstown 3, Ohio 
Many Dependable Buys a ee PARTS 
ce) 


are to be found 


in this Section 





nm 
y All Makes 
Illustrated Catalogue $2.00 Prepaid 


KLINKER BROS. 
2019 Elm St. Cincinnati 10, Ohio 











FOR LIMITED TIME ONLY 
G.E. UPPER WRINGER ROLLS 





W 3130-2144" List $6.27 Net $3.14 
W 1004-2” List $5.39 Net $2.70 


G.E. DRAIN ELBOW HOSE 


R= 


W 2063 
List $1. 10 = -55 ea. [List $.55 Net $.28 ea. 


M A R D 10 SO. SECOND AVE. 


MOUNT VERNON, N. Y. 












OF 
REPAIR 
MEN 


WESTWARD 
HEAVY DUTY 
WRINGER ROLL 


mum 100% pure white blended 
rubber! 

gum>Hard core for better shaft 
adhesion! 

mam End washers molded into rub- 
ber! 

gam Part number molded into end 
of roll! 


mgu=>Roll diameter clearly marked 
on every wrapper! 
muam>High quality—low cost! 


Write for free, 
illustrated literature. 


») 
> WESTWARD 
WASHING MACHINE CO 
7400 ST. AUBIN AVE. DETROIT 11. MICH 


























Sea efi eee oe 
STRONG NEW DOLLY TRUCK 
IDEAL FOR MOVING APPLIANCES 


This sturdy, cleanly shel- 
lacked and finished oak- Refrigerator ‘orry- 












wood Dolly Truck is easy ing Straps * Appliance 
rolling because it is pre- Covers * Porcelain and 
Seles balanced. Size wil Furniture Repair Kits » Dolly 
by 27”. Swivel Casters . + aaa tata 


Rubber Wheels. 


Send TODAY for FREE illus- } 


trated CATALOG. 

Featuring complete line 

of Appliance- Squipmenty 
trucks * C 


WRITE TODAY FOR FREE CATALOG 


ELKAY PRODUCTS CO. 


325 WEST 16th STREET, NEW 
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YORK 11,N.Y 
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7 » Vee Bee 
FRANTZ 

v 4 4 
MANUFACTURERS OF 


WASHING MACHINE PARTS 


3650 EAST 93rd ST. © CLEVELAND 5, O. 














PERMANENT REPAIRS 


Quickly, Easily Made 

wa sizes for all types of domestic 
ppliances and industrial uses. 
‘ey Time Tested-Successful-Fconomical 


Write for Catalog 


MEND-IT SLEEVE "eo* 


plye 5606 Taft Ave., Oakland 18, 4 


inser ry boeken 
ends into sleeve. 
wt Sn 9 tight with 


in | ee... * 
YOU NEED 








Tuts A COMPLETE 

COMBINATION FON ALL TYPES OF 

FAUCETS AND WRINGER, & 
AUTOMATIC 

AND SPINNER WASHERS 


— 
KIT CONSISTS OF: es Zs 4 
2-PE1180 BONDED NIPPLE ° &* 
2-PE24 AERO SEAL CLAMP *e F Rg g E 
1-PEY18 8" “Y” ASSEMBLY 
1-PEY15 15" “Y” ASSEMBLY 


1-PE1175N “Y” CLAMP SHOWING VARIOUS 


COMBINATIONS 


WE PAY POSTAGE 











ON ALL ORDERS = [ incWvots win'stoce 
POWER EQUIPMENT CO. 


WHOLESALE DISTRIBUTORS 


2373 S. KINNICKINNIC AVE 











Our 132-page 
FR Catalog of FREE 
Washing Machine & Vacuum Cleaner Parts. 
Save money by. ordering all your supplies 





feomn one dep Save ong ae Increase 
Quality, Service, Low Prices One Deaentel he Beasee wk ga 

MIDWEST APPLIANCE PART lo 7 ww F 

3645-51 W. Fullerton Ave. Chicago, fa oath. weit The ©. ¥ W. SMITH SS. 2. wm. 





MILWAUKEE 7, WIS 
High 2. ° Prompt 

Quilty Silks Service 

Washing Machine & Vacuum Cleaner 
Parts & Supplies for all Makes 
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EDITORIAL 








Lime for Realism 


HEWING the rag with the boys at the January 
C markets in Chicago would have proven a baffling 

experience to a psychoanalyst. He would prob- 
ably have made an heroic effort to assess the extremes 
in viewpoints encountered and decide that the industry 
was afflicted with an acute case of schizophrenia, or 
split personality. It would be part manic depressive 
and part Pollyanna. Yet there would be enough of the 
“norm’’ floating around to find a basis for rationalizing 
the two extremes. 

On the one hand, he would have found the depres- 
sion-mongers. These are the gents with chins on their 
vests who seem to have been reared in an atmosphere 
of calamity. They are loaded with statistics on the 
decline that followed World War I in the 20’s; they 
can cite you chapter and verse on the unpleasantness of 
the 30’s and, at the drop of a tear, will make slide-rule 
predictions about the fate in store for us by 1950. It 
was these same mourners who had their crying towels 
out two years ago in 1947. At that time, they almost 
induced a depression by a sort of mass hypnosis and, 
except for the very good reason that the factors which 
go to make up a depression were not in evidence, they 
might have succeeded. 

Now, this wailing wall segment of the industry is 
back in new mourning clothes. They are telling us that 
we have sold all the available customers, that people’s 
savings are gone, that factories are closing or cutting 
back, that prices are declining, that dealers and dis- 
tributors are going out of business, that consumers are 
going on buyers’ strikes and that, but for Uncle Sam 
shelling out billions to aid Europe, we would already 
have mass unemployment. These gents either lost their 
guts or never had any hung on them in the first place. 


N the other hand, our psychoanalyst would have 
found a goodly number of the boys who are al- 

ways chasing rainbows. God’s in his heaven and all’s 
right with the world, they tell you, and there isn’t the 
foggiest reason for supposing that things will not roll 
along at even a brisker clip in the years ahead. Many 
of these sunshine boys, of course, are selling virgins; 
they are innocent of the competitive facts of life. Some 
40 percent of the dealers in the country and the Lord 
knows how many thousands of “salesmen” have never 
experienced normal, pre-war competition. The sharp, 
unprecedented demand for our goods in the past three 
years has put money in their pockets by a sort of process 


of osmosis. It has been a painless transfer which has 
given rise to a delighted, “How long has this been going 
on?” attitude. They have had to learn little or nothing 
about the products they were “selling” ; the products of 
their competitors they knew chiefly by hearsay. They 
were not called upon to make demonstrations, nor were 
they aware that follow-ups in the home were customary 
in the old days—even in the evenings. As for prospect 
files, territorial allocations, using-the-user, trade-ins, 
customer call-backs, telephone solicitation, cold turkey 
canvassing, and the like, they have never had to employ 
any of these quaint customs in order to get the signa- 
ture on the dotted line. But they will, or else. 


ND then, of course, our mental herb-doctor would 
realize that the two extremes described were not, 
of necessity, typical of the industry. There is still a 
solid backlog of manufacturers, distributors and dealers 
who are neither prophets of gloom, nor Rebeccas of 
Sunnybrook Farm. They’ve been around through 
good times and bad and learned to get along in both. 
They know that the post-war boom phase of the busi- 
ness has passed, but that it still bulks enormously com- 
pared to any previous standard. They know that mar- 
riages and births have set all time records in the past 
six years; that housing for the millions still living 
doubled up is clipping the million mark annually ; that 
employment and incomes almost defy statistical analy- 
sis; that millions of new homes and farms have been 
wired; that a host of new and dramatic appliances and 
radio products have achieved public acceptance and, 
finally, that the replacement market for familiar, stand- 
ard products in our business is virtually untapped. 
They know that the pickings are not going to be as 
soft as they have been recently. But they know, too, 
that this business wasn’t built on easy pickings. It was 
built the hard way with all the tools of creative specialty 
selling brought to bear on the prospect. Competition 
doesn’t bother them, either. It’s just another challenge 
to do a better job than the other fellow. The competi- 
tive sissies have always fallen by the wayside. 
They are not waiting for any depression and their 
heads aren’t in any clouds. They are just moving in 
quietly on the job that needs to be done. 


Buriuce Are, ~7 


Eprror 
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' | GIVE YOUR SALES TALK A WINNING WRING. 
WITH LOVELL POWER ELECTRIC ROLLS ! 











|. PRESSURE CLEANSING 
AT its Best! 


No other wringer roll gives you so much to 
talk about, because only Lovell rolls have 
the three-layer laminated-rubber construc- 
tion that produces real pressure cleansing! 
Microphotos prove effectiveness. 


rs ONS eh OS UN OD 


we 

















‘ 2. LASTS LONGER! 

| See aes as _3. GENTLE To DELICATE FABRICS! 

g Vig ae. ie EE This is the cushion that supplies the pressure. Will 
at i fr cael lhe dake te take extreme pressure, yet “flow” around garments. 
- Se “ ii, Haceaad Does not injure dainty fabrics, break buttons, bend 
n 4 , \ buckles or jam zippers. 

id ; 

d 

j- 

1S 

0, 

aS , 

y “>. SURE-GRIPTREAD! 

- Outer layer of wear-resistant , ; 

a virgin rubber wears for years. 6. LOVELL ROLLS... sales story 
I Protects the cushion layer, in themselves, are one of the many features 
resists effects of caustics 5. SupeR-TOUGH SHAFT! of Lovell Wringers ... one more reason 
ir and bleaches. 


Solid steel, finely machined why the easiest selling washers are the 
and of special analysis to ones that have the... 

withstand severest strains. 

Guaranteed not to break! 

Blued-steel ends. 


iW “a = hk he $j PRESSURE 
ow PH TAS \V ce i“ vy WRINGER 
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SPECIAL PLASTIC MODEL SHOWS 


Retail-Mindedness ...Crystal Clear! 


There is no doubt about it, the trend in domestic refrigerators is 
all toward more cold space, with no increased floor area. Here, 
expressed in a special plastic model of a regular Kelvinator 
Masterpiece Refrigerator, is the answer to that trend! 

Mark it well. For it is the dramatization of another Kelvinator 
“first” ... among a long list of “firsts” that have made refrig- 
eration history. Here is cold from top to floor! 


And it’s easy to see why this great engineering advance has 
received such an unparalleled reception on Kelvinator dealers’ 
floors. Every bit of food space you see pictured above is refrigerated. 


By taking advantage of the compactness of the famous Polar- 


spLere Unit and a new condenser design, Kelvinator scientists 7 
have added more than 2,500 cubic inches of cold space to the © 


inside of the refrigerator! 


Here, crystal clear, is plain evidence of Kelvinator retail- 


minded thinking . . . of out-in-front imagineering . . . of engineer 


ing leadership as it is pledged in the Kelvinator Dealer Franchise. } 


Here also is a crystal-clear picture of the industry’s future. 


Make no mistake about it. You'll see more of cold from top to floor! 





TUNE YOUR RADIO TO EDWIN C. HILL and “THE HUMAN SIDE 
OF THE NEWs” Monday through Friday . . 


minded contribution to the progress of Kelvinator Dealers. 


. another retail- 


Wa « : 
ehareai‘a 


-+-+ THE MOST VALUABLE FRANCHISE IN THE APPLIANCE INDUSTRY 


KELVINATOR, Diviston ° NAS H-KELVINATOR CORPORATION, DETROIT, mi cHE 





